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Abstract
Following Bitner’s well-known “servicescape” model, many studies have 
shown that physical environments affect customers’ perceptions of the 
service experience, although mainly focused upon service encounters of 
relatively short duration. In the case of hotels, where customers stay in the 
facility for an extended period of time, the issues may well be different. 
However, few studies exist that examine the effect of the servicescape in 
hotels. In such situation, the main purpose of this study was to investigate the 
effects of the hotel servicescape on customers’ emotional responses and 
behavioural response.
In order to achieve this goal, valid and specific measures of the hotel 
servicescape were needed to develop. First, based on a review of previous 
research, items that could reflect the characteristics of the hotel servicescape, 
emotional responses items, behavioural intention items and four preliminary 
hotel servicescape dimensions were emerged. Second, hotel servicescape 
items were classified into one of four dimensions using the Q-sort technique. 
This method applied in this stage in order to test the content adequacy before 
moving to the further analysis. Third, to examine the underlying structure of 
data and to reduce the attributes into a smaller number of factors, factor 
analyses were conducted. Although the results of servicescape literature 
review and the Q sort suggested the four hotel servicescape dimensions, the
outcome of the factor analysis revealed the five dimensions. Results showed a 
satisfactory level of reliability coefficients for the five hotel servicescape 
dimensions. In addition, two dimensions of emotional responses and two 
dimensions of behavioural response were found to be valid and reliable.
This study also attempted to determine which hotel servicescape variables 
have more impact on customers’ satisfaction and experience. It was achieved 
through the application of Importance-Performance Analysis. The results of 
Importance Performance Analysis revealed differences in the strengths and 
weaknesses of the hotels’ servicescape.
Moreover, the present study successfully determined the relationship among 
the five hotel servicescape dimensions, customers’ emotional states and 
behavioural response. The findings showed that hotel servicescape 
significantly affects both emotional responses and behavioural response. 
Finally, the mediating role of emotions between the hotel servicescape and 
behavioural response was examined. The result of this study confirmed that 
the hotel servicescape influenced on behavioural response both directly and 
through emotional responses and emotional responses play an im portant role 
between the hotel servicescape and behavioural response.
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Chapter One: 
Introduction
i . i  Background o f the Study
There have been considerable changes in recent years in hotels that offer the 
highest comfort and service but also surprise and inspire their customers 
with cutting edge architectural style and design. Evidence from the grand 
hotels of history across the world would suggest that hotels have always 
known the value of design in attracting attention as well as in communicating 
and differentiating their product and service values. There is also an 
appreciation that an effective hotel physical environment can allure 
customers from the desired target market. In other words, the hospitality 
product is ‘packaged’ in an environment and atmosphere that is designed to 
appeal to the customer (Ransley and Ingram, 2004). The link between the 
physical environment and sales guarantees a role for designers within a 
design concept, as they are responsible for giving the product its image, its 
aesthetic appeal and its status symbolism.
The traditional four Ps (Product, Price, Place and Promotion) of the 
marketing mix has been extended into the seven Ps for services by adding 
Physical evidence, Participants and Process, thus including all elements that 
an organization can control in order to satisfy its target market (Clarke and 
Schmidt, 1995). Among these, physical evidence of a service includes the 
physical facilities and the design and decor of the environment in which the 
intangible part of the service is delivered (Namasivayam, 2004). Physical 
evidence has many roles to play within the service encounter as package, 
facilitator, socialiser, and differentiator (Hoffman, Kelley and Chung, 2003).
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In addition, it can play an enormous role in influencing the reality of a service 
in the consumer’s mind. Although service elements are abstract, they include 
a proportion of tangible elements that are bundled together with intangibles. 
The physical aspects of the service also provide evidence in the customer’s 
mind as a representation of service quality. It “tangibilises” the service and 
helps customers to evaluate the service before its purchase and to assess their 
satisfaction with the service during and after consumption (Zeithaml, Bitner 
and Gremler, 2006).
The findings from empirical research have demonstrated that the physical 
environment influences the customer’s perceptions of the service experience 
(Baker, Levy and Grewal, 1992; Bitner, 1990), and has an effect on sales 
(Donovan and Rossiter,i982; Donovan, Rossiter, Marcoolyn, and 
Nesdale,i994; Milliman, 1986), satisfaction (Bitner, 1990) and customer 
retention (Babin and Attaway, 2000).
In the case of the hotel, this physical evidence - more specifically, the physical 
environment of the hotel - may be one of the touches that creates a 
comfortable and inviting atmosphere for customers who have spent their 
time in the hotel dealing with strangers in unfamiliar surroundings. 
Generally, the production and consumption of hotel service take place 
simultaneously in a physical environment created and controlled by the hotel. 
The physical environment is thus a contact element which may have a strong 
impact on the customer’s satisfaction (Bitner, 1990), and his/her perception 
of service quality (Parasuraman, Zeithaml and Berry, 1988). Therefore, the 
overall aim of building long-term customer relationships can be supported by 
the careful design and management of the physical environment (Schmidt
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and Sapsford, 1995). Bitner (1992) has suggested that the service firm’s 
physical environment itself may have a substantial effect on customers’ 
satisfaction with the service experience, and hence will play an important role 
in determining whether customers will repatronise that service provider.
The physical environment not only provides valuable tangible brand clues 
prior to purchase, but it is also an important dimension of the service 
experience due to its impact on consumers during consumption (Grace and 
O’Cass, 2004). In hotels, the visual clues about the hotel’s core values and the 
quality of care are particularly difficult to separate from the actual service 
because customers spend significant time in the facility. In fact, the physical 
environment can have substantial effects on consumers’ cognitive, emotional, 
and physiological responses in a service setting (Oakes, 2000). Therefore, the 
environment should be considered not only in terms of the physical container 
but should also include the various contents as factors that will help create 
the overall atmosphere (Tombs and McColl-Kennedy, 2003).
There are a number of reviews of the physical environment in particular 
service settings such as those in travel agencies (Bitner, 1990); a telephone 
company, insurance companies, banks (Parasuraman, Zeithaml and Berry, 
1991); and dry cleaning, pest control, fast-food restaurants (Cronin and 
Taylor, 1992). However, services research to date has focused mainly upon 
service encounters of relatively short duration, such as Hutton and 
Richardson (1995) found that the physical environment in a health care 
setting had a significant effect on customer satisfaction, perceived service 
quality, intention to re-patronise and willingness to recommend. In addition, 
Ang, Leong and Lim (1996) examined the physical environment influence on
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consumer evaluations in the retail context. However, in spite of the wide 
interest in the physical environments, there has been very little research 
dealing with this subject in the hotel industry context, where a customer has 
comparatively a longer and potentially more intimate relationship with the 
service environment. In such a situation, the present study focuses on the 
hotel physical environment and service experience.
1.2 Objectives o f the study
As mentioned earlier, several studies have investigated various aspects of the 
physical environment in different types of the service industries. Although a 
wide range of factors have been developed, there is difficulty in 
understanding the complexity of the tangible aspects that its physical 
environment contains. Moreover, there is no evidence of consistency between 
the various research studies and any systematic approach in relating the hotel 
industry where the influence of the physical environment may be larger than 
in other industries is lacking. Under these circumstances, the current study 
aims to focus on the hotel servicescape. The basic purpose of the study is to 
examine the hotel servicescape that makes up the tangible environment of 
hotels. To do this, the objectives of the study are:
1. To provide a new perspective on the importance of the hotel servicescape.
2. To identify the key dimensions of the hotel servicescape.
3. To develop reliable, valid and specific measures of the hotel servicescape.
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4. To determine which hotel servicescape variables have more impact on 
customers’ satisfaction and experience.
5. To investigate the relationship among the hotel servicescape, emotional 
responses and behavioural response.
6. To examine the role of emotion between the hotel servicescape and 
behavioural response.
1.3 Structure o f the Study
This study contains nine chapters.
C hapter 1 - In trod ucin g th e  S ervicescap e offers the explanation of the 
servicescape and the importance of the servicescape in the hotel industry. It 
also explains the purpose of the study and structure of the study.
C hapter 2 - U n derstand in g S ervicescap e and  its  R oles fo r  H otels
presents the importance of the servicescape on hotels. It reviews the origins 
of the hotel industry as a starting point and discusses the role of the hotel 
servicescape in the formation of corporate image. Next, how hotels can 
achieve the differentiation and specialisation in the market segment with the 
servicescape is explained. This chapter also presents design considerations 
and planning for each hotel area and finally the importance of the hotel 
servicescape in maximising the effectiveness of hotel Web sites is discussed.
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C hapter 3 - U n derstand in g H otel S erv icescap e E ffects on  
C ustom ers considers the various roles of the hotel servicescape for 
customers. First, this chapter presents the S-O-R (Stimulus-Organism- 
Response) model to explain the relationship between environmental factors 
and responses in individuals. Second, it looks at how the hotel servicescape 
influences on the purchase process, quality perception and expectation. Third, 
the role of the hotel servicescape as a communication tool and the 
importance of hotel design for the guest’s experience are followed. Lastly, the 
influence hotel servicescape on social interaction is discussed.
C hapter 4  - R eview ing H otel S erv icescap e A ttrib utes looks at various 
attributes which serve to enhance the quality of the hotel servicescape. In 
addition, it addresses the influence of Gestalt approach on a perceptual image 
of a servicescape.
C hapter 5 — Id en tify in g P relim inary H otel S erv icescap e  
D im en sion s explores the servicescape dimensions and elements 
categorised in several previous research studies. Based on this review, new 
potential dimensions of the servicescape for hotels are developed. Then, the 
proposed research model is presented. Moreover, this chapter describes the 
mediating role of emotion.
C hapter 6 — R esearch  M ethods sets out the research philosophy and 
methodology which guides the present study. Then, research question and 
objectives of this study are presented. This chapter also describes the
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research approach adopted in this study, data collection method and 
sampling method. Last, data analysis methods used are illustrated.
C hapter 7 — T he S cale D evelop m ent P rocess discusses the steps 
employed to establish the content for hotel servicescape dimensions and 
attributes. In addition, the various steps associated with questionnaire 
development and data collection are explained.
C hapter 8  — A n alysis o f  R esu lts presents the results of the data analysis. 
First, demographic characteristic of the respondents is presented. Second, 
after assessing the suitability of the data for factor analysis, the validity and 
reliability of hotel servicescape, emotional response and behavioural 
response scales is discussed. Third, to analyse the importance and 
performance of the hotel servicescape attributes, the results of the 
Importance-Performance Analysis are illustrated. Last, hypotheses are tested 
using regression analysis.
C hapter 9 — D iscu ssio n  and  C on clusion  summarises the findings of the 
study and the distinctive features of this study will be highlighted. Then, this 
chapter concludes with the managerial implications and the limitations of the 
study.
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_________________ Chapter Two:
Understanding Servicescape and
its Roles for H otels
2.1 Introduction
Today, heightened competition in the hotel industry requires effective 
corporate image, differentiation and market segmentation. This factor forces 
hotels to be more effective in addressing these needs. Accordingly, hotels 
have known the value of design in attracting attention as well as in 
communicating and differentiating product and service values. In this sense, 
this chapter focuses on the advantages of carefully managed the hotel 
servicescape.
First, this chapter explores the origins of hospitality from the ancient worlds 
and provides background on the growth and development of the hotel 
industry. A brief discussion of the historic roots and the developments of the 
hotel industry can be a good starting point to understand today’s hotel 
industry as it would provide a suitable foundation. Second, the terms, such as 
atmospherics and servicescapes which have been used to describe research 
into the impact of the physical environment on consumers are explained. 
Third, the importance of the servicescape in the hotel industry and the role of 
the hotel servicescape in the formation of image will be discussed. Fourth, 
specific consideration for utilising it to achieve a competitive advantage in 
terms of differentiation and market segmentation will be explained. Lastly, 
the importance of the hotel servicescape in maximising the effectiveness of 
hotel Web sites will be presented.
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2.2 H istorical Origin o f the H otel Industry
The E arly Inn and Tavern
A history of the hotel industry would go back in time for thousand years. 
Although many taverns in ancient Greece had rooms set aside for travellers, 
the beginning of the hospitality or lodging industry, as we know it today, 
could be more closely linked to the Romans (Baker, 1988).
Innkeeping first flourished under the Roman Empire. Each of the main cities 
had a fair-sized hotel, usually owned and managed by the municipal 
government (Gee, 1994). During the Roman era, travellers were usually on 
military, diplomatic or political missions and used the accommodations that 
were available along the route. As a result, inns and taverns were well 
established although the general quality was poor. Typically, the inns were 
self-serve institutions, rarely clean, and more often than not they were run by 
disreputable and unprogressive landlords (Lattin, 1977).
In the later years of the Roman Empire, taverns and inns provided shelter for 
travelling merchants, actors and scholars. Even they were used by the upper 
class of the society for private banquets. The Romans were also thought to 
have been the first pleasure travellers. Romans were quite fond of taking trips 
to Greece and Italy as well as Egypt and the Mediterranean. This pleasure 
travel helped the growth and development of inns and taverns throughout the 
Empire (Baker, 1988).
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The M iddle Ages
With the fall of the Roman Empire in about AD 500, the inn went into decline 
for several hundred years. Long-distance travel diminished and travel was 
primarily for religious reasons. Monasteries and other religious houses took 
over the job of feeding and housing travellers. There were no room rates, 
although donations were expected.
The Crusades, beginning in 1095 and lasting over the next 200 years, 
encompassed a great social revolution. The series of crusades accelerated the 
process of greater contact with other nations and there was a slow revival of 
trade and innkeeping, starting in Nothern Italy. In Florence in 1282, for 
example, the innkeepers of the city incorporated a guild for the purpose of 
turning hospitality into a business (Gray and Liguori, 1990).
Guilds of innkeepers flourished, establishing rules and regulations for 
themselves and their guests. Shortly thereafter, the concept was not limited 
to Florence and the business of hospitality spread to other Italian cities.
The Sixteenth to N ineteenth Centuries
The period from A.D. 1500 to A.D. 1800 was a particularly im portant period 
in the development of the hospitality industry. During this time the European 
economy was revitalized and trade among nations increased which created a 
larger demand for inns and taverns (Baker, 1988). Moreover, considerable 
improvement took place, particularly in England, in the quality of 
accommodations and English inns gained the reputation of being the finest in 
the world. Carpets had been introduced, and the walls of the best rooms were 
hung with tapestry or embossed leather (Medlik, 1978).
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In  th e  e ighteenth  century  th e  stage coach b ro u g h t about a  rap id  expansion of 
travel and  so-called coaching inns soon followed. Since th e  inns also becam e 
popu lar places for local nobility, politicians an d  others, th e  in n  yard  w as u sed  
for m any purposes such  as w eddings or fairs, an d  often as a th ea tre  (Gray an d  
Liguori, 1990).
The significance of ra ilroad  netw orks in  th e  developm ent o f th e  hospita lity  
industry  canno t be  overlooked. As tra n sp o rt m oved to  th e  railways, so th e  
railway com panies b u ilt ho tels a t th e ir  te rm ina l sta tions (Jones an d  
Lockwood, 1989). A lthough th e  first ho tels date  from  th e  e ighteenth  century, 
th e ir  grow th on  any scale occurred only in  th e  n in e teen th  century, w hen first 
th e  railw ay created  sufficiently large m arkets to  m ake th e  larger hotel 
possible (M edlik, 1994). The w ord  “ho te l” w as u sed  by  th e  F rench  to  refer to  a 
m ansion  o r public building. D uring th e  F rench  Revolution, m any private 
residences in  F rance w ere converted  in to  public  houses an d  called hotels 
(Lundberg, 1994). H otels w ith  m anagers, receptionists an d  un ifo rm ed  staff 
arrived  only a t th e  beginning of th e  n in e teen th  century  (M edlik, 1994)- 
In  th e  U nited  States, ho tels flourished  in  th e  18th century. H otels in  th e  
U nited  S tates resem bled  th e  large an d  lavish hotels o f Europe. W hile 
E uropean  hotels opera ted  on  th e  p rem ise th a t only th e  aristocracy was 
en titled  to  luxury and  com fort, A m erican ho tels w ere ru n  for equalitarian  
enjoym ent -  anyone could take  advantage of th e  services o f a  hotel as long as 
he  could pay for them , and  th e  ra tes  w ere w ith in  th e  m eans of a lm ost 
everyone (Lattin, 1977). In  th e  n in e teen th  century, th e  U.S. lodging industry  
achieved in ternational recognition. Technical advances such as central 
heating, air conditioning, th e  passenger elevator an d  electronic lighting
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in troduced  by U.S. hotels w ere quickly adop ted  by hotels in ternationally  (Gee, 
1 994 ).
Clearly, som e of th e  hotels in  th is  period  set th e  fundam ental s tan d ard s  of 
luxury hotels. D’Oyly Carte opened  th e  Savoy in  1889 an d  Cesar Ritz gave a 
new  definition to  luxury an d  service w ith  th e  opening o f th e  Paris Ritz in  
1898.
The Twentieth Century
The m oto r car en tered  in to  com petition w ith  th e  railw ay in  th e  tw en tie th  
century  an d  th e  gradual grow th of road  traffic m ean t th e  beginning  o f a new  
era  of innkeeping. Between abou t 1850 an d  abou t 1950 a growing p roportion  
of travellers w ent away from  hom e for o ther th a n  business reasons an d  
holidays cam e to  rep resen t gradually  an  im p o rtan t reason  for a  jou rney  
(M edlik, 1994). M oreover, th e  trem endous increase in  a irline travel opened 
up  m any new  areas th a t could n o t previously be considered  p roper sites for 
hotel developm ent. Also, as Jo n es  an d  Lockwood (1989) m entioned , ho tel 
developm ents w orld-w ide have been  strongly  influenced by th e  post-w ar 
phenom enon  o f m ass tou rism  on  a national an d  in te rna tiona l scale (Jones 
and  Lockwood, 1989). Real incom es have increased  steadily  an d  le isu re  tim e 
has continued  to  grow  as a  resu lt o f a  decrease in  th e  leng th  o f th e  average 
w orking week. Especially resorts  benefited  from  increased  travel an d  leisure 
tim e.
The m odern  U.S. hotel industry  also em erged  following W orld  W ar II. A fter 
W orld W ar II, A m erican hotel businesses expanded a ro u n d  th e  globe. The 
nam es Sheraton, H ilton In ternational, In tercon tinen ta l, W estin, H oliday In n
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an d  M arrio tt w ere well know n and  A m erican-based. The early 1970s was a 
boom  tim e for ho tel expansion. H otel com panies developed m ultip le  b rands 
a im ed a t d ifferent segm ents of th e  travelling public (S tu tts an d  W ortm an, 
2006). A fter th e  boom  of business hotels th e  bou tique  ho tel cam e in  th e  early 
1980s, th e  a trium  hotel, th e  designer ho tel and, a t th e  o ther end  o f th e  scale, 
th e  reso rt hotel. U ntil th e  1980s, it was fairly easy to  keep track  of th e  large 
hotel chains worldw ide. However, in  th e  1990s, ho tel ow nership  h ad  becom e 
m ore in ternational an d  th e  lis t o f top  ho te l chains changes frequently . British, 
F rench an d  Jap an ese  nam es are  now  am ong th e  to p  20  ho tel chains 
(Lundberg, 1994).
T hroughout th e  history, th e  hotel in dustry  has been  in  a  constan t site of 
evolution as it has con tinued  adap ting  its form s an d  services to  th e  ever- 
changing dem ands o f its guests. D ittm er an d  Griffin (1997) argued th a t 
grow th and  developm ent in  th e  hospita lity  industry  has ten d ed  to  occur m ost 
com m only in  th e  nations th a t w ere th e  m ost econom ically successful a t th e  
tim e. The R om an Em pire o f tw enty-one centuries ago an d  th e  B ritish E m pire 
o f th e  n ine teen th  cen tury  m ight be  good exam ples. Today, th e  ho te l in dustry  
has a huge im pact in  econom ies o f developing countries.
As Gee no ted  (1994), hotel p roducts them selves reflect changing tren d s, 
lifestyles an d  econom ics as well as tran sp o rta tio n  an d  technological 
advancem ents and  shifting politics. The p resen t cen tury  b ro u g h t abou t 
growing specialisation an d  increased  sophistication  in  th e  hotel industries  of 
m ost countries, as well as th e ir grow th an d  expansion. W ith  th ese  m arke t 
changes, appreciable em phasis has also been  given to  m anaging th e  service 
firm ’s physical facility.
15
A lthough few studies s have conducted  a detailed  investigation o f th is  issue 
for hotels, th e re  is th e  existing services lite ra tu re  provides an  overview o f th e  
role and  im portance o f physical evidence. The term s, such as atm ospherics 
and  servicescapes w hich have been  used  to  describe research  in to  th e  im pact 
of th e  physical env ironm ent on consum ers are  explained in  th e  next section.
2.3 Atm ospherics and Servicescape
A tm osphere is a  com m only used  te rm  b o th  in  everyday life an d  in  business 
contexts. The te rm  is also used  m ore colloquially to  describe th e  quality  o f th e  
surroundings. According to  Kotler (1973), one o f th e  m ost significant featu res 
of th e  to ta l p roduct is th e  place w here it is bough t or consum ed. H e argues 
th a t sto re  in terio rs an d  exteriors can be designed to  create specific feelings in  
shoppers th a t can have an  im p o rtan t signaling o r reinforcing effect on  a 
purchase. Kotler (1973) also m ain ta ins th a t a tm osphere  o f place affects 
purchase behaviour in  th ree  ways:
1. as an  a tten tion-creating  m edium , th e  a tm osphere  can m ake a service 
env ironm ent s tan d  ou t th rough  design, colour o r sound  etc.
2. as a m essage-creating m edium , th e  a tm osphere  can com m unicate w ith  th e  
in tended  custom ers an d  provide discrim inative stim uli to  them .
3. as an  affect-creating m edium , a tm ospheric  elem ents such as colours, 
sound, sm ell etc. create visceral reactions th a t influence purchase  probability .
In  essence, a tm ospherics refer to  th e  in ten tional control an d  m an ipu la tion  of 
environm ental cues (H offm an an d  Turley, 2002). M oreover, K otler (1973)
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regarded  atm ospherics as an  im p o rtan t m arketing  tool. H e suggested th a t ‘In  
m any  areas of m arketing  in  th e  fu tu re, m arketing  p lanners will use  spatial 
aesthetics as consciously an d  skilfully as they  now  use price, advertising, 
personal selling, public re la tions an d  o ther tools of m arketing’.
R esearch has already dem onstra ted  th e  effects o f atm ospherics in  service and  
retail settings (cf., Baker, Grewal an d  P arasu ram an , 1 9 9 4 ; B itner, 1990; Dube, 
Chebat an d  M orin, 1995). There are also indications th a t atm ospherics can 
evoke varying levels o f em otions am ong p a tro n s  (D arden an d  Babin, 1994 ) 
an d  w illingness to  buy  (Baker, Grewal, an d  Levy, 1992).
Since Kotler (1973) coined th e  te rm  “atm ospherics” to  describe th e  conscious 
designing of space to  create certain  effects in  buyers, th e  physical 
env ironm ent has b een  investigated  for its  environm ental influences on 
consum er behaviour. A com prehensive lite ra tu re  review  has revealed a 
n u m ber of research  stud ies in to  th e  key dim ensions o f th e  tangib le e lem ents 
in  various types of service industries. O ne o f th e  m ost w idely cited typologies 
of th e  service environm ent, an d  its  effect on  those  w ith in  it, is B itner s (1992) 
servicescapes. B itner cam e up  w ith  th e  label servicescape (a com bination  of 
service and  landscape) to  denote  th e  env ironm ent in  w hich th e  service is 
being  realized an d  th e  experience created. A servicescape refers to  th e  b u ilt 
environm ent, th a t is, th e  m anm ade, physical su rroundings as opposed  to  th e  
na tu ra l or social env ironm ent (B itner, 1992). Therefore, servicescapes can be  
described as purposeful environm ents — designed to  exist to  fulfil th e  specific 
needs o f consum ers. B itner (1992) also explained how  custom ers are 
influenced by  these  tangible facets of services in  physiological, psychological,
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sociological cognitive an d  em otional ways. Because service is intangible, 
consum ers often rely on  an d  look for cues about firm ’s capabilities and  
quality  to  evaluate th e  service before purchase (Berry and  Clark 1986; 
Shostack 1977). A ccording to  her, th e  overall perception  of th e  servicescape 
enables th e  consum er o r th e  em ployee to  categorise th e  firm  m entally. In  
such a case, environm ental cues serve as a m nem onic or sh o rtcu t device 
enabling custom ers to  categorise (B itner, 1992) and  d istinguish  am ong types 
of res tau ran ts  or hotels. Such a conceptual synthesis w ould allow  m ore 
system atic em pirical study  in to  th e  effects o f specific d im ensions o f th e  
physical env ironm ent on custom er p leasure  and  arousal, an d  th e ir  approach- 
avoidance behaviour in  service settings.
2.4 Im portance o f Servicescape in  the H otel 
Industry Context
C onsum ers’ responses to  th e  physical env ironm ent in  w hich a service is 
delivered has a large role to  play in  m otivating consum er spending, 
satisfaction w ith  th e  service an d  th e ir  propensity  to  con tinue th e ir  
in teractions w ith  th e  service organization  (Foxall an d  Greenley, 1999). In  an  
effort to  increase revenue and  com pete against an  expanding com petito r base, 
th e  servicescape has becom e a focal po in t in  th e  delivery o f custom er delight. 
There are several key issues w hich w ould appear to  ra ise  th e  im portance  of 
th e  servicescape w ith in  th e  hotel context.
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2.4.1 Corporate Image and Hotel Servicescape
Due to  its subjectivity an d  am biguity, a defin ition  of ‘im age’ is difficult to  
achieve. There are various k inds o f definitions adop ted  to  describe th e  w ord 
‘im age.’ In  general, im age is “a te rm  w ith  vague an d  shifting m eanings” 
(Pearce, 1988). Kotler (1982) defined im age as “th e  sum  of beliefs, ideas, and  
im pressions th a t a  person  has of an  object.”
Im age is considered to  have th e  ability to  influence custom ers’ percep tion  of 
th e  goods and  services offered (Zeitham l an d  B itner, 1996). Reynolds (1965) 
also defines im age as th e  m ental construct developed by  th e  consum er on  th e  
basis o f a few selected im pressions am ong th e  flood of to ta l im pressions. I t 
com es in to  being th ro u g h  a creative process in  w hich selected im pressions 
are elaborated, em bellished an d  ordered. Thus, th e  concept o f im age is 
closely re la ted  to  a ttitudes an d  an  im pact on custom ers’ buying behaviour. 
Im age is considered to  influence custom ers’ m inds th rough  th e  com bined 
effects of advertising, public relations, physical im age, w ord-of-m outh  an d  
th e ir  actual experiences w ith  th e  goods an d  services (N orm ann, 1991). M any 
com panies have com e to  appreciate  th e  im portance of creating a d istinctive 
visual appearance fo r all tangible elem ents th a t  con tribu te  to  th e  corpora te  
im age (Lovelock, 2001). C orporate im age is described as th e  overall 
im pression  m ade on th e  m inds o f th e  public abou t an  organization  (Barich 
and  Kotler, 1991). However, as N guyen and  Leblanc (2002) no ted , th e  
association betw een corporate im age an d  a com pany’s offering is difficult to  
p inpo in t in  th e  case of service industries, due to  th e  in tangibility  o f th e  
service. Therefore, each of servicescape elem ents is critical as th e  appearance
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of a firm ’s service facilities affect b o th  com m unication an d  im age building. A 
firm  using an  im age stra tegy  tries  to  add  to  th e  quality  o f th e ir  p roducts 
com ponent by creating im aginative ex tra  value for th e ir  custom ers using such 
as fashion, s ta tu s  o r lifestyle aspects (G rônroos, 2007). This is especially tru e  
in  hotels w here servicescapes play an  im p o rtan t role. The findings from  
M azanec’s s tudy  (1995) show  th a t im age is positively associated  w ith  
custom er satisfaction and  custom er preference in  luxury hotels. This 
indicates th a t  a desirab le im age leads to  custom er satisfaction an d  custom er 
preference. K andam pully an d  S uhartan to  (2000) also found  th a t custom ers 
te n d  to  repurchase an d  recom m end a business w ith  a  favourable im age in  th e  
belief th a t it provides an  assurance o f h igh  quality  goods an d  services. Thus, 
projecting th e  righ t im age is fundam en tal for securing m ark e t success for 
hotel com panies (M udie an d  Cottam , 2003). V arious factors such as colours, 
m usic, furnishing, layout etc. can evoke a variety  o f feelings abou t th e  hotel. 
C orporate design consu ltan ts are  som etim es asked to  advise on  servicescape 
design, to  coordinate th e  visual e lem ents of b o th  in terio rs an d  exteriors such 
as signage, décor, carpeting, furn ish ings an d  uniform s so th a t they  m ay 
com plem ent an d  reinforce th e  o th er design elem ents. As Lovelock (2001) 
suggested, th rough  th e  use o f unified  an d  recognizable corporate  design 
elem ents, and  w ell-executed servicescapes, com panies can  give visibility an d  
personality  to  th e ir  in tangible service offerings.
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2.4.2 Differentiation and Hotel Servicescape
F requen t travellers find  th a t  from  city to  city, ho tel to  hotel, it w ould be  often 
difficult to  tell one place from  an o th er because th e  in terio rs of m any hotels 
are sim ilar to  each other. M ost o f custom ers are depressed, ra th e r th a n  
cheered, by  th e  endless replication o f one guest room  design. Today’s 
consum ers are  m ore know ledgeable abou t design and  expect it. M oreover, 
th e re 's  an  over-abundance o f com petitors, w hich is forcing everyone in  th e  
industry  to  d istinguish  them selves. In  response to  these, hotels have long 
sought to  d ifferentiate th e ir  servicescapes from  o thers as one m eans of 
achieving com petitive advantage. H otels are  try ing  to  search  for new  an d  
b e tte r ways to  create value an d  differentiate  th e ir  m arket offerings to  a ttra c t 
and  keep custom ers. Now th e re  is a  rich diversity  seen in  th e  field  o f hotel 
design (Adams, 2 000). N ehm er (2004) found  th a t th e  m ost w onderful aspect 
of th e  ho tel industry  is th a t  one design style does n o t fit all. H e also states 
th a t th e re  are really no lim its o r boundaries to  creating new  an d  exciting 
design as it relates to  satisfying th e  needs o f custom ers. T here is also som e 
anecdotal evidence th a t  th e re  is a link  betw een  ho tel design an d  profitability . 
M any hoteliers an d  ho tel designers w ould agree th a t good design can affect 
th e  bo ttom  line fo r hotels (Ransley an d  Ingram , 2001). The ho te l should  
convey th e  personality  o f th e  service offering to  th e  custom er, as it relies on 
th e  sale of tangibles. This m ay be achieved th rough  creating  un ique  
servicecape aspects w ith in  th e  hotel.
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2.4.3 Segm entation an d  H otel Servicescape
C ustom ers can have d ifferent perceptions, a ttitudes o r expectations for th e  
d ifferent types o f hotels. M arket segm entation  refers to  a  com pany’s ability to  
identify  different segm ents of its m arke t an d  separately  p rom ote  its p roducts 
an d  services to  th ese  segm ents (Angelo and  V ladim ir, 1998). M arket 
segm entation  is one o f th e  m ost central concepts in  th e  field o f m arketing, 
and  th e re  are m any different trad itiona l ways to  segm ent a  m arket: 
geographically, to  appeal to  specific nationalities; dem ographically  (based on 
age, incom e, education, race, average party  size, fam ily versus single, gender, 
religion); o r psychographically (based on  m otivations, lifestyles, in terests, 
hobbies, propensity  o f travel) (Gee, 1994).
In  increasingly com petitive global business environm ent, com panies are 
obliged to  ta rg e t clearly defined niche m arkets w ith  specialized p roducts  an d  
services. The hotel industry  is no exception. The hotel in dustry  recognized a 
long tim e ago th e  econom ic po ten tia l o f using m arket segm entation . The 
influence of m arket segm entation  is visible in  th e  actions an d  organ ization  of 
several chains. For exam ple, M arrio tt m oved dow n a level w ith  C ourtyard  
Inns, in to  th e  econom y segm ent w ith  Fairfield  Inns, an d  u p  a level w ith  
M arrio tt M arquis. The corporation  also developed M arrio tt A ll-suites, 
purchased  Residence Inns, and  en tered  th e  tim e-share  field -  th e  first m ajo r 
hotel corporation  to  m ake th e  move. Accor has  M ercure, Sofitel, Novotel, Ibis, 
Form ule 1 and  M otel 6. In  th e  p ast decades, ho tel com panies co n cen tra ted  on  
build ing luxury an d  upscale hotel an d  reso rts  a ro u n d  th e  w orld  to  serve 
tou ris ts  from  th e  developed W estern  countries (Yu, 1999). The la s t tw o
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decades have w itnessed  a pro liferation  of d ifferentiated  hotel concepts 
designed to  serve specific m arke t segm ents (Clarke an d  Chen, 2007). B udget 
hotels, bou tique  hotels, convention hotels an d  casino hotels are som e 
exam ples. Each one o f these  hotel categories offers particu la r features an d  
services w hich allow  it to  m eet th e  custom er needs of a  specific m arke t 
segm ent.
Clearly, a  ho tel will rarely  be  able to  o rien ta te  itse lf to  all people n o r w ould 
th is  be  realistic in  te rm s of its physical and  operational capabilities 
(M orrisson, 1999). As com petition  becom e a p e rm an en t factor in  m arketing  
strategies, segm enta tion  evolved to  lu re  guests w ith  specific hotel packages.
The hotel in dustry  has th e  following classifications according to  service: full 
service an d  lim ited  service. The industry  m ay also be  segm ented  by  room  rate. 
The th ree  tie rs  by  prices are  upscale, m iddle scale and  budget/econom y. 
However, classifying hotels is n o t always an  easy task . Because o f th e  
industry ’s diversity, m any hotels do n o t fit in to  one, w ell-defined category 
(Lattin, 1998). Lawson (1995) categorized th e  ho tel m arket th ro u g h  th e  types 
of activity (see Table 2.1). The d em and  for hotel services an d  accom m odation  
is largely generated  by th e  resource a ttractions of a locality w hether in h e ren t 
(seaside, m ounta in , lake, h istoric  tow n) or created  (them ed park , resort, 
m arina) an d  by th e  activities w hich draw  visitors, to u rists  an d  business  to  th e  
area.
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Activity Examples
Leisure Sun seeking, sightseeing, seaside and lakeside vacations
Recreation Sailing, golf, skiing, climbing, riding, walking
Cultural Interests in local art, history, archaeology, pageantry
Religious Ceremonies, pilgrimages, festivals
Entertainment Theatres, concerts, popular events, casinos, nightclubs
M eeting Conferences, conventions, training sessions, incentive travel
Institutional Visitors to  institutions, hospitals, universities
Business Business and commercial travel, executive m eetings
Representation Promotional shows, exhibitions, representative offices
Medical Health, dietary, spa and convalescence requirements
Social Visits by friends, relatives, societies, clubs
Travel Transient and staging requirements along route, at terminals
Government Officials, representatives, formal visits, associated agencies
Table 2.1 Types o f activity (Source: Lawson, 1995)
Gee (1994) contends th a t as th e  w orld  becom es m ore global, geographic or 
country  boundaries historically  used  to  define in te rna tiona l segm ents m ay 
gradually  d isappear an d  th e  use  of psychographic segm entation, w hich m ore 
accurately reflects th e  cu ltural differences an d  sim ilarities th a t exist am ong 
people a ro u n d  th e  w orld, m ay be  th e  b e tte r way to  ta rg e t m arkets.
Am ong th e  developed countries, newly em erging com m on segm ents include 
senior citizens, young singles, cu ltural en thusiasts, adventure  seekers, golfers 
and  o ther special in te rest groups (Gee, 1994). F urtherm ore , it is im p o rtan t to  
recognise th a t consum ers m ay take on  various form  such as fam ilies, fem ales, 
business persons, p rivate and  public sector organizations, societies an d  
associations, none of w hich are m utually  exclusive categories. For exam ple, 
th e  segm ents an d  th e ir  characteristics p resen ted  in  Table 2.2 have been
24
m atched  to  different types of hotel w hich they  w ould potentially  find 
appealing (M orrisson, 1999).
Market
segm ent
Characteristics Hotel type
Nature lover
Landscape and scenery, 
passive experience
Traditional, full-service 
country house hotel
Rest seeker
Tranquillity, 
pampering, comfort
Health spa
Discoverer
Cultural enrichment, 
access to  heritage, 
natural environment, 
active experience
Castle hotel with wide range 
of sporting activities available 
in the local environment
Traditionalist
Safety, no surprises, 
familiar surroundings
Long established tow n house 
hotel with a 'club' 
atm osphere
Contact
oriented
Social interaction, 
customized service
Independently owned, 
personally managed small 
hotel
Family
oriented
Multi-age activities, 
am usem ents, 
entertainm ent, safety, 
parent respite
Resort hotel with leisure 
centre,supervised  
crèche/children's club
Table 2.2 Relationship of market segm ent and characteristics to  hotel type  
(Source: Morrisson, 1999)
As a resu lt, trad itiona l designations do n o t always provide th e  b e st 
descrip tions for a changing industry  (Vallen an d  Vallen, 2005). As Gee (1994) 
m entioned , th e  successful hotel m arketing  effort today  dem ands de tailed  
segm entation  an d  th e  use of available resources to  satisfy specific ta rg e t 
m arkets. However, extending specialized offerings to  d ifferent g roups of 
guests can involve additional costs. W hatever is decided, th e  design in  effect 
is th e  service. Segm entation m ay requ ire  ho tel room s th a t a re  u n iq u e  in  
design and  furnishings, and  duplicated  o r enhanced  facilities. A ho te l aim s to
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satisfy a particu lar tie r o f th e  m arket (w hether luxury, econom y or 
in term ed iary  level) an d  th e  s tan d ard s  of sophistication, ho tel design as well 
as service m u st reflect th is  aim . To select ta rg e t segm ents an d  to  design 
effective positioning strategies, m anagers need  insights in to  how  th e  various 
com ponents o f hotel design are  valued by cu rren t an d  prospective custom ers 
w ith in  d ifferent m arket segm ents.
All defin itions w ith in  th e  hotel industry  have begun  to  b lur. W hile th e re  are 
m any ways th a t  th e  num erous types o f hotels are  different, th e re  are also 
ways in  w hich they  are sim ilar. Next section visits som e of th e  m ore 
p rom inen t segm ents such as luxury hotels, m idscale hotels, re so rt hotels, 
a irpo rt ho tels an d  B&Bs an d  segm ents th a t have em erged in  recen t years 
such as convention hotels, bou tique  hotels, all-suite hotels an d  bud g e t hotels.
Luxury H otels
Luxury full-service hotels cater to  clientele th a t dem and  th e  very h ighest 
levels o f p roducts an d  services an d  who are w illing to  pay th e  p rem ium  prices 
th a t such products and  services justify. W hile heavily dom inated  by 
in d ependen t hotels, b ran d s include w orld- fam ous nam es such as th e  F our 
Seasons, H a rrio tt 's  Ritz- Carlton, an d  Starw ood’s St. Regis. According to  
Gillespie (1999), design tren d s in  th e  luxury sector are  characterised  by  th ree  
principal se t o f factors. They are:
• sym bolism  -  particu larly  th e  use o f sym bolism  as an  em otional m arketing  
tool offering a subtle  language of persuasion;
• th e  convergence of business an d  le isure  requ irem en ts  o f consum ers; an d
• th e  deploym ent o f advanced technology.
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First, luxury can provide th e ir  custom ers w ith  new  w orlds o f experience, 
b o u n d  u p  w ith  s ta tu s  an d  in  som e cases escapism  an d  fantasy. Beside price, 
size an d  h ighest s tan d ard s  o f service, th e  luxury hotel uniquely  indulges th e  
guest’s fantasy  of living in  his o r h e r private palace.
Second, business an d  le isure  travel are increasing, an d  m ore individuals are 
now  com bining b o th  (Gillespie, 1999). Leading hotels are curren tly  designing 
incentives to  m otivate b o th  perspective business an d  le isure  buyers. M arrio tt, 
H ilton, H yatt and  o thers are a ttem pting  to  de-chain  in  an  endeavour to  erase 
th e  characterless, s tan d ard ised  in te rna tiona l look for w hich they  w ere fram ed  
(M anser, 1997). M oreover, m any luxury hotels see th is  reflected  in  th e  design 
an d  operations of hotels, w ith  business an d  convention hotels adding 
recreational an d  fam ily-oriented am enities, and  reso rts  add ing  conference 
an d  m eeting facilities. Third, new  technologies play a significant p a rt in  th e  
design o f th e ir  projects. A num ber o f revolutionary featu res are  in  th e  
p ipeline, for exam ple, sm art glass, reacting like sunglasses will be  able to  
ad just autom atically  to  ligh t levels in  th e  room . The m ore technology on 
display in  th e  room s, th e  m ore th e  design o f th e  room  is im pacted.
Upscale H otels
This segm ent includes full-service hotels w hich typically provide special 
services such as an  on-site  gift shop, concierge an d  extensive w orkout facility. 
In  addition, recreational facilities app ropria te  for th e  location are  frequently  
available. These can include tenn is  o r golf. The upscale full-service hotel 
segm ent is large and  includes som e o f th e  b est know n nam es in  th e  ho tel
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business. This segm ent includes H yatt H otels, Sheraton, H ilton, Radisson, 
W estin  an d  full-service M arrio tt p roperties. Upscale hotels are generally 
located  in  larger cities o r n ear significantly large to u ris t destinations.
M idscale H otels
M idscale full-service hotels are very popular. These hotels are characterized 
by  nicely appo in ted  room s an d  lim ited  b u t good-quality  am enities. Full- 
service re s tau ran t and  m ore com plete guest services an d  facilities such as 
m eeting room s are  available.
In  m any sm aller cities, one o r m ore o f these  m idscale full-service ho tels serve 
as com m unity  centres to  h o st th e  a rea’s business-re la ted  m eetings, local 
political gatherings, w eddings an d  o th er significant celebratory  events. 
M idscale p roperties appeal to  travellers th a t w an t th e  services offered by a 
full-service hotel, b u t who desire room  rates only slightly h igher th a n  th e ir  
lim ited-service hotel a lternatives (N inem eier and  Perdue, 2005). M ajor hotel 
b ran d s in  th e  m idscale full-service m arke t include H oliday Inns, R am ada 
Inns b ran d s  an d  m any Best W estern  hotels.
R esort H otels
Increased  leisure tim e, th e  grow th o f th e  short-b reak  m arke t an d  annual 
w eekend breaks, th e  increased dem ands o f th e  grey m arket, an d  a g rea t 
in te rest in  sport, health  and  fitness activities have all con tribu ted  to  th e  new  
popularity  o f reso rt hotels (Jones, 2002).
R esort ho tels are generally found in  destinations th a t are desirable vacation  
spots because of th e ir  clim ate, scenery, recreational a ttractions, o r h is to ric
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in terest. O ften a  reso rt ho tel is in  an  iso lated  area  an d  m u st fulfil all th e  needs 
o f its  guests -  th e ir food, en terta inm en t, le isure  activities -  an d  th a t should  
be done in  an  exciting m anner. R esorts usually  provide special activities for 
guests. For exam ple, reso rts  m ay fea tu re  golf, spas, skiing an d  oceanfront or 
o th e r a ttractions sufficient to  en terta in  guests for several days o r longer. Thus 
reso rt ho tels should  try  to  create stim ulating  environm ents b u t n o t a t th e  
expense o f th e  n a tu ra l env ironm ent outside. On th e  one hand , th e  in te rio r 
should  be  opened up  to  th e  scenery (End, 1978). Fine dining is also an  
im p o rtan t p a rt o f all re so rt operations. G uests expect in  and  are n o t willing to  
pay h igh  room  prices un less th e  reso rt has a superio r restau ran t.
W ith  th e  steady tre n d  tow ards earlier re tirem en t, reso rts  will continue to  
grow, b u t public preference is curren tly  shifting  tow ards o th er form s of 
reso rts  including th e  health  spa, th e  vacation village such as Club M ed, 
th em ed  resorts, casino hotels and  m ulti-reso rt complexes.
A them ed  reso rt is one th a t has a  s trong  d istinc t identity , often one tied  to  
som e o th er place an d  tim e (Clarke an d  Chen, 2007). The V enetian  R esort 
H otel in  Las Vegas and  D isney hotels an d  reso rts  are  th e  m ost fam ous 
them ed  reso rt exam ples. T hem ed re so rt ho te ls  provide ‘a tm osphere’ an d  
experiences an d  cover a  wide range o f developm ents. In  th is  case, th e  ho te l is 
designed to  com plem ent and  extend  th e  experience o f th e  situa tion  and  
em phasis is given to  sensitive in te rp re ta tio n  o f th e  environm ental setting  
(Lawson, 1995).
Gam ing is view ed now  as ano ther type o f en terta inm en t. As legalized gam ing 
spreads, casino hotels show  signs of becom ing th e  ho tel in d u stry ’s m ost 
im p o rtan t player (Vallen and  Vallen, 2005). H otels w ith  casinos a re  no th ing
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new  to  th e  U nited  States. Casino hotels are  generally large w ith  glitzy signage 
an d  o rnate  in terio rs to  create an  a ir o f excitem ent an d  fantasy. M ost provide 
extensive am enities including m ultiple-choice res tau ran ts  an d  en terta in m en t 
ranging from  cab are t/p ian o  bars  to  sophisticated  nightclubs (Lawson, 1 9 9 5 )- 
H otels in  reso rt destinations show  w ide diversity, responding  to  th e  to u ris t 
a ttractions of th e  locality as well as m arketing  requ irem ents (Lawson, 1 9 9 5 )* 
However, th e re  should  be  a  strong  enough iden tity  w ith in  th e  shell o f the  
hotel to  m ake it a  special place an d  preferable to  its com petition.
A irport H otels
Increased  airline travel has b ro u g h t ho tels to  a irp o rt locations. Catering to  
th e  business traveller w ho w ants to  a tten d  m eetings w ithou t fighting city 
traffic, th e  a irp o rt ho tel offers convenient locations. W ith  th e  boom  of budget 
flights, th e  a irp o rt ho tel has becom e an  increasingly d istinc t segm ent offering 
specific features to  travellers w hose leng th  o f stay  in  th e  ho tel is usually  very 
short. These hotels generally have sm aller room s an d  reduced  com m on areas. 
However, Chon and  Sparrow e (2 0 0 0 ) find  th a t increasingly th e  a irp o rt hotels 
have com e to  recognise th e  need  to  reach  larger m arkets an d  have begun  a 
process of adding guestroom s as well as b an q u e t an d  m eeting facilities. They 
have begun  changing from  facilities designed ju s t for overnight guests to  
hotels th a t can accom m odate th e  needs o f business travellers w ho m ay p lan  
to  stay  m ore th a n  one n igh t an d  m igh t requ ire  m eeting space (Angelo an d  
V ladim ir, 1998). Some a irpo rt ho tels provide a convenient m eeting place for 
in ternational representatives and  offer extensive conference facilities. Clarke 
and  Chen (2007) ra ised  concerns th a t such a m arketing  stra tegy  m ay p u t
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a irp o rt ho tels in  d irect com petition  w ith  convention facilities an d  trad itional 
dow ntow n business hotels.
D isadvantages m ay arise from  th e  lack of character in  th e  surroundings, 
heigh t restrictions, noise d istu rbance  an d  isolation from  o ther am enities. 
Therefore, visibility, convenience of access an d  first im pressions are 
im p o rtan t considerations. To coun ter th is  new  a irp o rt ho tels are increasingly 
designed w ith  distinctive styling to  serve as landm arks an d  m ay be in  a trium  
form  using  im pressions o f ligh t an d  transparency  to  con trast th e  restric tions 
of travel (Lawson, 1995).
B&Bs
These accom m odations are sm all, provide a  relatively h igh  level o f personal 
service, an d  cater to  th e  individual traveller (Lattin, 1998). These businesses 
are, in  fact, th e  m odern-day  equivalent o f th e  hom e ow ner o f ancien t tim es 
w ho opened h is o r h e r door to  greet travellers w ho needed  food an d  a n ig h t’s 
res t before continuing on th e ir  jo u rn ey  (N inem eier and  Perdue, 2005). Bed 
an d  breakfast hotels derive th e ir  nam e from  th e  fact th a t they  provide 
sleeping accom m odations an d  b reakfast to  guests. These p roperties com e in  a 
variety  of form s -  som etim es a  p rivate hom e w ith  a  few  room s, a t o th e r tim es 
a sm all build ing w ith 20 to  30  room s. The B&B sector has gained an  
im p o rtan t in te rnational profile in  recen t years th rough  th e  grow th o f m ore 
personal form s of travel w ith  th e  B&B providing accom m odation in  friendly, 
in tim ate  surroundings, w here th e  v isitor is w elcom ed in to  th e  hom e of th e  
ho st (M angin an d  Collins, 2001).
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Convention H otels
C onvention hotels a re  facilities including hotel accom m odation w hich is 
specially designed to  accom m odate th e  groups and  m eeting m arke t segm ent. 
U nlike ord inary  com m ercial hotels w ith  ad jacen t conference space which 
serve all m arket segm ents, convention ho te ls  concentrate  on th e  m eeting or 
exhibition m arket, w hich lim its th e ir  dependence on  a single segm ent. 
Therefore, they  have th e  clear objective o f providing an  env ironm ent for 
successful m eetings an d  exhibitions.
M eeting space w ith  app ropria te  fu rn ish ings an d  equipm ent an d  food facilities 
large enough to  accom m odate th e  groups a t banquets  are th e  m inim um  
facilities needed  (Vallen an d  Vallen, 2005). Com m on areas are extensive and  
typically include b reak -ou t areas fo r m eetings and  conferences. To be  
com petitive, th e  convention hotel m u st provide a com plete line o f audiovisual 
m aterials, exhibit areas, o r very large special function  space. Large 
convention hotels contain  th ousands of square  feet o f function  space th a t  can 
easily be  separa ted  in to  function  room s o f alm ost any size needed  by  any 
group. The b est convention hotels also offer en te rta in m en t an d  activities for 
m eeting attendees to  enjoy after daily m eetings have ended. Som e of these  
activities, including swim m ing, golf, tenn is , casinos an d  en te rta in m en t 
lounges, m ay be housed  w ith in  th e  p roperty . G uestroom s are norm ally  larger 
th a n  in  an  average hotel and  are equ ipped  for work, often b roadband , 
speakerphone.
Those w ho design, bu ild  and  operate  convention hotels m u st continually  
strive to  construct and  m anage th e  ho tel in  a way th a t m axim izes efficiency 
(N inem eier an d  Perdue, 2005). In  addition , advances in  m eeting  technology
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offer trem endous opportun ities to  im prove m eeting services. In  fact, one o f 
th e  g reatest challenges facing th is  segm ent relates to  keeping u p  w ith  th e  
rapidly changing technology th a t has occurred in  th e  areas of requ ired  
facilities and  requ ired  services (N inem eier a n d  Perdue, 2005).
Boutique hotels
Boutique hotels have becom e a d istinc t segm ent. There are  clearly a  growing 
group of savvy travellers th a t a re  rejecting th e  'one size fits all' chain hotel 
approach  in  favours o f a  m ore personalized an d  custom ized experience. 
Boutique hotels focus on creative in te rio r design an d  contem porary  w orks of 
a r t to  create an  in tim ate  an d  distinctive atm osphere. A hotel can earn  
bou tique  s ta tu s  based  on its a tten tio n  an d  dedication to  individuality  in  its 
design, service, an d  am enities, offering its guests a  tru ly  one-of-a-kind 
experience.
They te n d  to  be sm all an d  can be  privately ow ned or p a r t o f m odest chain  
groups (Gillespie, 1999). However, they  have becom e m uch  larger now. The 
b ran d  hotels have b roken  th e  stereotype o f th e  bou tique  ho tel by  in troducing  
th e ir  bou tique  chains because bou tique  hotels have h ad  h igher PevPar an d  
occupancy figures.
Starw ood H otels and  R esorts W orldw ide Inc. have inven ted  a new  b ra n d  of 
hotel called sim ply ‘W \ W  (for w arm , w elcom ing a n d  w itty) is th e  first 
bou tique style chain  to  be estab lished  in  th e  hotel industry  an d  carves its  own 
niche am ong its sister b ran d s of th e  W estin, Sheraton  an d  Luxury Collection 
(Curtis, 2003). W  hotels have tak en  w hat w ould once have b een  called 
designer hotels in to  m ainstream . They are  appearing  in  all m ajor cities across
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A m erica, prid ing them selves on  th e ir  reliability in  te rm s of trad itiona l hotel 
functions b u t com bined w ith  h ip, chic an d  bou tique  labels (Curtis, 2003). 
M arrio tt In ternational is partn e rin g  w ith  ho telier Ian  Schrager to  create a 
new  b ra n d  of hotels. According to  Schrager, th e  b ran d  (unnam ed  as o f yet) 
will respond  to  new  cu ltu ral an d  social im peratives th a t have recently  
em erged. H ospitality  design (2007) repo rted  th a t th e  hotels will have an  
average size o f 150-200 guest-room s an d  will be  located  in  gatew ay cities 
th ro ughou t N orth  an d  South  Am erica, Europe, and  Asia.
Som e o f bou tique  hotels em ploy m arketing  consortium s like Design H otels 
In te rna tiona l and  A rt’Otels, each hotel exhibiting th e  com plete w ork  o f an  
im p o rtan t a rtis t (i.e. th e  hotel as gallery) (Gillespie, 1999).
All-suite H otels
The basic  concept of th is  type o f ho tel is to  provide living areas separa te  from  
sleeping room s, as well as k itchenette  facilities. B usinesspeople find  su ite  
hotels particu larly  attractive, since they  offer a place to  w ork an d  en terta in  
separate  from  th e  bedroom . Suite hotel m ay also provide tem porary  q u arte rs  
for people w ho are relocating, vacationing fam ilies an d  long-stay  visitors. All­
suite  hotels offer m ore th a n  tw ice space o f th e  typical full service ho te l room , 
w hile public and  adm inistra tive areas m ay rep resen t only 15-30 p ercen t o f 
th e  en tire  floor area  com pared  w ith  up  to  45 percen t in  a  full service p roperty . 
These hotels are typically located outside  th e  city centre. By locating on  less 
costly real esta te  an d  reducing th e  am o u n t o f public space, su ite  ho te ls  offer 
m ore guest room  space a t low er prices th a n  th e  luxury hotels (Vallen an d  
Vallen, 2005). Since in  th e  all-suite p roperties  less m oney is sp en t on  low
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profit m eeting space, com m on areas and  re s tau ran t facilities, th e ir  h igher 
profit po ten tia l m akes th em  attractive  to  investors. M arrio tt has M arrio tt 
Suites (transien t accom m odations) an d  Residence Inns (extended-stay 
accom m odations) as well as ExecuStay Suites, Fairfield Suites, M arrio tt 
Suites, Renaissance Suites, R esidence Inns, Spring Hill Suites, and  
TownePlace Suites.
The first a ll-suite hotels w ere developed in  th e  m id  1980s an d  they  m et w ith 
im m ediate success. However, in  m any areas o f th e  w orld, th e  segm ent 
becam e overbuilt. M oreover, they  suffered m ore th a n  o th er segm ents o f th e  
hotel industry  during  th e  w eak econom y of 2 0 0 0 -2 0 0 2  because they  are  so 
dependen t on  business travel. The challenge for all-suite hotels is to  find  
ways to  m ain ta in  occupancy levels an d  rates.
The objective of an  all-suite ho tel facility is to  m ake guests feel as a t hom e as 
possible during  th e ir  stay. This is accom plished by th e  ex terior an d  in te rio r 
arch itecture o f th e  hotel facility itself, by  th e  design o f su ites (N inem eier an d  
Perdue, 2005).
Budget hotels
The low -end segm ent is called econom y, budget, lim ited-service, o r sim ply 
low -end. Budget ho tels have b een  one o f th e  m ost successful phenom ena in  
th e  hotel industry . They cater for m ainly  tran s ien t m arke t requ iring  clean, 
new  and  com fortable accom m odation a t econom y room  rates. These hotels 
a ttrac t th e  cost-conscious traveller. In  Europe, an d  especially in  France, th e  
budget hotel concept is being developed rapidly  to  serve th e  fam ily m arke t as 
well as th e  b usiness m arket. Leading th e  field is th e  Accor g roup w ith  its Ibis
35
an d  Form ule 1 b rands. A ccording to  th e  study  by hospitality  analysts TRI 
Consulting in  2006 , sales in  th e  budget hotel sector in  th e  UK broke th e  £ ib  
b a rrie r for th e  first tim e in  2006 . The study show ed th a t to ta l room s revenue 
has nearly  doubled since 2 0 0 0  an d  th a t th e  sector was w orth  £1,062 billion 
in  2006 , u p  13% from  £ 94om  in  2005.
Today's budget hotel p roduct is very d ifferent from  th e  trad itiona l econom y 
accom m odation w hich generally  pursues an  und ifferen tia ted  m arketing  
strategy  w ithou t m aking any particu lar effort to  ta rg e t selected segm ents of 
dem and  (F iorentino, 1995). B udget hotels have focused on  savings in  design 
and  construction. In  addition , they  are b ased  upon  sim plified operating  
system s an d  specific m arke t positioning. Cost efficiencies an d  lim ited  staff 
due to  high level o f au tom ation  help  to  keep room  ra tes well below  th e  re s t of 
th e  sector.
The budget hotel has becom e one o f th e  m ost im p o rtan t segm ents o f th e  
hotel industry  an d  is increasing its overall share  o f th e  room  provision. In  
o rder to  be  successful in  th is  m arket, budget hotels should  n o t look  like 
“cheap” hotels. A lthough m any  budget hotel ow ners an d  investors w an t to  
u pd a te  th e  look of th e ir  ho tels w ithou t m ajor investm ent, cheap in te rio r 
features cannot guaran tee  th e  quality  an d  condition  o f th e ir  hotel. T herefore, 
it is im p o rtan t to  have p roper architects and  in te rio r designers w ho specialise 
in  th is  area  (Gillespie, 1999).
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2.4.4 H otel Spaces an d  Servicescape
This section deals w ith  design considerations an d  p lann ing  for hotels. A hotel 
is a series o f spaces an d  each area  should  be designed for its particu lar use. 
The design o f each ho tel area  should  be  based  on th e  consideration  o f th e  
functions they  are  supposed  to  serve as well as aesthetics. The efficient 
runn ing  will be  generated  by satisfactory p lanning  and  it  is th e  arch itect’s and  
designer’s ta sk  to  provide a righ t hotel th a t  will su p p o rt an d  reflect th e  
service being offered.
Entrance
The en trance  to  a  ho tel shou ld  invite th e  guest in. As th e  m ain  p o in t of en try  
and  in itial contact th e  visual im pression  created  by th e  design h as a  critical 
role in  defining th e  style an d  character o f th e  hotel. An en trance  is a physical 
tran sitio n  point, obviously, an d  also a  m en ta l one, th e  e n tra n t bringing  in to  
th e  in te rio r m em ories of th e  ex terior an d  expectations b ased  on  those  
m em ories. The design of an  en trance  also serves in  providing specific 
identification. Its  role is an  in troduction  to  th e  spaces beyond. I t  is th e  
e n tran t’s first im pression  o f those  spaces. To properly  design an  en trance, 
therefore, one m u st already have conceived th e  quality  o f th e  w hole in te rio r 
(Abercrom bie, 1990).
At th e  sam e tim e, th e  graphic design m u st subtly  suggest th e  s ta tu s  an d  
character of th e  hotel in  order to  create  an d  reinforce custom er cognition, 
confidence an d  loyalty. Signage an d  graphic design m u st be  consisten t 
th roughou t th e  ho tel an d  coordinated  w ith  in te rio r design (Lawson, 1995).
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Reception areas and Lobbies
The reception  area  is th e  first im pression  th a t a  guest has o f th e  in te rio r of 
th e  ho tel an d  it should  w elcom e ra th e r th a n  overw helm  (End, 1978). Once 
inside th e  door it should  be  im m ediately  ap p aren t w hat k ind  of ho tel i t  is.
The reception  area, com prised  o f lobby, reception  desk, elevator foyers, 
baggage handling, an d  so on, is a  m ultipurpose area. I t  needs to  be as large as 
possible an d  w ith  som e visual im pact; th e  coun ter in  particu lar provides as 
opportun ity  for good, im aginative design. The effect to  aim  a t should  be  one 
of welcom e, w ith  a confident, relaxed, b u t efficient a tm osphere. Signposting 
is im portan t, m aking i t  easy for guests to  find  an d  access to  th e  staircase, lift 
to  guestroom  floors as well as th e  re s tau ran t an d  bar.
U sually th e  lobby acts th e  hub  o f ho tel activities, giving access to  all o r m ost 
th e  public facilities as well as to  th e  guestroom s (Lawson, 1995). The reso rt 
hotels are likely to  have com paratively large lobbies because they  are  th e  
gathering po in ts for guests (Lundberg, 1994). Today, even econom y an d  m id ­
scale p roperties are re th ink ing  th e ir  lobby environm ent. The m odern  lobby is 
a  place for netw orking. I t  is a place to  m eet colleagues or business associates. 
Big tables, large sofas an d  heavy, overstuffed chairs have been  rep laced  w ith  
sm aller, m ore com fortable and  eye-appealing settings (Vallen an d  Vallen, 
2005). People respond  to  sm all spaces they  can com m andeer -  no  one will sit 
on  a large sofa th a t is isolated in  th e  m iddle o f an  a rea  (M udie an d  C ottam , 
2003). M oreover, th e  recen t designs have used  th e  lobby as th e  focal p o in t for 
th e  hotel design them e. The visual im pression  created  by th e  lobby design h as 
a critical in  defining th e  style and  character o f th e  hotel. I t has becom e in
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som e instances a stage set w ith  theatrical lighting, an  organic garden, or a city 
film  set (Curtis, 2003).
G uestroom s
According to  Lawson (1995), guestroom s rep resen t betw een 65 % (luxury) 
an d  85 % (budget) o f th e  to ta l b u ilt area  of a hotel. The guest room  m ight be 
called th e  h ea rt of th e  hotel an d  obviously th e  p redom inan t source o f revenue. 
As E nd  (1978) po in ted  out, it  is perhaps h e re  m ore th a n  anyw here else th a t 
th e  designer has to  be aw are o f th e  com fort and  well-being o f th e  guest. There 
are  various types o f guest room s. M ost room s, however, should  provide 
com fort for th e  guest an d  efficient storage accom m odation an d  should  be 
designed w ith  a view to  easy cleaning an d  th e  m aking o f beds. For a  tim e, 
bedroom s got sm aller an d  sm aller, b u t th e  tre n d  now  is tow ard  larger and  
m ore com fortable bedroom s. The hotel room  as office away from  w ork  o r as 
fan tasy  relaxation env ironm ent often resu lts in  room s w ith  w ork areas, living 
room s an d  h o t tubs, ju s t  to  nam e a few  o f th e  m ore popu lar am enities. 
S tipanuk (2002) divided th e  guestroom  in to  five zones: sleeping, working, 
lounge, dressing, an d  bathing. H otel in te rio r designers need  to  consider 
which areas should  be  separa ted  an d  w hich can effectively be  com bined. A 
businessperson  m ight p refer a  larger lounge w hich can be  u sed  for m eetings. 
F u rn itu re  w ould include a com fortable chair for relaxing, w riting  desk  and  
dressing table. A dequate lighting should  be  provided particu larly  in  re la tion  
to  th e  bed  an d  w riting  desk. The b a th room  is th e  place th a t can m ake th e  
g reatest im pression  on  a guest. They are becom ing th e  prize piece fo r hotels.
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Today’s hotel ba th ro o m  m ay offer deep tubs, walk-in show ers, h ip  chrom e 
finishings an d  even m ini-TV screen  projects.
A lthough standard isa tion  w ould  appear to  be  desirable in  a  rap id ly  growing 
industry , th e  m ost successful efforts are based  on individuality  ra th e r th an  
standard isa tion  o f design. As th e  p a rt o f th e  hotel in  w hich guests are  likely to  
spend  th e  m ajority  o f th e ir  stay, th e  design and  decoration  o f th e  hotel 
bedroom  will have a significant im pact on  th e  guests’ perceptions an d  
enjoym ent o f th a t stay. The hotel in te rio r designer needs to  create a  concept 
th a t  gives th e  guestroom s a distinctive character, yet a t th e  sam e tim e, 
requ ires a tten tio n  to  providing safety, privacy and  security.
R estauran ts and Bars
Fine-dining has taken  an  increasingly m ore im p o rtan t role for hotels. 
Specialty o r them e res tau ran ts  in  hotels have been  m uch m ore profitable 
th a n  usual dining room  or coffee shop operations.
A lthough th e  style of re s tau ran t an d  range o f choice depends largely on  th e  
size of hotel, eating areas should  seem  relaxed an d  com fortable, w ith  
surroundings th a t  are  in  tu n e  w ith  th e  food. Therefore, th e  aim  o f re s tau ran t 
design m u st be  to  provide an  in te rio r in  w hich different types o f guests can 
enjoy th e  food an d  they  rem em ber th e  experience an d  re tu rn  in  th e  fu tu re  
(Sm ith, 1978).
The degree to  w hich food p repara tion  is to  be  a visual elem ent an d  th e  degree 
o f isolation of individual tab les are fundam en tal to  th e  design brief. Since 
m uch of th e  food service in  hotels is displayed in  open  k itchens an d  
rôtisseries, food service becom es p a rt o f th e  ho te l’s in te rio r im age (End,
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1978). The custom ers’ needs for privacy w ould be achieved by  using  an  alcove 
type of p lan  or by having enough space betw een tab les to  m ake it difficult to  
overhear conversation a t o th e r tables. The designer, m oreover, m u st be 
aw are o f th e  rela tionsh ip  o f back-of-the-house food services an d  res tau ran ts . 
Ideally, distances betw een food p reparation  an d  service areas shou ld  be  as 
sh o rt as possible. W here th e  final stages o f th e  service o f food are  visible 
from  th e  res tau ran t, th e  w ash-up  and  basic  p repara tion  should  be kep t 
separate  from  th e  re s tau ran t area. E ntrances to  th e  ho te l’s re s tau ran ts  and  
bars  do n o t necessitate  a  w alk th rough  th e  hotel itse lf (Curtis, 2003), 
reflecting th e  growing tre n d  for hotels to  design for th e  local m arket, 
a lthough th e re  will be  a t least one access rou te  to  an d  from  th e  lobby fo r th e  
hotel guest. Lighting in  res tau ran ts  is o f particu lar im portance as it  can  be 
u sed  to  tran sfo rm  th e  a tm osphere  after dark  so as to  m ake th e  su rround ings 
for evening trad e  to tally  d ifferent from  th a t during  th e  day.
Since re s tau ran ts  an d  bars  in  hotels play an  im p o rtan t role in  d istinguish ing  
hotel s tandards, these  areas should  provide guests w ith  p leasan t m em ories of 
th e  food an d  th e ir  surroundings an d  p rom ote  repeat custom .
Function room s and Conference facilities
H otels are considered  as th e  m ost im p o rtan t suppliers o f m eetings an d  
conferences facilities. Some hotels m ay be p a rt o f large congress an d  
exhibition com plexes b u t generally function  and  m eeting space in  ho te ls is 
m ulti-functional to  allow h igher utilisation. M oving screens m ay be  fitted  to  
divide th e  space in to  sm aller areas w hen required . The storage room  m u st be
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accessible as very rap id  rearrangem en t w ith in  th e  ban q u et room  often has to  
be  m ade.
T here should  be sufficient w ell-equipped m eeting room s located  close to  the  
large function room s o r exhibition areas. M eeting room s shou ld  be 
com fortable and  have som e elem ents o f flexibility fa r users, particu larly  in  
th e  control of lighting, heating  an d  ventilating. A m bience is developed no t 
only th rough  th e  careful use o f in te rio r décor, colour, lighting an d  w arm th, 
b u t also tho rough  th e  choice of fu rn itu re , linens flowers, tab le  e lem ents (such 
as pads, w ater g lasses etc.), p ictures an d  o th er fixtures an d  fitting.
M eeting room s depend  on  artificial lighting, th rough  som e are well enough lit 
by  n a tu ra l light. The lighting provision has to  satisfy b o th  background  
(general) ligh t requ irem en ts and  th e  ta sk  lighting needed for p a rticu la r issues 
such as lighting a speakers being sufficiently ad justab le to  allow  for technical 
p resen tations, being  controllable from  m ore th a n  one location in  a  room ; in  
general, being sufficiently flexible for a range o f conference tasks (Shone, 
1998).
The technical services th a t conference venues m ust provide are  becom ing 
increasingly sophisticated. A udio-visual equ ipm ent is u sed  to  com plem ent 
an d  enhance th e  p resen ta tion  as som e inform ation  can only b e  p resen ted  
visually.
V entilation needs careful consideration, particu larly  if th e  room  is to  be  u sed  
for showing film s o r banqueting  w ith  large num bers o f people.
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O utdoor Spaces
A finely executed landscape design schem e can often help  heigh ten  th e  guest 
experience. Landscaping softens th e  appearance o f th e  building, provides 
screening an d  shelter for car parking an d  service areas, an d  an  im proved 
outlook for public areas an d  guestroom s (Lawson, 1995). In  th e  case o f large 
hotels, th e  landscape p lans include sw im m ing pools and  golf courses. The 
elem ents o f su rp rise  an d  illusion can be  used  in  th e  garden  an d  th ese  can give 
an  in teresting  effect. C onsidering th e  growing am bition  o f in te rnational 
reso rt ho tels to  lu re  th e  traveller w ith  a  un ique  foreign destination , th e  hotel 
landscape can becom e th e  h o tte s t selling item  (Ayala, 1991). In  addition, 
extensive use of greenery  helps to  hum an ise  th e  large spaces in  th e  hotel. 
Lighting outside o f a  hotel also has an  im pact on th e  am biance of th e  
p roperty . For exam ple, trees w ith  ligh t provide special po in ts o f in terest. 
Room s can be  ex tended in to  th e  garden  an d  th e  landscape by  using  patio  an d  
te rrace  areas. B edroom s and  studio  room s on  th e  g round  floor can  have 
private terraces, giving a con trast w ith  bedroom s on u p p e r floors (Sm ith, 
1978). Small spaces w ith  no special visual qualities can be  m ade m ore 
in teresting  w ith  w ater foun tains o r sculptures.
Landscaping an d  ou tdoor signs should  be  in teg ra ted  w ith  o th er ex terio r 
m aterials an d  arch itectural characteristics.
2.4.5 Web Pages and Hotel Servicescape
A dvances in  com puter technology m ake it increasingly easy for th e  public  to  
access inform ation  and  m ake reservation  a t hom e. Today th e  In te rn e t
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appears to  have cap tu red  th e  im agination o f th e  w orld  in  general an d  the  
ho tel industry  in  particu lar (Lattin, 1998). For exam ple, business travellers 
m ay have access to  book  hotels via th e  In te rn e t in  search o f th e  m ost 
in teresting  looking hotel w ith  a  selection of digital im ages to  help  th e ir  choice, 
ra th e r th a n  using th e  travel agent (Curtis, 2003). According to  
In ternetW eek 's survey, m ore th a n  tw o-th irds o f th e  travel an d  hospitality  
com panies view th e  In te rn e t site  as a significant com petitive w eapon w ithin  
th e ir  industry  an d  abou t 60 percen t describe th e  In te rn e t as being substan tia l 
in  acquiring new  custom ers (M ullen, 200 0 ). The research  in  th e  hospitality  
an d  to u rism  also dem onstra ted  th a t th e  w ebsite design an d  In te rn e t 
m arketing  features con tribu te  to  effective delivery of m essages, quality  of 
p roducts an d  services, and  b ra n d  im age (Perdue, 2001). As a resu lt, hotels 
spend  large sum s o f m oney on  developing a w ebsite th a t  is visually attractive 
an d  w orked well as an  electronic brochure. I t  is m ostly u sed  as a  sales an d  
m arketing  tool (M urphy, Forrest, W otring, an d  Brym er, 1996; W alle, 1996). 
The physical env ironm ent o f a service firm  assists consum ers w ith  th e ir  
pu rchase task , such as providing inform ation  abou t th e  service (Babin, Boles, 
& Griffin, 2001). Therefore, consum ers m ay a ttem p t to  reduce risk  by  seeking 
in form ation  abou t services from  th e  physical environm ent. M oreover, ho tels 
requ ire  th e  presence of th e  custom er a t th e  service site, an d  th e  In te rn e t 
provides a  un ique opportun ity  for these  firm s to  influence consum ers before 
they  visit th e  actual physical location (Koering, 2003).
Since lim ited-service hotels appeal to  cost-conscious travellers, these  
p roperties benefit from  m ost from  com parison  shopping (N inem eier an d  
Perdue, 2005). Therefore, o th e r segm ents th a t serve less price-conscious
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clientele should  com pete w ith  im pressive w ebsites th a t  reflect th e  ho te l’s 
im age and  offer som ething th a t  will exceed expectations. However, it  should  
be  kep t in  m ind  th a t In te rn e t service in teractions have to  be  supported  by the  
‘reality’. Because people know  th a t p roduct m essages are  p lan n ed  by  th e  
m arketer to  persuade custom ers an d  po ten tia l custom ers in  a  certain  
direction (G rônroos, 2007). M arketing an d  prom otional m ateria l m u st help  
consum ers form  realistic  expectations th a t  can  realistically be  m et a t every 
encounter (Clow an d  Vorhies, 1993). In  th is  sense, th e  ho te l servicescape in  
th e  “off-line” m ay becom e a m ore effective an d  pow erful sales tool th an  
before. A visually in triguing b u t based  on  th e  ‘real’ a ttrib u tes  o f th e  exclusive 
ho tel features can help  differentiate th e ir  service in fo rm ation  an d  enhance 
revenue objectives.
2.4.6 Employees and Hotel Servicescape
As J . W illard M arrio tt, founder o f M arrio tt C orporation, expressed, ‘in  th e  
service business you can 't m ake happy  guests w ith  unhappy  em ployees’ (cited 
in  H ostage, 1975 p. 98). Environm ental design an d  re la ted  physiological 
responses affect w hether em ployees can perform  th e ir  jo b  functions well 
(Zeitham l e t al., 2006). Som etim es such dim ensions m ay be  im perceptib le  
b u t have p rofound  effects, especially on em ployees because they  sp end  long 
tim e w ith in  th a t environm ent. Previous research  suggested  th a t th e  physical 
setting  can influence em ployee satisfaction, productiv ity  an d  m otivation 
(Davis, 1984; S undstrom  and  Sundstrom , 1986; S undstrom  an d  A ltm an, 
1989). Sharm a and  Stafford (2000) study show ed th a t re ta il salespeople
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w orking in  “prestige am bience” stores w ere perceived to  have h igher levels of 
credibility w hen com pared  w ith  salespeople w orking in  “d iscount am bience” 
stores.
In  th e  case o f hotels, layout can encourage th e  use o f space as well as th e  
efficiency of activities an d  th e  practicalities o f operation. A convenient layout 
can help  th e  process sequence be  practically  m ain ta ined  avoiding 
crisscrossing o r unnecessary  m ovem ent o f personnel or w ork an d  as a  result, 
im provem ents in  layout can econom ise on m ovem ent and  reduce fatigue 
(Jones and  Paul, 1985). I f  equ ipm ent is easily m oved, it m ay encourage 
flexibility an d  help  em ployees carry  o u t d ifferent activities w ith  different 
objectives in  th e  sam e area.
In  addition , facilities offering a com fortable an d  safe env ironm ent can 
engender em ployee satisfaction. The resu lt is a  p leasan t experience for th e  
custom er an d  a productive w ork site for th e  em ployee. A ttractive 
su rroundings are m ore p leasant, enjoyable an d  com fortable for em ployees to  
w ork an d  encourage them  to  m ain ta in  good w orking stan d ard s  an d  p ride  in  
th e ir  w ork (Jones and  Paul, 1985). As a result, th e  physical design o f th e  hotel 
m ay influence th e  ho te l’s perform ance. Thus, th e  ho te l’s env ironm ent should  
su pport th e  needs and  preferences o f em ployees.
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2.5 Summary
This chap ter focused on  th e  various advantages o f carefully m anaged hotel 
servicescape. First, th e  origin o f th e  ho tel industry  w as review ed an d  an 
e lem entary  explanation of servicescape w as provided. Then, th is  chapter 
discusses th e  role of hotel servicescape in  th e  form ation  of corporate  im age 
an d  differentiation an d  m arke t segm entation . In  ‘segm entation  an d  hotel 
servicescape’ section, cu rren t tren d s  in  ho tel design w ere explored, especially 
focused on  luxury hotels, m idscale hotels, re so rt hotels, a irp o rt hotels, B&Bs, 
convention hotels, bou tique  hotels, a ll-suite ho tels and  bud g e t ho tels w here 
design has h ad  a special an d  m ajor im pact. In  th e  following part, design 
considerations an d  p lann ing  for each ho tel a rea  an d  th e  influence of hotel 
servicescape on  th e  em ployee’s perform ance w ere discussed. Lastly, th e  role 
o f th e  hotel servicescape in  m axim ising th e  effectiveness o f hotel w ebsites 
was explained.
A rchitecturally, hotels all over th e  w orld  u sed  to  look alm ost alike. A lthough 
functionality  and  lack of creativity have dom inated  p a st designs, th e  fu tu re  
looks to  m erely ex tend  th is  tren d . However, a stylish ho tel canno t ju s t 
happen. I t  should  be researched  an d  p lan n ed  first. Thus, ho tel m anagers 
need  to  evaluate th e  quality  of th e ir  servicescape th ro u g h  visual inspection, 
custom er com m ents, and  by com parison  w ith  com petitors constantly  
(W akefield an d  Blodgett, 1994)•
47
 Chapter Three:
Understanding Hotel 
Servicescape Effects 
on Customers
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3 .1  Introduction
People spend  m ore th a n  90  % of th e ir  lives w ith in  buildings (Evans & McCoy, 
1998). M oreover, people n o t only perceive an d  react to  th e ir  physical 
environm ents; they  also in te rac t w ith  them . The com plex in teraction  betw een 
m an  an d  env ironm ent is nicely cap tu red  by th e  observation of th e  architect 
Lars Lerup: “W e design th ings an d  th ings design u s” (Lerup, 1977). In  th e  
past, bu ild ing design was prim arily  concerned  w ith  s truc tu ra l in tegrity  and  
appearance. A lthough som e architects m ay view  arch itectu re  purely  as an  art, 
m any architects an d  designers now  recognise th e  im portance o f designing for 
h u m an  use  of build ing (Gifford, 1997). They now  also consider how  build ings 
affect th e  people using  them .
The physical env ironm ent creates im pact on  health  an d  em otion  in  th e  
hospitality  p roduct as well. However, un til we u n d e rs tan d  m ore ab o u t how  
th e  b u ilt environm ent could affect h u m an  behaviour an d  em otion, ou r 
understand ing  of th e  ho tel servicescape will rem ain  incom plete. Therefore, in  
an  a ttem p t to  b roaden  o u r und ers tan d in g  o f th e  im pact o f th e  ho tel 
servicescape on th e  consum er’s service experience, first, th is  chap ter p resen ts  
th e  S tim ulus-O rganism -R esponse (S-O-R) m odel to  explain th e  re la tionsh ip  
betw een environm ental factors an d  responses in  individuals. Second, using  
th is  m odel, how  th e  servicescape affects custom ers’ behavioural an d  
em otional responses is described in  th e  ho tel industry  context. Next, how  th e  
hotel servicescape influences th e  custom er purchase process, quality  
perception  and  expectation are identified. Then, th e  role o f th e  ho tel
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servicescape as a  com m unication tool an d  th e  im portance o f hotel design for 
th e  guest’s experience are followed. Finally, th e  influence ho tel servicescape 
on  social in teraction  is discussed.
3.2 The S-O-R M odel
E nvironm ental psychology is th a t b ran ch  o f psychology concerned  w ith 
providing a system atic account of th e  rela tionsh ip  betw een a person  and  th e  
env ironm ent (Russell an d  Snodgrass, 1991). E nvironm ental psychology 
begins w ith  th e  basic  psychological processes involved as people com e to  
know  th e  surroundings. E nvironm ental percep tion  is th e  in itial gathering  of 
inform ation. E nvironm ental perception  research  em phasises u n d erstand ing  
how  individuals respond  to  com plex everyday scenes (Gifford, 1997)- The 
te rm s atm ospherics, shelf space studies, an d  servicescapes all have been  u sed  
in  th e  lite ra tu re  over th e  la st 30 years o f exploration an d  conceptual 
developm ent in  th is  environm ental psychology stream . Kotler (1973) coined 
th e  te rm  “atm ospherics” to  describe th e  in ten tiona l control an d  m an ipu la tion  
o f environm ental cues. Using th e  p rem ise o f environm ental psychology, 
Kotler (1973) determ ined  th a t if  th e  physical env ironm ent h ad  an  effect on  
h u m an  behaviour, it  w ould also influence th e  behav iour o f individuals in  
consum er settings.
M ehrabian and  Russell’s (1974) fram ew ork based  on  th e  S tim ulus-O rganism - 
R esponse (S-O-R) theory  has also been  used  to  explain th e  effect o f th e  
env ironm ent on consum er behaviour.
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The S-O-R m odel (Figure 3.1) has been  widely adop ted  in  environm ental 
psychology to  account for individuals’ cognitive, behavioural, an d  affective 
responses including satisfaction (Lin, 2004 ; Turley an d  M illim an, 2000).
Emotional
States: Approach
or
Avoidance
Responses
Environmental
Stimuli
>
Pleasure
Arousal
Dom inance
Figure 3.1 The Mehrabian -  Russell Model (Source: Mehrabian and Russell, 1974)
According to  th is  fram ew ork, em otional states o f th e  individual m ediate  th e  
influence o f th e  env ironm ent on  individual behaviour. As ad ap ted  by 
D onovan an d  R ossiter (1982), th e  m odel p roposed  th a t sto re  env ironm ent 
arouses th e  basic  em otional states o f p le a su re -a ro u sa l-  dom inance (PAD) in  
th e  individual and  th e  em otional states in  tu rn  w ould affect approach  an d  
avoidance behaviours of individuals.
F irst, th e  stim ulus factors in  th e  m odel are  physical featu res (e.g., colour, 
layout, lighting, etc.) in  th e  environm ent. M ehrabian an d  Russell (1974) 
defined th e  load  of an  env ironm ent as its degree o f novelty an d  com plexity. 
Novelty involves th e  unexpected, th e  surprising , th e  new, an d  th e  unfam iliar. 
Complexity refers to  th e  num ber o f e lem ents or featu res an d  to  th e  ex ten t o f 
m otion or change in  an  environm ent. In  th e ir  m odel, th e  load  o f an
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environm ent is assum ed to  be  directly re la ted  to  th e  degree of arousal 
induced  by th e  environm ent. A h igh-load  env ironm ent will m ake a person  
feel stim ulated , excited an d  alert. On th e  o th er hand , a  low -load env ironm ent 
will resu lt in  feelings o f calm , relaxation, o r even sleepiness.
Second, th e  th ree  em otional states a roused  by  th e  env ironm ent (acronym  
PAD) are:
• P leasure-displeasure, w hich is th e  degree to  w hich an individual feels good, 
joyful, happy, or satisfied  in  th e  situation;
• A rousal-unarousal, o r th e  degree to  w hich an  individual feels excited, 
stim ulated , alert, o r active in  th e  situation; an d
• D om inance-subm issiveness, th e  degree to  w hich an  individual feels in  
control of, o r free to  act in, th e  situation .
A lthough th e  M ehrabian-R ussell m odel proposes a general m easure  o f S, th e  
environm ent, they  focus m ainly on  th e  O-R aspects of th e  m odel. In  addition , 
due to  th e  lack of em pirical support, th e  dom inance d im ension  usually  has 
been  deleted  in  studies using th e ir  m odel. Russell an d  P ra tt (1980) 
m en tioned  th a t tw o dim ensions -  p leasu re / d isp leasure an d  degree o f 
arousal- denote th e  in ternal em otional s ta te  per se. They argue th a t  
dom inance requires a  cognitive in te rp re ta tio n  by th e  individual an d  is 
therefore  n o t purely  applicable in  env ironm ents calling for affective response. 
Consequently, p leasure and  arousal generally  have been  operationalised  by 
store  a tm osphere  researchers, w hile evidence for th e  dom inance d im ension  is 
m ore tenuous (Russell and  P ratt, 1980; Flicker an d  Speer, 1990). D onovan 
and  R ossiter (1982) in troduced  a body  o f research  applying th e  M ehrab ian-
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Russell m odel to  th e  study  o f s to re  atm osphere. Their research  reveals th a t, 
in  a  re ta il setting, th e  dom inance d im ension  failed to  pred ict approach- 
avoidance behaviours.
Later, Russell (1980) defines a person ’s m ood as an  in ternal s ta te  being 
com prised o f p leasure an d  arousal. This tw o-dim ensional m atrix  can  be  seen 
in  Figure 3.2. In  th is  m odel, ind iv idual’s affective responses fall in  a  roughly 
circular o rd er in  a space defined by tw o underly ing b ipo lar d im ensions of 
feeing; th e  first having to  do w ith  p leasure-d isp leasure an d  th e  second w ith  
arousal-sleepiness. The rem ain ing  four variables do n o t form  independen t 
d im ensions, b u t help  to  define th e  qu ad ran ts  o f th e  space (Russell, 1980). 
T hus individual’s affective responses can be  th o u g h t o f as com posed if a 
certain  p roportion  of p leasure  an d  arousal: Excitem ent consists o f p leasure  
an d  high arousal, d istress consists of d isp leasure an d  high  arousal, and  
relaxation consists of p leasure  an d  low  arousal.
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Figure 3.2 A Circumplex Model of Affect by Russell (Source: Russell, 1980)
Last, a  set o f responses o r outcom es a re  characterized as approach  
behaviours or avoidance behaviours. They can be dem o n stra ted  in  any 
com bination o f four ways: ( i)  a  desire to  stay (approach) o r leave 
(avoidance); (2) a  desire  to  fu rth e r explore an d  in te rac t (approach) o r a 
tendency to  ignore it (avoidance); (3) a  desire  to  com m unicate w ith  o thers 
(approach) o r to  ignore (avoidance); an d  (4) feelings o f satisfaction 
(approach) o r d isappo in tm en t (avoidance) w ith  th e  service experience 
(Turley an d  M illim an, 2 0 0 0 ; B itner, 1992; M illim an, 1986; D onovan and  
Rossiter, 1982). The M ehrab ian -R usse ll m odel specifies a  conditional 
in teraction  betw een p leasure  an d  arousal in  determ ining  approach-avoidance. 
M ehrabian and  Russell (1974) hypothesized th a t p leasure  w ould  be 
significantly re la ted  to  approach-avoidance m easures overall, an d  th a t 
arousal w ould have an  in teractive (m ultiplicative drive-like) effect w ith  
p leasan tness such th a t arousal w ould be  positively re la ted  to  approach  
behaviours in  p leasan t environm ents, b u t negatively re la ted  in  unp leasan t 
environm ents.
The Donovan and  R ossiter (1982) study  show ed th a t p leasu re  w as a 
significant p red icto r over all m easures, including th e  re ta iler-re levan t 
m easure of responden ts’ likelihood of overspending. A rousal w as a  significant 
p red icto r only of affiliation m easures (e.g., friendly to  o thers). However, as 
p red icted  by th e  M ehrab ian-R usse ll m odel, w hen p leasan t an d  un p leasan t 
environm ents w ere analyzed separately, arousal was a significant p red ic to r of 
a  com posite approach-avoidance score in  p leasan t environm ents.
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D onovan an d  R ossiter (1982) focused on  th e  ‘bi-d irectional’ effect o f p leasure 
an d  arousal. However, Kenhove an d  D esrum aux (1997) po in ted  o u t th a t  th is  
can resu lt in  serious m easurem en t an d  fit e rro rs due to  th e  fact th a t  th e  
p leasure an d  arousal factors are independen t yet correla ted  factors. The 
resu lts of th e  Kenhove an d  D esrum aux (1997) study d id  n o t su p p o rt th e  
hypothesis of ‘b i-d irectionality’ betw een p leasure and  arousal. A ccording to  
th e ir  findings, b o th  p leasure  an d  arousal constructs w ere highly correlated. 
The S-O-R m odel has been  u sed  to  describe behaviour in  re ta il environm ents. 
D onovan an d  R ossiter (1982) in itia ted  a s tream  of em pirical research  
docum enting an  env ironm ent’s ability to  change consum er em otions and  
thereby  affect behaviours th a t  drive re tail an d  service prov ider perform ance. 
Donovan an d  R ossiter (1982) provided  th e  following response taxonom y to  
describe behav iour in  re ta il environm ents:
1. The desire to  physically stay in  (approach) o r leave (avoidance) th e  
environm ent: re la ted  to  sto re  patronage in ten tions.
2. The w illingness to  explore th e  env ironm ent (approach) o r tendency  to  
rem ain  inan im ate  w ith  th e  su rround ings (avoidance): re la ted  to  th e  degree o f 
in -sto re  searching an d  th e  range o f m erchandise  to  w hich custom ers allow  
them selves to  be exposed.
3. The desire to  com m unicate w ith  o thers in  th e  sto re  (approach) o r tendency  
to  avoid any in teraction  w ith  o thers (avoidance): re la ted  to  th e  in te rac tion  
w ith  th e  sales staff and  o ther custom ers.
4. The degree of enhancem ent (approach) o r h indrance  (avoidance) th a t  th e  
env ironm ent gives to  solving problem s: re la ted  to  satisfaction an d  rep ea t
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shopping frequency, as well as th e  am oun t o f tim e  and  m oney sp en t in  th e  
store.
The approach -avo idance  m odel posits th a t these  behavioural responses are 
driven by  th e  custom er’s em otional sta te  p roduced  by th e  environm ental 
stim ulus. In  a follow-up study, Donovan, R ossiter, M arcoolyn, an d  N esdale 
(1994) found  evidence th a t p leasure  is positively re la ted  to  such aspects of 
consum er behavior as spending  extra  tim e in  th e  sto re  an d  overspending. In  
th e  Yalch an d  Spangenberg (1990) study, d ifferent types of m usic in  a  store  
setting  created  different em otional responses in  consum ers. Several em pirical 
studies postu la te  th a t  arousal m ight am plify th e  im pact o f p leasu re  on  
satisfaction (M ano & Oliver, 1993; Oliver, 1980; W estbrook, 1987; W estbrook 
& Oliver, 1991; W irtz an d  Bateson, 1999).
Indeed, th e  M ehrabian-R ussell m odel w ould appear to  have strong  
applications to  sto re  environm ents. However, few  studies have offered a 
fram ew ork appropria te  for th is  approach  re la ted  to  hotel environm ents. I t 
seem s possible th a t th e  S-O-R paradigm  could also be applicable to  identify  
th e  rela tionsh ip  betw een ho tel servicescapes an d  hotel custom ers’ em otional 
states an d  responses.
3.3 H otel Servicescape as Environm ental 
Stim uli
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The basic  fram ew ork o f th e  S tim ulus-O rganism -R esponse theory  for a  hotel 
is as follows: th e  physical env ironm ent acts as th e  stim ulus, th e  ho te l’s 
custom ers and  em ployees are  organism s th a t respond  to  th a t stim ulus, and  
th e  behaviour th a t th e  consum ers d irect a t th e  ho tel’s env ironm ent is th e ir 
responses to  th e  stim ulus. V arious roles of th e  hotel servicescape for th e  
custom ers an d  em ployees em otional and  behavioural responses can be 
explained w ith in  th is  m odel. A pproach-avoidance behaviours m ay be 
considered to  have th ree  aspects in  th e  hotel industry  context:
1. A willingness o r desire to  stay  in  an d  re tu rn  to  th e  ho tel (approach) or a 
desire to  get o u t o f th e  ho tel (avoidance);
2. The degree o f enhancem ent (approach) or h indrance  (avoidance) of 
perform ance an d  satisfaction w ith  ta sk  perform ances; an d
3. A desire to  com m unicate w ith  o thers in  th e  hotel (approach) o r to  avoid 
in teracting  w ith  o thers (avoidance).
F irst, in  te rm s o f th e  hotel setting, it can be  p red icted  th a t persons will enjoy 
spending m ore tim e an d  m oney in  th e  ho tel w here they  feel p leasu re  an d  a 
m oderate  to  h igh  degree of arousal. The ho tel setting  m ay be  designed  to  
encourage th e  consum er to  linger o r brow se on  th e  basis th a t  th is  is likely to  
increase th e  value th e ir  tim e spent. The correct em otional com bination  of 
p leasantness an d  arousal created  by  hotel a tm osphere  can stim ula te  service 
experience w ith in  th e  hotel. In  o th e r w ords, consum ers’ affective s ta tes  can 
be  effectively m anaged  th rough  th e  design an d  m ain tenance  o f th e  ho tel 
physical elem ents thereby  contributing  to  th e  satisfaction o f consum ers an d
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propensity  to  continue th e ir  in teraction  w ith  th e  hotel. Therefore, it can be 
said  th a t a key role hotel env ironm ent plays is to  provide inform ation  to  
custom ers abou t service quality. D arden, O rhan and  D arden  (1983) found 
th a t consum ers’ beliefs abou t th e  physical a ttractiveness o f a s to re  h ad  a 
h igher correlation  w ith  patronage in ten tions th a n  d id  m erchandise  quality, 
general price level, o r selection.
Second, servicescapes can also affect service em ployees’ perform ance (Bitner, 
1992; Sulek, Lind and Maruchek, 1995). Physical environm ents can evoke 
extrem e positive o r negative reactions from  em ployees. Em ployees w ork 
h a rd e r an d  stay  longer hou rs  an d  becom e m ore involved w hen th e  
env ironm ent is righ t (Kasper, van  H elsdingen and  de Vries, 1999). In  doing 
so, a key objective is often  to  im prove productivity  o r reduce costs. As for 
em ployees, approach  stands for such  behaviour as developing a s trong  feeling 
of affiliation, being com m itted  to  exploring innovative p a th s  for d iagnosing 
an d  solving custom er problem s, an d  spending  m ore tim e carrying o u t th e ir  
task . N aturally, th e  opposite is also possible. Therefore, th e  service 
env ironm ent obviously plays a  decisive role. A ppropriately  designed  
servicescapes a id  an d  help  em ployees in  perform ing th e ir  duties.
Finally, A tm ospherics can evoke a variety  of em otional reactions an d  also 
influence th e  actual n a tu re  of th e  custom er-provider in teraction  (M achleit 
and  Eroglu 2 0 00 ; d 'A stous 2 0 00 ; Foxall an d  Greenley 1999; H ui, D ube an d  
Chebat 1997; D arden  an d  Babin 1994; D onovan an d  R ossiter 1982; 
M eharabian an d  Russell 1974). A ho te l’s guests in te rac t w ith  th e  h o te l’s 
physical environm ent, w ith  the  ho te l’s em ployees, an d  w ith  th e  h o te l’s o th e r 
custom ers. However, th e  diverse an d  in tangible n a tu re  o f those  custom er-
58
em ployee in teractions m akes it  difficult for custom ers to  evaluate th e ir  hotel- 
stay  experience as e ither p leasan t or dreadful. Servicescape m ay m oderate 
th e  effects o f th e  in teraction  betw een th e  custom er an d  em ployee, and  
m odera te  th e  ill effects of th e  in teraction  betw een them .
3.4 Cognition-Em otion and Em otion-Cognition  
Approach
Over th e  years, an  im m ense lite ra tu re  has developed on em otion  and  
cognition. Ongoing evaluative processes can be separa ted  in to  feeling-based 
an d  reason-based  ta rg e t assessm ents. Two schools o f th o u g h t m ay con tribu te  
to  th e  com prehension  o f these  relationships. On one hand , th e re  is th e  
cognition-em otion approach. C onsum er researchers have historically  
assum ed th a t evaluations w ere based  prim arily  on  reason-based  assessm ents 
o f th e  ta rge t's  characteristics (B ettm an e t al., 1998). T raditionally  satisfaction 
w as also considered  to  be  a  cognitive state, i.e. it  is th e  resu lt o f th e  
com parison  betw een a subjective experience an d  a p rio r base  o f reference 
(Oliver, 1980). Lazarus (1991) assum ed th a t cognitive activity causally 
precedes an  em otion in  th e  flow of psychological events, an d  th e  causal 
cognitive activity continues in to  th e  em otional response as an  in tegral feature. 
On th e  o th er hand , th e re  is increasing evidence th a t people also perform  
evaluations by m onitoring  th e ir  subjective affective responses to  th e  ta rg e t 
(Pham  1998; Schwarz an d  Clore 1996; W yer, Clore, an d  Isbell 1999). B itner’s 
servicescape m odel was constructed  on th is  em otion-cognition  theory .
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Spangenberg e t al. (1996) defined ‘affect’ as a general descrip to r o f a  positive 
or negative s ta te  o f em otion  o r feeling. Affect is considered  an  in tegral p a rt of 
evaluative judgem en ts  (G ohm  an d  Clore, 2002). Consequently, people are 
likely to  ask  them selves “how  do I feel abou t it” w hen asked  to  assess th e ir  
level o f satisfaction w ith  service encounters (Schwarz, 2002). According to  
Schwarz an d  Clore (1996), feelings can be p roduced e ith e r integrally, by a 
percep t o f th e  ta rg e t (e.g., looking a t a  product) o r a  m en ta l rep resen ta tion  of 
th e  ta rg e t (e.g., im agining using th e  product), o r incidentally, by a p re ­
existing or contextually-induced m ood th a t colours th e  experience.
As Zajonc an d  M arkus (1982) argued, th e  an tecedents o f preferences m ay 
involve cognitive an d  affective com ponents in  a variety  o f com binations. In  
som e cases th e  cognitive com ponent m ay be  dom inan t, in  som e th e  cognitive 
an d  affective factors m ay in te rac t w ith  each other, an d  in  o th e r cases th e  
affective factors m ay be  dom inan t an d  prim ary. In  short, stressing  affective 
o r cognitive factors alone in  describing th e  ju d g m en t process canno t tell th e  
w hole story. D onovan and  R ossiter (1982) suggested th a t w hereas cognitive 
factors m ay largely account for sto re  selection an d  for m ost o f th e  p lanned  
purchases w ith in  th e  store, th e  em otional responses induced  by  env ironm ent 
w ith in  th e  sto re  are  p rim ary  d e term inan ts  of th e  ex ten t to  w hich th e  
individual spends beyond his o r h e r original expectations.
F u rth er discussion an d  conceptualisation o f th e  evaluative process, w hether 
custom ers th in k  first o r feel first during  th e  service episode, o r in  th e  ho tel 
industry  context, w hether custom er reactions to  th e  hotel servicescape are
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em otional ra th e r th a n  cognitive o r vice versa, m ay be outside th e  scope o f th is  
thesis as th e  way environm ental cues are processed th ro u g h  th e  m aze of 
em o tio n / cognition o r cognition / em otion rem ains unclear. However, it  is 
necessary to  explore how  people react to  th e  hotel environm ent.
3.5 R oles o f H otel Servicescape for Customers
The no tion  th a t aspects of th e  servicescape have a s trong  im pact on 
custom ers’ consum ption  experiences an d  loyalty in ten tions is an  estab lished  
one in  a  range of contexts. The hospitality  p roduct is ‘packaged’ in  an  
env ironm ent and  a tm osphere  th a t shou ld  be designed to  appeal to  th e  
custom er. In  spite  of large investm ents, ho teliers do n o t generally engage in  
system atic research  th a t enables th em  to  exam ine th e  env ironm ental factors 
th a t  m ay influence th e  patronage decision. H otels, like any o th e r product, 
m u st be carefully packaged so th a t  they  appeal to  th e  consum er’s senses an d  
add  to  th e  experience. As Ransley an d  Ingram  (2004) m entioned , a balance 
m u st be  s truck  betw een factors such as im age, style, operating  efficiency an d  
custom er com fort, and  betw een aesthetics an d  practicalities in  ho te l design 
concept.
The following section will review th e  im pact o f th e  hotel servicescape on  th e  
process o f buying services, quality  perception  and  expectation. Then, th e  role 
o f th e  hotel servicescape as a  com m unication  tool, th e  im portance  of hotel 
design for th e  guest’s experience and  social in teraction  will be  em phasised.
3.5.1 The purchase process and Hotel Servicescape
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W hen custom ers decide to  buy a service to  m eet an  unfilled  need, they  go 
th ro u g h  w hat is often a  com plex purchase process. The process of buying 
services is b roken  dow n in to  th ree  stages -  th e  p re-purchase  stage, th e  
purchase stage an d  th e  post-purchase stage.
The pre-purchase  stage is th e  stage in  w hich th e  consum er is searching got 
in form ation  abou t th e  service provider, th e  services an d  th e  service delivery 
process (K asper e t al, 1999). The decision to  buy  and  use  a service is also 
m ade in  th e  p re-purchase  stage. Because services are in tangible, custom ers 
are  likely to  face g rea ter uncertain ty . To reduce th e  perceived risk, they  m ay 
search  for inform ation  during  th e  p re-purchase  stage. In  searching for 
inform ation , consum ers m ay use various a ttribu tes  o r quality  o f services. 
O ften th ree  k inds o f search a ttribu tes  are  distinguished. Zeitham l (1981) 
m ain ta in  th a t all p roducts can be p laced on  a con tinuum  ranging  from  “east 
to  evaluate” to  “difficult to  evaluate” depending  on w hether they  are  high in  
search  a ttribu tes, experience a ttrib u tes  o r credence a ttribu tes . Usually, 
search  a ttribu tes  are quite  easy to  judge by  th e  custom er before th e  service 
delivery actually takes place. Features such as style, colour, tex tu re  an d  ta s te  
allow  prospective custom ers to  try  ou t th e  p roduct p rio r to  purchase. They 
involve tangible aspects and  are m ore re la ted  to  th e  equ ipm ent th a n  to  th e  
person  delivering th e  service. Therefore, servicescapes m ay increase o r 
decrease th e  level o f perceived risk  in  th e  service.
Credence a ttribu tes, on th e  contrary, a re  h a rd  to  evaluate confidently  even 
after purchase an d  consum ption  an d  are  therefo re  b ased  on  tru s tin g  people 
delivering th e  service. For exam ple, pa tien ts  canno t evaluate how  well th e ir
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den tists  have perform ed com plex den tal procedures. Experience a ttribu tes  
are positioned  in  betw een th ese  tw o extrem es of th e  (in)tangibility  o f service 
a ttribu tes. They are also difficult to  evaluate in  advance an d  m ostly  they  can 
be  experienced during  o r shortly  after th e  service delivery.
Due to  th e  in tangib le n a tu re  o f services, services have few  search a ttribu tes  
an d  as a  resu lt, feelings o f perceived risk  p rio r to  purchase increase. 
Perceived risk  is a  m ulti-d im ensional construct w hich im plies th a t consum ers 
experience pre-purchase  uncerta in ty  abou t th e  type an d  degree o f expected 
loss resu lting  from  the  purchase o r use o f a  p roduct (Cox, 1967). This 
uncerta in ty  n o t only concerns th e  choice of th e  righ t service a n d /o r  service 
provider, b u t also th e  expected positive and  negative consequences o f th is  
choice: th e  benefits and  risks (K asper e t al, 1999). M attila  (2001) suggested 
th a t reducing custom er’s perceived risk  p rio r to  th e  consum ption  experience 
m ight enhance th e ir  satisfaction judgm en ts  an d  lead  to  h igher re tu rn  
in ten tions an d  increased  w ord-of-m outh  referrals. Therefore, first o f all, 
aw areness has to  be  created  before som e actions can be  tak en  o r even before 
th e  first steps in  build ing a rela tionsh ip  can be  m ade. The aim  w ould be to  
help  th e  p o ten tia l custom er form  expectations before using  th e  service.
M ost of all, th e  im age o f th e  service provider an d  tangib le cues o r o th e r 
physical evidence play an  im p o rtan t role in  th e  p re-purchase  stage because 
b o th  th e  experience and  credence a ttrib u tes  are  m ore people b ased  th a n  th e  
search  a ttribu tes. The less tangible th e  generic service, th e  m ore pow erfully 
a n d  persisten tly  th e  judgm en t of it  gets shaped  by th e  packagings (M udie an d  
C ottam , 2003). As Levitt (1981) states, ‘m etaphors an d  sym bols becom e 
surrogates for th e  tangibility th a t canno t be  p rovided  o r experienced in
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advance’. The task  involves th e  provision of tangible evidence to  help 
consum er understand ing  o f th e  service. In  th e  case of ho tels hotel, 
servicescapes m ay have an  a lternative role before th e  consum er an d  the  
service provider actually en te r in to  a  service exchange. In  o rd er to  reduce th e  
am oun t o f perceived risk, ho tels m ay effectively m anage th e ir  servicescape 
elem ents an d  increase th e  n u m ber of search  a ttribu tes  available. Tangible 
evidence an d  possessions could assist custom er ju d g m en t o f th e  ho tel service 
during  an d  after staying.
The purchase stage is w here th e  service encoun ter takes place. In  th is  phase, 
m arketing  efforts aim  to  influence guest purchase decisions. I t  becom es clear 
w hat th e  functional and  psychosocial consequences of th e  purchase  an d  use 
o f th e  service are an d  th e  experience a ttribu tes  now  becom e visible to  th e  
custom er. M oreover, guests can m ake, postpone, o r reject th e ir  choices 
(Lazer an d  Layton, 1999). In  h igh-contact services such as hotels, custom ers 
m ay experience a  variety  of elem ents during  service delivery, each o f w hich 
has th e  po tentia l to  provide clues to  service quality. Service env ironm ents 
include all o f th e  tangib le characteristics to  w hich custom ers are exposed. The 
appearance o f exteriors and  in terio rs, th e  n a tu re  o f fu rn ish ings and  
equipm ent, th e  presence of odour, noise can  all serve to  shape expectations 
and  perceptions o f th e  hotel service quality. To be brief, ho tel consum ers 
evaluate th e  service while they  are experiencing th e  service encoun ter during  
th e  consum ption  stage. Once again, ho tel servicescapes play an  im p o rtan t 
role in  th is  stage of th e  decision process.
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Once th e  purchase is m ade, th e  post-purchase phase begins. C onsum er 
reactions m ay be to ta l satisfaction, partia l satisfaction, o r dissatisfaction. This 
has consequences for th e  next pu rchase situation . The final ju dgm en t will 
consist o f positive an d  negative aspects.
I f  custom ers believe they  have received high  quality  service, they  are m ore 
likely to  m ake repeat purchase an d  becom e loyal custom ers. If  th e  service 
experience does n o t m eet custom ers’ expectations, they  w ould n o t continue 
th e  re la tionship  w ith  th e  service provider. In  th e  sam e way, th e  hotel 
servicescape m ay also influence th e  consum er’s affective s ta te  in  e ither a 
positive o r negative direction, w hich in  tu rn  m ay affect post-purchase 
evaluations. Therefore, how  a ho tel reacts during  th is  stage can engender 
custom er loyalty an d  help  overcom e any unsatisfactory  experiences (Lazer 
an d  Layton, 1999).
3.5.2 Quality Perception and Hotel Servicescape
Excellent service quality  is a  crucial m eans to  accom plish custom er 
satisfaction. Quality in  service industries  is challenging to  define because o f 
th ree  features un ique  to  services -  intangibility , heterogeneity , an d  th e  
inseparability  of p roduction  and  consum ption  (P arasuram an, Zeitham l, an d  
Berry, 1985). W ith a  service, it is perform ance th a t is sold, n o t a  p roduct th a t 
can be physically exam ined.
D ifferent theoretical perspectives on service quality  have been  developed. 
D uring th e  1980s, th e  fram ew ork of service quality  m odel w as developed by 
P arasu ram an  e t al. (1985; 1988; 1991) in  w hich five gaps w ere identified,
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nam ely, understandability , service standards, service perform ance, 
com m unications, an d  service quality. The scale developed is th e  31-item  
SERVQUAL (P arasu ram an  e t ah, 1988). P arasu ram an  e t al 1985, 1988) 
defined service quality  as th e  overall evaluation of a specific service firm  th a t 
resu lt from  com paring th a t firm ’s perform ance w ith  th e  custom er’s general 
expectations of how  firm s in  th a t industry  should  perform . In  o th er w ords, 
service quality  is an  overall evaluation, sim ilar to , b u t n o t th e  sam e as, an  
a ttitu d e  an d  refers to  th e  degree an d  direction  o f d iscrepancy betw een 
custom ers’ perceptions an d  expectations. In  th is  approach, th e  concept of 
quality  (Q) is th e  difference betw een th e  actual perform ance (P) an d  th e  
expected perform ance (E), th a t  is Q = P - E.
As illu stra ted  in  Figure 3.3, G rônroos (1982) d istinguished  tw o types of 
service quality: technical an d  functional quality. Technical quality  refers to  
th e  delivery o f th e  core service o r outcom e of th e  service (i.e. w hat is offered 
an d  received). W hat custom ers receive in  th e ir  in teractions w ith  a  firm  is 
clearly im p o rtan t to  th em  and  th e ir  quality  evaluation. However, as th e  
service is p roduced  in  in teraction  w ith  th e  consum ers, th is  technical quality  
d im ension  will n o t coun t for th e  to ta l quality  th a t th e  consum er perceives 
(s)he gets. The custom er is also influenced by how  (s)he receives th e  service 
an d  how  (s)he experiences th e  sim ultaneous p roduction  an d  consum ption  
process. This is called th e  functional quality  o f th e  process. For exam ple, a 
ho te l’s technical service quality  d im ension  could be  described  as “a 
com fortable n igh t’s sleep” while its functional com ponents include having a 
room  easily accessible from  th e  elevator, a  p leasan t desk clerk o r room  
service.
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Figure 3. 3 Two Service Quality Dimensions (Source: Grônroos, 2007)
R ust an d  Oliver (1994) d iscussed th e  need  for explicitly recognizing th e  
physical env ironm ent for th e  service encoun ter as a th ird  dim ension. Thus, 
th e  w here of th e  service quality  perception  w ould be  added  to  th e  w hat an d  
how. The level of to ta l perceived quality  is n o t de term ined  sim ply by  th e  level 
o f technical an d  functional quality  dim ensions, b u t ra th e r by th e  gap betw een 
th e  expected an d  experienced quality  (G rônroos, 2007). Usually, th e  tangib le 
e lem ents are easier to  be  po in ted  o u t th a n  th e  non-tang ib le  ones. 
F urtherm ore , a disorganised service env ironm ent does n o t s tim ula te  any 
in teraction  an d  will negatively influence th e  quality  o f th e  service delivery 
(K asper e t al, 1999). V an Raaij an d  Pruyn (1998) an d  N am asivayam  (2003) 
also considered th e  tangible elem ent o f th e  service delivery as one o f th e  
d im ensions o f service quality. Therefore, th e  consum er considers th e  
servicescape as a  com ponent o f th e  to ta l service p roduct th a t  th e  consum er
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defines. Because service perform ances are intangible, physical evidence gives 
clues as to  th e  quality  of service an d  in  som e cases such as hotels it will 
strongly influence how  custom ers (especially inexperienced ones) evaluate 
th e  service (Lovelock, 2001). Often, hotel m anagers have to  deal w ith  a 
num ber o f challenges w hen defining th e ir  offer to  th e  client. They need  to  
th in k  carefully abou t th e  n a tu re  of th e  hotel physical evidence p rovided  to  
custom ers by th e  service m arketing  system  (Lovelock, 2001).
3.5.3 Expectations and Hotel Servicescape
Levitt (1983) describes a service as a  prom ise of satisfaction. Because such 
prom ises m ade by service organizations influence custom ers’ expectations, it 
is im p o rtan t to  u n d ers tan d  th e  n a tu re  o f custom ers’ expectations. 
Expectations are beliefs abou t th e  level o f service th a t will be  delivered by  a 
service provider, an d  they  are assum ed to  provide s tan d a rd s  o f reference 
against w hich th e  delivered service is com pared  (Zeitham l e t al., 1993). The 
m agnitude and  direction  o f th e  gap betw een custom er expectations p rio r to  a  
service an d  th e  evaluation of th e  service received im pacts on  th e  level of 
consum er satisfaction/d issatisfaction  (Bolton an d  Drew, 1991). C onsum er 
satisfaction is typically conceptualized as being  th e  resu lt o f an  evaluative 
process in  w hich pre-purchase  expectations are  com pared  w ith  perform ance 
perceptions (Tse an d  W ilton, 1988). I t can be described  by th e  
d isconfirm ation m odel (see figure 3.4). This m odel holds th a t consum er 
satisfaction is re la ted  to  bo th  th e  size an d  d irection  o f d isconfirm ation , w ith  
th ree  poten tia l outcom es: negative disconfirm ation, positive d isconfirm ation
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and confirmation. Positive disconfirmation occurs if the product or service is 
better than expected, whereas a performance worse than expected results in a 
negative disconfirmation. A match between the two leads to confirmation, 
that is, neither satisfaction nor dissatisfaction.
According to Zeithaml et al (1991), a major factor influencing consumer 
expectations are the implicit service cues made by service firms. As defined in 
this study, implicit service cues are the service-related cues such as prices and 
tangibles that focus the level of consumer expectations for the service 
encounter. Tangibles include interior décor, furniture, the appearance of the 
service technicians, and the machines or instruments used to perform the 
service. Therefore, the setting and surroundings in which a service is 
delivered can be vital. When customers do not have any experience from a 
particular service, it is hard to know in advance what to expect or how to 
judge the service provider. Moreover, due to the fact that services are 
intangible performances, customers seek pre-purchase clues as to service 
quality.
Expected performance Perceived performance
Comparison
Figure 3 .4  The Disconfirm ation M odel o f  C on su m er  Satisfaction  
(Source: Walker, 1995)
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In  m any instances, th e  first im pression  is th e  one th a t influences consum ers’ 
decision to  en ter a  service environm ent. For exam ple, th e  attractive  exterior 
o f a hotel or re s tau ran t is one of th e  im p o rtan t issues determ in ing  w hether 
custom ers will en te r th is  h o te l/re s tau ran t o r ano ther one. Particularly , for 
first tim e custom ers, th e  servicescape can play an  im p o rtan t role in  helping to  
fram e expectations abou t b o th  th e  style an d  quality  o f service to  be  provided 
(Lovelock, 2001). In  o ther w ords, th e  servicescape shapes expectations since 
it is th e  first tangible clue th a t  th e  consum er is given abou t po ten tia l service 
delivery. However, w hen custom ers’ expectations are  too  high, it will re su lt in  
loss o f patronage if th e  firm  canno t consistently  deliver th e  service a t th e  h igh 
level expected (Clow an d  V orhies, 1993). Especially fo r hotels, creating 
p roper expectations is im p o rtan t in  o rd er to  avoid custom ers having 
expectations th a t canno t o r will no t be m et. Therefore, th e  ho te l needs to  
provide custom ers w ith  fair an d  honest inform ation  th ro u g h  th e ir  physical 
evidence w hich helps to  shape th e  initial im pressions. W rong, false or 
unjustified  expectations will lead  to  dissatisfaction.
3.5.4 Communication and Hotel Servicescape
A nything about th e  places can be  “m ed ium ” fo r th e  “m essage.” The places can 
contain  a  g reat deal of evidence abou t how  it is u sed  w ithou t having w ritten  
signs posted  on th e  walls. Som e places also tell people a lo t abou t them selves, 
as if  they  w ere speaking (F arbste in  and  Kantrow itz, 1978). Therefore, ho tel 
designers could m ake hotels tell people “w here they  a re .” The ability  to  
p ic tu re  a service m ay be assisted  by  th e  service o rganization  providing
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s o m e th in g  ta n g ib le . S e rv ic e sca p e s  c re a te  “m e s s a g e s ” o f  q u a li ty  a n d  s ta n d a rd s  
t h a t  a re  in te r p re te d  b y  c o n s u m e rs  in  m a k in g  th e i r  p u rc h a s e  d e c is io n  (R u s t, 
Z a h o rik , a n d  K e in in g h a m , 1999; K o tle r, 1973). H o ffm a n  a n d  T u rle y  (2 0 0 2 )  
n o te d  t h a t  s e rv ic e sc a p e s  m a y  p ro v id e  in fo rm a tio n a l  c u e s  t h a t  a s s is t  
c o n s u m e rs  in  se le c tin g  a p p ro p r ia te  b e h a v io u ra l  s c r ip ts , fa c ili ta te  th e  f lo w  o f  
th e  se rv ic e  d e liv e ry  p ro c e s s , a n d  e ffec tiv e ly  m a n a g e  c o n s u m e rs  s h a r in g  th e  
s a m e  se rv ic e  e x p e rie n c e . T h e  se rv ic e sc a p e  is  a  k in d  o f  in d ire c t  
c o m m u n ic a tio n . A s C o h e n  (1 9 8 9 ) m e n tio n e d , s e rv ic e sc a p e s  a re  p ro d u c e d  
th ro u g h  c o m m u n ic a tiv e  s ta g in g . C o m m u n ic a tiv e  s ta g in g  re fe rs  to  w ay s in  
w h ic h  th e  e n v iro n m e n t  is  p r e s e n te d  a n d  in te rp re te d .  C o m m u n ic a tiv e  s ta g in g  
m o v es  se rv ic e sc a p e  m e a n in g s  f ro m  se rv ic e  p ro v id e r  to  c u s to m e r , b e tw e e n  
c u s to m e rs , a n d  p o te n t ia l ly  a t  le a s t ,  f ro m  c u s to m e rs  to  p ro v id e rs  (C o h e n ,
1989 ).
S e rv ic e sca p e s  a lso  r e p r e s e n t  a  s u b s e t  o f  so c ia l ru le s , c o n v e n tio n s  a n d  
e x p e c ta tio n s  in  fo rc e  in  a  g iv en  b e h a v io u ra l  s e tt in g , s e rv in g  to  d e f in e  th e  
n a tu r e  a n d  sc o p e  o f  p e rs o n a l  e x p e r ie n c e s  a n d  so c ia l in te r a c t io n s  (A rn o u ld , 
P ric e  a n d  T ie rn e y , 1 9 9 8 ). A t th is  p o in t ,  ro le  th e o ry  b a s e d  o n  a  th e a t r e  
m e ta p h o r  m a y  o ffe r  s o m e  in te r e s t in g  in s ig h ts  fo r  se rv ic e  p ro v id e rs . I f  w e  
v iew  se rv ice  d e liv e ry  a s  a  th e a tr ic a l  e x p e rie n c e , b o th  e m p lo y e e s  a n d  
c u s to m e rs  h a v e  to  a c t  o u t  p a r t ic u la r  p e r fo rm a n c e  a c c o rd in g  to  p r e d e te r m in e d  
ro le s . G ro v e  a n d  F isk  (1983 ) d e fin e  a  ro le  a s  a  s e t  o f  b e h a v io u ra l  p a t te r n s  
le a rn e d  th ro u g h  e x p e rie n c e  a n d  c o m m u n ic a tio n , to  b e  p e r fo rm e d  b y  a n  
in d iv id u a l in  a  c e r ta in  so c ia l in te r a c t io n  in  o r d e r  to  a t ta in  a  m a x im u m  
e ffe c tiv en e ss  in  g o a l a c c o m p lis h m e n t. I t  is  p o ss ib le  t h a t  th e  fo rm a li ty  o f  th e  
in te r a c t io n  m a y  b e  in f lu e n c e d  b y  th e  a c tu a l  p h y s ic a l e n v iro n m e n t  in  w h ic h
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th e  e n c o u n te r  ta k e s  p lac e . F u r th e rm o re ,  i t  is  a  p o w e rfu l c o n te x tu a l  v a ria b le , 
c o m m u n ic a tin g  m e ssa g e s  a b o u t  th e  s ta n d a r d s  a n d  n a tu r e  o f  th e  se rv ic e  
w ith in  th e  o rg a n iz a tio n  (S p a rk s , 1994). F o r  e x a m p le , th e  c u s to m e r  ro le  in  a  
fu ll-  se rv ic e  r e s ta u r a n t  is  d if fe re n t  f ro m  a n  a p p ro p r ia te  ro le  in  a  se lf-se rv ic e  
r e s ta u ra n t .
M o s t o f  a ll, th e r e  is  a  s ta g e  itse lf . I n  G ro v e  a n d  F isk  (1 9 8 3 ) te rm s , th e  
se rv ic e sc a p e  is  c o m p r is e d  o f  a  f ro n t  re g io n  d e s ig n e d  to  a p p e a l to  c u s to m e rs  
a n d  to  fa c ili ta te  se rv ice  d e liv e ry  a n d  a  b a c k  re g io n  h o u s in g  th e  o p e ra t io n a l  
s u p p o r t  sy s te m  o f  th e  se rv ice . A  h o te l  a s  a n  e x a m p le , th e  “f ro n ts ta g e ” 
in v o lv e s  v a r io u s  se rv ic e sc a p e  e le m e n ts  o f  th e  h o te l  s u c h  a s  fu rn is h in g s , 
lig h tin g , d é c o r  a n d  m u sic , a n d  so  o n . F ro n ts ta g e  a c tio n s  ta k e  p la c e  in  a  v e ry  
v isu a l e n v iro n m e n t. H o w e v er, i f  th e  b a c k s ta g e  s u c h  a s  k i tc h e n  o r  e q u ip m e n ts  
in  th e  o ffice  go  w ro n g , a ll m a y  b e  lo s t.
T h e re  a re  a  n u m b e r  o f  c o n te x tu a l  v a r ia b le s  w h ic h  in f lu e n c e  th e  
c o m m u n ic a tiv e  a s p e c ts  o f  th e  se rv ice  e n c o u n te r .  F o r  in s ta n c e , o rg a n iz a t io n a l  
c u ltu re , b a c k -o f-h o u s e  s u p p o r t ,  t ra in in g , te a m w o rk  a n d  th e  se rv ic e sc a p e , c a n  
in flu e n c e  th e  se rv ice  e n c o u n te r  a n d  i ts  c o m m u n ic a tiv e  a s p e c ts  (S p a rk s , 1994)- 
A m o n g  th e s e  v a ria b le s , th e  s e rv ic e sc a p e  in  w h ic h  th e  e n c o u n te r  ta k e s  p la c e  
h a s  a  s ig n if ic a n t im p a c t  o n  th e  n a tu r e  o f  th e  e n c o u n te r .  M a n y  i te m s  in  th e  
p h y s ic a l e n v iro n m e n t s u c h  a s  s ig n s , p r in te d  m a te r ia ls ,  th e  u n ifo rm , th e  
c o m p a n y  logo , th e  a p p e a ra n c e  o f  b u i ld in g s  a n d  in te r io r  d e s ig n  s e rv e  a s  
ex p lic it o r  im p lic it  s ig n a ls  t h a t  c o m m u n ic a te  a b o u t  th e  p la c e  to  i ts  u s e rs .  
T h e y  e m b o d y  th e  c o m p a n y ’s id e a ls  a n d  a t t r ib u te s .  T h e y  a re  a lso  v ita l  
id e n tif ie r s  t h a t  c u s to m e rs  c a n  u s e  to  a s so c ia te  a n  o rg a n iz a t io n  w ith  i ts  
p ro d u c ts  o r  se rv ices . T h e se  p ro v id e  d isc r im in a t iv e  s t im u li  to  c u s to m e rs  t h a t
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e n a b le  th e m  to  re c o g n iz e  a  c o m p a n y ’s d iffe re n c es . F o r  e x a m p le , in  a  h o te l  
m a rk e tin g  c o n te x t, lu x u ry  h o te ls  g e n e ra lly  a re  d if fe re n tia te d  f ro m  b u d g e t  
h o te ls  b y  lu x u ry  p r o p e r t ie s ’ e la b o ra te  p h y s ic a l s u r ro u n d in g s . R e s o r t  h o te ls  
in v e s t  e n o rm o u s  s u m s  to  p la n t  a n d  m a in ta in  e x o tic  g a rd e n s  o n  th e i r  g ro u n d s . 
H e n c e , th e  s e tt in g  o f  se rv ic e  p la c e s  c a n  ex p lic itly  id e n tify  a  f i rm ’s a c tiv itie s  
a n d  in flu e n c e  h o w  i t  is  c a te g o riz e d . A  k e y  t a s k  fo r  h o te l ie r s  is  to  u s e  th e  m o s t  
a p p ro p r ia te  s e rv ic e sc a p e  e le m e n ts  to  c o n v e y  th e  d e s ire d  m e s s a g e s  e ff ic ie n tly  
a n d  e ffec tive ly  to  th e  ta r g e t  c u s to m e rs  (L ovelock , 2 0 0 1 ).
3.5.5 Service Experience and Hotel Servicescape
S o c ie ty  is  m o re  a f f lu e n t  w ith  m o re  d isp o s a b le  in co m e , w h ic h  in  t u r n  c re a te s  
d e m a n d  fo r  m o re  t h a n  a  se rv ice . I n  fac t, p e o p le  h a v e  b e g u n  s p e a k in g  o f  th e  
“e x p e rie n c e  e c o n o m y ”.
F irs t , th e  a g r ic u ltu re  b a s e d  e c o n o m y  d e a lt  m o s tly  in  r a w  m a te r ia ls .  S e c o n d , 
th e  e ra  o f  m a s s  m a n u fa c tu re d  g o o d s  h a d  a rr iv e d . T h ird ly , in d u s t r ia l  e c o n o m y  
s h if te d  to  th e  d e liv e ry  o f  se rv ices  a n d  n o w  i t  h a s  b e e n  s u g g e s te d  t h a t  th e s e  
se rv ic es  a re  b e in g  re -p a c k a g e d  a n d  p r e s e n te d  a s  e x p e r ie n c e s  -  th e  fo u r th  
ec o n o m ic  o ffe rin g . I n  th e i r  b o o k  E x p e r ie n c e  E c o n o m y , P in e  a n d  G ilm o re  
(1 9 9 9 ) a rg u e d  t h a t  a s  g o o d s  a n d  se rv ic e s  b e c o m e  m o re  o f  a  c o m m o d ity , th e  
c u s to m e r  e x p e rie n c e s  t h a t  c o m p a n ie s  c re a te  w ill m a t te r  m o s t. E x p e r ie n c e s  
c a n  b e  d e f in e d  a s  “e v e n ts  t h a t  e n g a g e  in d iv id u a ls  in  a  p e rs o n a l  w a y ” (B ig n e  
a n d  A n d re u  2 0 0 4 )  o r  “th e  su b je c tiv e  m e n ta l  s ta te  fe lt  b y  p a r t ic ip a n ts ” d u r in g  
a  se rv ic e  e n c o u n te r  (O tto  a n d  R itch ie  1 996 ). W h e n  p e o p le  b u y  a n  e x p e r ie n c e , 
th e y  p a y  to  s p e n d  t im e  e n jo y in g  a  s e r ie s  o f  m e m o ra b le  e v e n ts  t h a t  a  c o m p a n y
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s ta g e s  -  a s  in  a  th e a tr ic a l  p la y  -  to  e n g a g e  th e m  in  a  p e rs o n a l  w ay . I n  
m a rk e tin g  te rm s , th e s e  m e m o ra b le  e x p e rie n c e s  c re a te  a  c lo se r  l in k  b e tw e e n  
th e  p ro v id e r  a n d  th e  c u s to m e r , le a d in g  to  s tro n g e r  e n g a g e m e n t a n d  lo y a lty  
w h ic h  p ro v id e s  a  c le a r  m a rk e tin g  a d v a n ta g e . A s G rô n ro o s  (2 0 0 7 )  s ta te d , 
to d a y ’s se rv ic e  p ro v id e rs  s h o u ld  a lw ay s a t te m p t  to  p e r fo rm  in  a  w a y  t h a t  
m a k e s  th e i r  c u s to m e rs  p e rc e iv e  a  p o s itiv e  e x p e rie n c e . P u t t in g  i t  in to  a  
h o s p ita li ty  b u s in e s s  c o n te x t, t h e  o u tc o m e  o f  th e  se rv ic e  e x p e r ie n c e  is  
e v a lu a te d  n o t  o n ly  in  te r m s  o f  u til ity , b u t  a lso  f ro m  a n  e x p e r ie n tia l  
p e rs p e c tiv e  (B a b in  e t  a l., 1994) b e c a u s e  h e d o n ic  se rv ic es  a re  c o n s u m e d  
p r im a r i ly  fo r  th e  p u rp o s e  o f  “a ffec tiv e  g ra tif ic a tio n ” (K em pf, 1999). T h e re fo re , 
th e  h o te l  in d u s tr y  a lso  n e e d s  to  s h if t  to  th e  e x p e r ie n c e  e c o n o m y  f ro m  th e  
se rv ice  ec o n o m y . T h e  su c ce ss fu l h o te ls  a re  to  b e  a p p la u d e d  fo r  th e i r  v is io n  in  
rec o g n iz in g  t h a t  th e  h o te l  is  r e s p o n s ib le  fo r  c re a tin g  a n  e x tr a o rd in a ry  
e x p e rie n c e  fo r  th e  g u e s t. A c c o rd in g  to  S ig u aw  a n d  E n z  ( 1999 ), th e s e  h o te ls  
rec o g n ize  t h a t  th e  d e s ig n  o f  th e  h o te l  a n d  th e  g u e s t  ro o m  i ts e lf  is  a  c ru c ia l 
e le m e n t  in  th e  g u e s t’s  tra v e l  e x p e rie n c e . G re a t  c u s to m e r  e x p e r ie n c e s  a re  
c re a te d  b y  c o n s is te n tly  e x c ee d in g  c u s to m e r ’s  p h y s ic a l a n d  e m o tio n a l  
e x p e c ta tio n s . I n  a d d it io n , g re a t  c u s to m e r  e x p e rie n c e s  a re  re v e n u e  g e n e ra tio n . 
T h e  a rc h i te c tu re  a n d  in te r io r  o f  h o te ls  s h o u ld  o ffe r  a n  e x p e r ie n c e  l ik e  n o  
o th e r  a n d  th e  h o te l  d e s ig n e rs  s h o u ld  o ffe r  a  b e t t e r  ‘e x p e r ie n c e ’ o f  h o te l  t h a t  
c a n  c a tc h  m o re  sp ec ifica lly  in d iv id u a l n e e d s  a n d  ta s te s ,  r a th e r  t h a n  a  
s te re o ty p e  (C u rtis , 2 0 0 3 ) . W h e n  h o te ls  e x p re s s  th e i r  o w n  c o n c e p t  a n d  s ty le  
th ro u g h  th e  in te r io r s  g u e s t  w ill c a r ry  w a y  th e i r  ‘e x p e r ie n c e ’ a s  th e i r  m e m o ry  
o f  th e  h o te l. D e p re ss in g  h o te l  d e s ig n  w ith  th e  la c k  o f  c re a tiv ity  m ig h t  b e
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ex a c tly  th e  o p p o s ite  o f  w h a t  g u e s ts  a re  lo o k in g  fo r. T h e re fo re , e v e ry  a s p e c t  o f  
h o te l  s e rv ic e sc a p e s  s h o u ld  b e  m a n a g e d  to  p ro v id e  g re a t  c u s to m e r  e x p e rie n c e s .
3.5.6 Social Interaction and Hotel Servicescape
S h o s ta c k  (1 9 8 5 ) d e f in e d  a  se rv ic e  e n c o u n te r  a s  a  p e r io d  o f  t im e  d u r in g  w h ic h  
c u s to m e rs  in te r a c t  w ith  se rv ice . H e r  d e f in i t io n  e n c o m p a s s e s  a ll a s p e c ts  o f  th e  
se rv ic e  f irm  w ith  w h ic h  th e  c o n s u m e r  m a y  in te ra c t ,  in c lu d in g  i ts  p e rs o n n e l ,  
i ts  p h y s ic a l fac ilitie s , a n d  o th e r  v is ib le  e le m e n ts  (B ite r , B o o m s, a n d  T e tre a u lt ,
1 9 9 0 ). F ro m  th e  p o in t  o f  v iew  o f  th e  c o n s u m e r , ty p ic a l se rv ic e  e n c o u n te r s  a re  
n o t  l im ite d  to  th e  h u m a n  c o n ta c t  a s  m o s t  se rv ic es  a re  p r o d u c e d  a n d  
c o n s u m e d  s im u lta n e o u s ly  in  th e  se rv ic e sc a p e . C o n s u m e rs  e n c o u n te r  
se rv ic e sc a p e s  p r io r  to  th e i r  in te r a c t io n  w ith  a  se rv ic e  p ro v id e r  (N a m a s iv a y a m  
a n d  M a ttila , 2 0 0 7 ) .
T h e  in te ra c t iv e  p ro c e s s  b e tw e e n  p e o p le  a n d  th e  e le m e n ts  o f  th e  s e rv ic e sc a p e  
h a s  n o t  b e e n  fu lly  c o n s id e re d  a n d  r e s e a rc h  h a s  fo c u se d  p r e d o m in a n t ly  o n  th e  
im p a c t  o f  th e  se rv ic e sc a p e  o n  in d iv id u a ls , e i th e r  c u s to m e rs  o r  e m p lo y e e s . 
H o w ev er, th e  p h y s ic a l e n v iro n m e n t  m a y  h a v e  a  g re a t  in f lu e n c e  o n  th e  
in te ra c t io n s  b o th  b e tw e e n  a n d  a m o n g  c u s to m e rs  a n d  e m p lo y e es . T h e  d e s ig n  
o f  th e  fac ility  c a n  s u g g e s t  to  c u s to m e rs  h o w  th e y  s h o u ld  b e h a v e  w h ile  in  th e  
e n v iro n m e n t a n d  w h a t  ty p e s  o f  in te r a c t io n s  a re  e n c o u ra g e d  (Z e ith a m l, B itn e r , 
a n d  G re m le r , 2 0 0 6 ) .  P h y s ica l p ro x im ity  a n d  s e a tin g  a r r a n g e m e n ts  m a y  
d e fin e  th e  p o ss ib ili tie s  a n d  l im its  o f  so c ia l e p is o d e s  s u c h  a s  th o s e  o c c u rr in g  
b e tw e e n  c u s to m e rs  a n d  e m p lo y e es , o r  c u s to m e rs  a n d  o th e r  c u s to m e rs  
(Z e ith a m l e t  a l., 2 0 0 6 ) .  S im ila rly , H a r r is ,  B a ro n , a n d  R a tc liffe  (1 995 ) s u g g e s t
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t h a t  w h e n  d e s ig n in g  th e  se rv ic e sc a p e , th e  f irm  s h o u ld  c o n s id e r  th e  d e g re e  
a n d  ty p e  o f  c u s to m e r- to -  c u s to m e r  in te ra c t io n s  th e  f irm  w a n ts  to  fa c ili ta te  
a n d  in te g ra te  a p p ro p r ia te  e n v iro n m e n ta l  cu es.
T h e  se rv ic e sc a p e  c a n  a lso  a ro u s e  th e  d e s ire  to  c o m m u n ic a te  w ith  o th e r s  o r  a  
te n d e n c y  to  a v o id  a n y  in te r a c t io n  w ith  o th e r s  (T o m b  a n d  M cC o ll-K en n ed y , 
2 0 0 3 ) . A lth o u g h  se rv ic e sc a p e s  a re  a rtif ic ia lly  c re a te d  b y  th e  se rv ic e  p ro v id e r , 
th o u g h tfu lly  d e s ig n e d  se rv ic e sc a p e s  c a n  a lso  c re a te  m o o d s  a n d  b e h a v io u ra l  
r e s p o n s e  fo r  th e  c u s to m e r  a n d  th e n  a llo w s th e  c u s to m e r  to  e s ta b l is h  
re la t io n s h ip s  b e tw e e n  o th e r  c u s to m e rs  a n d  s ta f f  w ith in  t h a t  p h y s ic a l 
e n v iro n m e n t. I n  th is  se n se , a s  A u b e r t-G a m e t a n d  C ova (1 9 9 9 ) m e n tio n e d , 
p h y s ic a l s u r ro u n d in g s  a re  n o t  o n ly  im p o r ta n t  a s  p h y s ic a l s u p p o r t  o r  p h y s ic a l 
e v id e n c e  o f  th e  se rv ic e  b u t  a s  so c ia l a r te fa c ts , t h a t  is  a s  ev o c a tiv e  
b a c k g ro u n d s  fo r  h u m a n  ac tiv itie s . T h e re  a re  in d ic a tio n s  t h a t  th e  a p p re c ia t io n  
o r  e n jo y m e n t o f  a  p a r t ic u la r  e n v iro n m e n t  c a n  in f lu e n c e  in te rp e r s o n a l  
in te ra c t io n s  in  t h a t  e n v iro n m e n t  (M e h ra b ia n  a n d  R u sse ll, 1 9 7 4 ,1 9 7 5 ; R u sse ll 
a n d  M e h ra b ia n , 1978). T h e re fo re , th e  se rv ic e sc a p e  s h o u ld  h e lp  c u s to m e rs  to  
c re a te  th e i r  o w n  e x p e rie n c e  a n d  re la t io n s h ip  w ith in  it. M o re o v e r , i t  c a n  b e  
th e  a im  o f  th e  se rv ic e  p ro v id e r  to  l in k  th e  se rv ic e  e n c o u n te r  in  th e  c u s to m e r ’s 
m in d  w ith  th e  e n v iro n m e n ta l  e n c o u n te r ,  t h u s  c re a tin g  a  lo n g - te rm  se rv ic e  
r e la t io n s h ip  (C la rk e  a n d  S c h m id t, 1995).
T h e  h o te l  in d u s t r y  is  th e  c a se  o f  se rv ic es , w h e re  c u s to m e rs  m u s t  p a r t ic ip a te  
in  th e  p ro d u c tio n  a n d  c o n s u m p tio n  p ro c e s s  w ith in  th e  p h y s ic a l e n v iro n m e n t. 
T h e  c u s to m e r ’s p re s e n c e  a n d  p a r t ic ip a tio n  a re  o f te n  r e q u i r e d  in  th e  se rv ic e  
d e liv e ry  p ro c e s s . A  c h a lle n g e  to  d e s ig n  e n v iro n m e n ts  in  o r d e r  to  e n h a n c e  
in d iv id u a l a p p ro a c h  b e h a v io u rs  a n d  e n c o u ra g e  a p p ro p r ia te  so c ia l in te r a c t io n
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is  t h a t  th e  o p t im a l  d e s ig n  fo r  o n e  p e r s o n  m a y  n o t  b e  th e  o p t im a l  d e s ig n  fo r  
a n o th e r  (B ak e r, B e rry  a n d  P a ra s u ra m a n , 1 9 8 8 ). H o w ev er, a s  B itn e r  (1 992 ) 
su g g e s te d , i t  c a n  b e  th e  f i r s t  s te p  in  th e  d e s ig n  o f  th e  h o te l  se rv ic e sc a p e  to  
id e n tify  d e s ira b le  c u s to m e r  a n d  e m p lo y e e  b e h a v io u rs  a n d  th e  s tr a te g ic  g o a ls  
t h a t  th e  o rg a n iz a tio n  h o p e s  to  a d v a n c e  th ro u g h  i ts  p h y s ic a l fac ility .
3.6 Summary
T h is  c h a p te r  h a s  fo c u se d  o n  th e  im p a c t  o f  th e  h o te l  se rv ic e sc a p e  o n  
c u s to m e rs  a n d  em p lo y e es . F irs t , u s in g  S -O -R  m o d e l, h o w  th e  h o te l  
se rv ic e sc a p e  (S) a ffe c ts  c u s to m e rs  a n d  e m p lo y e e s  (O ) b e h a v io u ra l  a n d  
e m o tio n a l re s p o n s e s  (R ) w a s  d e s c r ib e d . I n  th e  s e c o n d  p a r t  o f  t h e  c h a p te r ,  
h o w  th e  h o te l  s e rv ic e sc a p e  a ffe c ts  th e  c u s to m e r ’s  p u rc h a s e  p ro c e s s , q u a li ty  
p e rc e p tio n  a n d  e x p e c ta tio n  w a s  d isc u sse d . T h e n , th e  ro le  o f  t h e  h o te l  
s e rv ic e sc a p e  a s  a  c o m m u n ic a t io n  to o l a n d  th e  im p o r ta n c e  o f  h o te l  d e s ig n  fo r  
th e  g u e s t’s  e x p e rie n c e  w e re  a lso  e m p h a s iz e d . I n  th e  f in a l p a r ts ,  th e  in f lu e n c e  
h o te l  s e rv ic e sc a p e  o n  th e  e m p lo y e e ’s p e r fo rm a n c e  a n d  so c ia l in te r a c t io n  w e re  
d isc u sse d .
T o  e n s u re  th e  su c c e ss  o f  th e  h o te l , i t  is  im p o r ta n t  to  re a lis e  t h a t  i ts  
s e rv ic e sc a p e  p lay s  a  n o ta b le  ro le  in  se rv ic e  d e liv e ry . W ith  r e g a r d  to  c u s to m e rs , 
th e  h o te l  s e tt in g  s h o u ld  b e  d e s ig n e d  to  e n c o u ra g e  th e  c o n s u m e r  to  l in g e r  o r  
b ro w s e  o n  th e  b a s is  t h a t  th is  is  lik e ly  to  in c re a s e  th e  v a lu e  th e i r  t im e  s p e n t.
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4.1 Introduction
T h e  v a r io u s  v isu a l c u e s  w ith in  a  se rv ic e sc a p e  in c lu d e  c o lo u r , lig h tin g , sp a c e  
a n d  fu n c tio n , p e rs o n a l  a r te fa c ts  a n d  p la n ts ,  a n d  la y o u t  a n d  d e s ig n  (B itn e r , 
1992). L e isu re  se rv ic es  g e n e ra lly  r e q u ire  c u s to m e rs  to  s p e n d  e x te n d e d  
p e r io d s  o f  t im e  in  th e  p h y s ic a l s u r ro u n d in g s  o f  th e  se rv ic e  p ro v id e r  (T u rle y  
a n d  F u g a te , 1992 ). I n  s u c h  c a se s , th e  p e rc e iv e d  q u a li ty  o f  e a c h  se rv ic e sc a p e  
a t t r ib u te  m a y  p la y  a n  im p o r ta n t  ro le  in  d e te rm in in g  w h e th e r  o r  n o t  
c o n s u m e rs  a re  s a tis f ie d , w h ic h  in  t u r n  in flu e n c e s  h o w  lo n g  th e y  d e s ire  to  s ta y  
in  th e  fac ility  a n d  w h e th e r  o r  n o t  th e y  in te n d  to  r e p a t ro n is e  th e  le is u re  
se rv ice  p ro v id e r  (W a k e fie ld  a n d  B lo d g e tt, 1996). I n  th is  s e n se , th e  
s e rv ic e sc a p e  c o n s is t in g  o f  a ll e le m e n ts  b e c o m e s  n o t  o n ly  a n  e s s e n t ia l  p a r t  o f  
th e  e n c o u n te r  a n d  d e liv e ry  p ro c e s s , b u t  a lso  a  v e ry  im p o r ta n t  f a c to r  o f  se rv ic e  
c o n s u m e r  d e c is io n  p ro c e s se s . T h e re fo re , th e  e le m e n ts  t h a t  d e te rm in e  h o te l  
s e rv ic e sc a p e  q u a li ty  n e e d  to  b e  id e n tif ie d  exp lic itly . I n  th is  c h a p te r ,  a  b r ie f  
rev ie w  o f  v a r io u s  a t t r ib u te s  w h ic h  se rv e  to  e n h a n c e  th e  q u a li ty  o f  th e  h o te l  
se rv ic e sc a p e  is  p ro v id e d . T h e n , th e  in f lu e n c e  o f  G e s ta lt  a p p ro a c h  o n  a  
p e rc e p tu a l  im a g e  o f  a  se rv ic e sc a p e  is  p re s e n te d .
4 .2  A ttributes C ontributing to  th e H otel S ervicescape
T h e  a t t r ib u te s  o f  th e  h o te l  s e rv ic e sc a p e  c a n  in c lu d e  a ll t h e  o b je c tiv e  p h y s ic a l 
fa c to rs  t h a t  c a n  b e  c o n tro l le d  b y  th e  h o te l  to  e n h a n c e  o r  c o n s tr a in  e m p lo y e e
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and customer actions. There is an almost endless list of elements such as 
lighting, colour, signage, music, temperature, style of furnishings, layout, 
décor, and so on. The present section focuses on those elements that can be 
easily controlled by management in order to make a positive contribution to 
the customer experience.
4.2.1 Colour
In simple terms colour may be said to be the quality of reflected light from a 
surface or a light source. Colour may be described as having three properties: 
hue, vale and intensity. Hue is the name of colour such as green, red, blue 
and so on. Value denotes lightness or darkness. Intensity is a term for the 
purity of a particular colour.
Figure 4 .1  t h e  Colour W h e e l
The key starting point for understanding colour is the colour wheel which 
illustrates the relationships between colours (see Figure 4.1). It is base on the
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th r e e  p r im a ry  c o lo u rs , re d , y e llo w  a n d  b lu e . T h e  s e c o n d a ry  c o lo u rs  b e tw e e n  
e a c h  p r im a ry  c o lo u r  a re  g re e n , o ra n g e  a n d  v io le t. C o lo u rs  o p p o s ite  o n e  
a n o th e r  o n  th e  w h e e l a re  c a lle d  c o m p le m e n ta ry  c o lo u rs . T h e  c o lo u rs  o n  o n e  
s id e  o f  th e  w h e e l ( re d , o ra n g e , ye llow ) a re  w a rm  a n d  a d v a n c in g  a n d  th o s e  o n  
th e  o th e r  s id e  (g re e n , b lu e , v io le t)  a re  coo l a n d  rec e d in g .
T h e  p sy c h o lo g y  o f  c o lo u r  is  n o w  w e ll-u n d e rs to o d  th a t  d if fe re n t c o lo u rs  a ffe c t 
th e  m in d  a n d  e m o tio n s  in  a  v a r ie ty  o f  w ay s - e .g . b la c k  a n d  d a rk  p u r p le  w ith  
d e p re s s io n ; b lu e  w ith  c o o ln e ss . T h e  p sy c h o lo g ic a l a s p e c t  o f  c o lo u r  c a n  
b e c o m e  p a r t ic u la r ly  im p o r ta n t  in  a  c o m m e rc ia l s i tu a t io n  w h e re  i t  c a n  b e  u s e d  
in  a  m a n ip u la t iv e  w a y  to  c re a te  a  c e r ta in  e n v iro n m e n t  (G ib b s, 2 0 0 5 a ) . I t  m ay , 
fo r  e x a m p le , b e  u s e d  to  p re v e n t  c u s to m e rs  f ro m  s ta y in g  to o  lo n g  in  a  fa s t-  
fo o d  r e s ta u r a n t  o r , co n v e rse ly , sp ec ifica lly  e n c o u ra g e  c u s to m e rs  to  l in g e r  in  a  
m o re  fo rm a l r e s ta u ra n t .
C o lo u r p e rc e p tio n  w ill v a ry , d e p e n d in g  o n  th e  p re v a ilin g  c o n d it io n s  s u c h  a s  
th e  ty p e  o f  l ig h tin g  a n d  w h e th e r  i t  is  n a tu r a l  o r  a rtif ic ia l. C o lo u r p e rc e p tio n  is  
a lso  s u b je c t  to  th e  c o lo u r  r e la t io n s h ip  o f  f ig u re  a n d  b a c k g ro u n d  in  a  g iv en  
s i tu a tio n  (Issa c , 1971). D eep , coo l c o lo u rs  a p p e a r  to  c o n tra s t .  L ig h t, w a rm  
c o lo u rs  t e n d  to  e x p a n d  a n d  in c re a s e  a p p a re n t  s ize  o f  a n  o b je c t, e sp e c ia lly  
w h e n  s e e n  a g a in s t  a  d a rk  b a c k g ro u n d .
T h e  s tr e n g th  o f  a  c o lo u r  is  a lso  a n  im p o r ta n t  fa c to r , fo r  e x a m p le , l ig h t  c o lo u rs  
t e n d  to  re c e d e , w h ile  in te n s e  c o lo u rs  t e n d  to  a d v a n c e  a n d  b e  w e ll d e f in e d  
(Issa c , 1971). L ig h t c o lo u rs  c a n  th e re fo re  b e  u s e d  to  e n h a n c e  th e  s p a c io u s n e s s  
o f  a  ro o m  a n d  in c re a s e  i ts  a p p a re n t  w id th , le n g th  o r  ce ilin g  h e ig h t .  I n te n s e  
c o lo u r  s h o u ld  g e n e ra lly  b e  c o n fin e d  to  f e a tu re  e le m e n ts  a n d  to  s m a ll  a re a s , 
d e p e n d in g  o n  th e  s ize  o r  sc a le  p r in c ip le  fo r  a  g iv en  s i tu a tio n .
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T h e re  a re  fo u r  b a s ic  ty p e s  o f  c o lo u r  sc h em e : m o n o c h ro m a tic , a n a lo g o u s , 
c o m p le m e n ta ry , a n d  m u lt ic o lo u re d  sc h e m e s . T h e  m o n o c h ro m a tic  s c h e m e  is  
o n e  in  w h ic h  m a n y  s h a d e s  o f  a  s in g le  c o lo u r  a re  u se d . V a r ia t io n  is  p ro v id e d  
b y  d if fe re n t  to n e s  o f  t h a t  c o lo u r  a n d  th e  u s e  o f  p a t t e r n  a n d  te x tu re . T h is  
s c h e m e  c a n  c re a te  a  fe e lin g  o f  s p a c io u s n e ss  a n d  p ro v id e s  a  g o o d  b a c k g ro u n d  
fo r  a r t  o b jec ts .
T h e  a n a lo g o u s  c o lo u r  s c h e m e  u s u a lly  h a s  o n e  h u e  in  c o m m o n , s u c h  a s  
y e llo w -o ra n g e , ye llow , a n d  y e llo w -g ree n , w ith  y e llo w  a s  th e  c o m m o n  h u e  
(F e isn e r , 2 0 0 6 ) .  I t  is  u s u a l  fo r  o n e  o f  th e  c o lo u rs  in  s u c h  a  s c h e m e  to  
p re d o m in a te , t h a t  is , to  b e  u s e d  in  g re a te r  a m o u n ts  t h a t  th e  re s t .
T h e  c o m p le m e n ta ry  c o lo u r  s c h e m e  is  u s e d  to  c re a te  a  s tro n g , d r a m a tic  
im p a c t. T h is  c a n  b e  u s e d  e ffec tive ly  in  la rg e  ro o m s . M u ltic o lo u re d  s c h e m e s  
c a n  b e  m a d e  u p  o f  c o n tra s tin g  o r  h a rm o n io u s  c o lo u rs  o r  a  m ix tu re  o f  tw o .
T h e  c o lo u r  s c h e m e  s h o u ld  fo llo w  th ro u g h  th e  w h o le  o f  th e  b u i ld in g , b u t  
c a re fu l c o n s id e ra t io n  s h o u ld  b e  g iv en  to  e a c h  s e p a ra te  a re a  to  c re a te  th e  r ig h t  
a tm o s p h e re  (S m ith , 1978). T h e  c h a n g e  o f  c o lo u rs  f ro m  o n e  ro o m  to  a n o th e r  
a n d  th e  n e e d  to  l in k  sp a c e s  w ith  c a rp e t  c o lo u rs , o r  th e  c o lo u rs  o f  sk ir t in g , 
d o o rs , o r  ce ilin g s , s h o u ld  b e  c o n s id e re d  (S m ith , 1978). I f  th e  p r o p o r t io n s  o f  
th e  sp a c e  a re  u n s a tis fa c to ry , c o lo u r  c a n  b e  u s e d  to  im p ro v e  th e  b a la n c e . F o r  
in s ta n c e , a  t ra d i t io n a l  w a y  o f  o p e n in g  o u t  s m a ll o r  d a rk  s p a c e  is  to  u s e  l ig h t  
c o lo u rs .
A  n u m b e r  o f  s tu d ie s  e x a m in e d  th e  e ffe c ts  o f  c o lo u r. C o lo u r c a n  in f lu e n c e  t im e  
s p e n t  in  th e  s to re  (B ellizzi a n d  H ite , 1992 ), p le a s a n t  fe e lin g s  (B ellizz i a n d  
H ite , 1992), a n d  s to re  im a g e  (C row ly , 1993). B ellizzi a n d  H ite  (1 9 9 2 ) fo u n d  
th a t  w a rm -c o lo u re d  b a c k g ro u n d s  se e m  to  b e  m o re  c a p a b le  o f  e lic it in g
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a t te n t io n  a n d  a t t r a c t in g  p e o p le  to  a p p ro a c h  a  s to re . M o re o v e r, c o lo u r  p lay s  
a n  im p o r ta n t  ro le  in  th e  c u s to m e r ’s  p e rc e p tio n  o f  b r a n d  id e n tity . F o r  e x a m p le , 
p u rp le  is  n o w  b e in g  u s e d  th ro u g h o u t  th e  P re m ie r  T ra v e l I n n  b r a n d  a n d  th e  
o ra n g e  c o lo u r  s c h e m e  is  u s e d  in  e a sy H o te ls , j u s t  a s  a ll th e  o th e r  e a sy G ro u p  
v e n tu re s .
4.2.2 Lighting
L ig h tin g  is  re c o g n is e d  a s  v ita lly  im p o r ta n t  to  c re a te  a tm o s p h e re  a n d  s e t  th e  
m o o d  fo r  th e  p h y s ic a l e n v iro n m e n t. G o o d  lig h tin g  c a n  to ta lly  t r a n s fo r m  a  
sp a c e  b y  e n e rg iz in g  a s  w e ll a s  i l lu m in a tin g  it. C a re fu lly  o rg a n iz e d  l ig h tin g  
p a t te r n s  e m p h a s iz e  a rc h i te c tu ra l  fe a tu re s , p ro v id e  c u e s  to  th e  u s e  a n d  
o r ie n ta t io n  o f  th e  sp a c e  a n d  s u p p o r t  th e  d e s ig n e r ’s  in te n t  (C h in g  a n d  B inggeli,
2 0 0 5 ) .
T h e  s o u rc e  o f  a ll n a tu r a l  d a y lig h t is  th e  s u n . N a tu ra l  l ig h t  e n r ic h e s  o u r  
p e rc e p tio n s  o f  th e  s u r ro u n d in g s . In tro d u c in g  s u n lig h t  in to  a  b u i ld in g  c a n  a lso  
d e c re a se  d e p e n d e n c e  o n  e le c tr ic  lig h tin g , w h ic h  in  t u r n  re d u c e s  e n e rg y .
S to re y  (2 0 0 5 )  d iv id e d  a  l ig h tin g  s c h e m e  in to  th r e e  c a te g o rie s : g e n e ra l  
l ig h tin g , t a s k  lig h tin g  a n d  fe a tu re  o r  a c c e n t l ig h tin g . G e n e ra l l ig h t in g  is  
in te n d e d  to  a c h ie v e  a  g o o d  a ll r o u n d  lev e l o f  l ig h t. T a s k  l ig h t in g  is  d e s ig n e d  
fo r  sp ec ific  n e e d s , s u c h  a s  fo o d  p r e p a r a t io n  in  th e  k itc h e n , o r  a p p ly in g  m a k e ­
u p  in  th e  b a th ro o m . F e a tu re  o r  a c c e n t l ig h tin g  c re a te s  th e  h ig h lig h ts , 
d ire c tin g  a t te n t io n  to  fo ca l p o in ts , d e c o ra tiv e  o b je c ts  o r  a rc h i te c tu ra l  f e a tu re s . 
I n  a d d it io n , th e  u s e  o f  n a tu r a l  a n d  a r tif ic ia l l ig h tin g  is  p e rh a p s  t h e  m o s t  
f lex ib le  a n d  c a n  c e r ta in ly  b e  th e  m o s t  d r a m a tic  a n d  th e a tr ic a l .  T h e  l ig h t in g
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h e lp s  to  c re a te  a  sp e c if ic  a m b ie n c e  a n d  e n a b lin g  th e  m o o d . I t  c a n  rev e a l 
u n e x p e c te d  a s p e c ts  o f  a n  in te r io r ,  in tro d u c in g  a  s e n se  o f  s u rp r is e .
T h e  d e s ig n  o f  n a tu r a l  a n d  a r tif ic ia l l ig h tin g  s h o u ld  b e  c o n s id e re d  in  te r m s  o f  
i ts  e ffec t o n  th e  to ta l  u n i ty  o f  th e  e n v iro n m e n t b e c a u s e  w ith o u t  l ig h t, th e r e  
w o u ld  b e  n o  v is ib le  fo rm , c o lo u r  n o r  a n y  v is ib le  e n c lo s u re  o f  in te r io r  sp a ce . A  
w e ll- lit , b r ig h t  e n v iro n m e n t  w ill p ro m o te  a  s e n se  o f  w e ll-b e in g , c h e e r fu ln e s s  
a n d  c o u rte s y  w h ile , c o n v e rse ly , a  d im ly - lit  e n v iro n m e n t m a y  in d u c e  a n  
a tm o s p h e re  o f  e x p e c ta n c y , m y s te ry  a n d  q u ie tn e s s  ( Issa c , 1971). H o w e v er, i ts  
p o te n t ia l  to  in d u c e  e m o tio n a l  re s p o n s e  s h o u ld  b e  c o n s id e re d  a t  th e  in it ia l  
d e s ig n  s ta g e . T h e  im p a c t  o f  l ig h tin g  w a s  e x a m in e d  b y  B ak e r, Levy, a n d  
G rew a l (1992 ) a n d  B ak e r, G rew al, a n d  P a r a s u r a m a n  (1 9 9 4 ). T h e ir  s tu d ie s  
su g g e s t  t h a t  l ig h tin g  m a y  in flu e n c e  th e  s to re  im a g e . G iffo rd  (1 9 8 8 ) 
in v e s t ig a te d  th e  in f lu e n c e  o f  l ig h tin g  lev e l a n d  ro o m  d é c o r  o n  in te r p e r s o n a l  
c o m m u n ic a tio n  a n d  th e  r e s u l ts  in d ic a te d  th a t  g e n e ra l  c o m m u n ic a t io n  w a s  
m o re  lik e ly  to  o c c u r  in  b r ig h t  e n v iro n m e n ts , w h e re a s  m o re  in t im a te  
c o n v e rs a tio n  o c c u rre d  in  s o f te r  lig h t.
T h e  lig h tin g  d e s ig n  in  h o te ls  w ill b e  g e n e ra lly  in f lu e n c e d  b y  life s ty le  p a t te r n s  
o f  th e  h o s t  c o u n try . B ecau se  th e  a m b ie n c e , c lie n te le , a n d  e v e n  fu n c t io n s  o f  a  
h o te l  c h a n g e  w ith  th e  t im e  o f  d a y  a n d  th e  cycle  o f  s e a so n s , m a n y  d e s ig n e rs  
in c lu d e  lig h tin g  s y s te m s  w ith  a d ju s ta b le  s e tt in g s  (G ee, 1994).
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4.2.3 T em peratu re  an d  H um idity
T h e  c u s to m e r ’s p le a s a n t  m o o d  c a n  b e  a ffe c te d  b y  th e  h o te l ’s  t e m p e ra tu re  a n d  
h u m id i ty  h o w  i t  is  c o n tro lle d . T h e rm a l c o m fo r t  is  s tro n g ly  r e la te d  to  a ir  
te m p e ra tu re ,  h u m id i ty  a n d  c lo th in g  in s u la t io n  p ro p e r t ie s  (G riffith s , 1975). T o  
a c h ie v e  a n d  m a in ta in  th e r m a l  c o m fo rt, g e n e ra lly  th e  h ig h e r  th e  re la tiv e  
h u m id ity  o f  a  sp a ce , th e  lo w e r  th e  a ir  t e m p e ra tu re  s h o u ld  b e  a n d  th e  c o o le r  
th e  m o v in g  a ir  s tr e a m , th e  le s s  v e lo c ity  i t  s h o u ld  b e . T h e  ro o m  te m p e ra tu re  
fo r  h u m a n s  a t  r e s t  is  a t  i ts  m o s t  p le a s a n t  b e tw e e n  18 to  2 0 °C , a n d  w o rk  
b e tw e e n  15 a n d  i8 °C , d e p e n d in g  o n  th e  lev e l o f  a c tiv ity  (B a ich e  a n d  W a llim a n , 
2 0 0 0 ) .  W h e n  te m p e ra tu re s  a re  h ig h e r  t h a n  th is ,  p e o p le  ty p ic a lly  r e p o r t  
d isc o m fo rt, i r r i ta b il i ty  a n d  i f  e x p o s u re  is  p ro lo n g e d , fa tig u e .
A c c o rd in g  to  S zo k o lay  (2 0 0 4 ) , m e d iu m  h u m id ity , R H  (R e la tiv e  H u m id ity )  
3 0 %  to  65% , d o e s  n o t  h a v e  m u c h  e ffec t b u t  h ig h  h u m id i ty  r e s t r ic ts  
e v a p o ra tio n  f ro m  th e  s k in  a n d  in  r e s p ira t io n , w h ils t  v e ry  lo w  h u m id i ty  le a d s  
to  d ry in g  o u t  th e  m u c o u s  m e m b ra n e s  o f  m o u th  a n d  th r o a t  a s  w e ll a s  th e  sk in , 
th u s  c a u s in g  d isc o m fo r t. E ffic ie n t c o n tro l  o f  te m p e ra tu re  a n d  h u m id i ty  le a d s  
to  o p t im u m  ro o m  c o m fo r t a n d  c o n tr ib u te s  to  m a n ’s  o v e ra ll h e a l th  a n d  a b ility  
to  p e rfo rm  w h a te v e r  ta s k s  h e  is  e n g a g e d  in .
4.2.4 H eating, V entilation  an d  A ir conditioning (HVAC)
T h e  p r im a ry  o b jec tiv e  o f  HVAC s y s te m  is  th e  c o m fo r t  a n d  p ra c t ic a li ty  o f  
e n v iro n m e n ts  to  s u i t  th e  n e e d s  o f  h u m a n  a c tiv ity  b y  b a la n c in g  in d o o r  a n d  
o u td o o r  c o n d it io n s  (T an g az , 2 0 0 6 ) .
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T h e  ch o ic e  o f  e n e rg y  s o u rc e  d is t r ib u te  h e a t  w ith in  a  b u i ld in g  c a n  b e  b a s e d  o n  
a m e n ity  a n d  e c o n o m y . A n  effec tive  h e a t in g  sy s te m  e m its  th e  m a x im u m  
a m o u n t  o f  h e a t  fo r  th e  m in im u m  a m o u n t  o f  m a te r ia l  w ith  th e  le a s t  c o s t  o f  th e  
m a te r ia l  p u rc h a s e d .
V e n tila tio n  p ro v id e s  a  s u p p ly  o f  o xygen  a n d  fo r  th e  c irc u la tio n  o f  a ir  to  
c o m b a t  o v e rh e a tin g , p o l lu t io n  o r  sm e ll (T an g az , 2 0 0 6 ) .  H e a tin g , v e n ti la t io n  
a n d  a ir  c o n d it io n in g  a re  re s p o n s ib le  fo r  m o d e ra te  te m p e ra tu re s ,  p ro p e r  
h u m id i ty  leve l a n d  f re s h  c irc u la tin g  a ir . In c re a s in g  v e n ti la t io n  a n d  a ir  
d is t r ib u t io n  is  th e  b e s t  a n d  m o s t  c o s t-e ffe c tiv e  w a y  to  f re s h e n  th e  a ir  in s id e  
m o s t  b u ild in g s .
A n  a ir -c o n d itio n in g  s y s te m  p ro v id e s  a ll-y e a r  c lim a te  c o n tro l  b y  t r e a t in g  a ir  in  
s e v e ra l w ays to  e n s u re  th e r m a l  c o m fo rt. I t  c o n tro ls  th e  te m p e r a tu r e  a n d  
h u m id ity  a s  w ell a s  th e  p u r i ty  i f  th e  a ir .
4.2.5 Music
P la y in g  th e  a p p ro p r ia te  m u s ic  m a y  h e lp  a  h o te l  to  d e v e lo p  a  d e s ira b le  
a tm o s p h e re . A  n u m b e r  o f  s tu d ie s  d isc u s s e d  th e  p ra c t ic a l  a p p lic a t io n s  o f  
m u s ic  in  th e  r e ta i l  m a n a g e m e n t  c o n te x t. R e s e a rc h  su g g e s ts  t h a t  m u s ic  t h a t  is  
p e rc e iv e d  a s  fa v o u ra b le  m a y  in flu e n c e  c o n s u m e rs ’ p e rc e p tio n s  o f  th e  t im e  
s p e n t  w a itin g  (H u i, D u b e  a n d  C h e b a t, 1997), w illin g n e ss  to  b u y  (B a k e r  e t  a l., 
1992), a n d  m o o d  (B ru n e r , 1 9 9 0 ). M a c in n is  a n d  P a rk  (1991) n o te d  t h a t  th e  
p e rc e iv e d  fa v o u ra b le n e s s  o f  m u s ic  d e p e n d s  o n  b o th  th e  p le a s a n tn e s s  o f  th e  
m u s ic  a n d  th e  e x te n t  to  w h ic h  th e  m u s ic  is  p e rc e iv e d  a s  a p p ro p r ia te  fo r  th e  
c o n te x t in  w h ic h  i t  is  p lay ed . T h e  im p a c t  o f  m u s ic  c a n  a lso  b e  m e d i ta te d  b y
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a g e  (Y alch  a n d  S p a n g e n b e rg , 1 9 9 0 ) a n d  m u s ic  te m p o  (M illim a n , 1 9 8 6 ). Y alch  
a n d  S p a n g e n b e rg  (1 9 9 0 ) fo u n d  th a t  y o u n g e r  s h o p p e rs  ( u n d e r  25 ) r e p o r te d  
sp e n d in g  m o re  t im e  s h o p p in g  w h e n  b a c k g ro u n d  m u s ic  w a s  p la y e d . A re n i a n d  
K im  (1993 ) d isc o v e re d  th a t  c u s to m e rs  b o u g h t  m o re  e x p e n s iv e  i te m s  w h e n  
c la ss ica l m u s ic  w a s  p lay e d . M o re  in te re s tin g ly , M illim a n  (1 9 8 2 ) fo u n d  th a t  
m u s ic  in f lu e n c e  b e h a v io u r  e v e n  w h e n  c u s to m e rs  a re  n o t  c o n sc io u s ly  a w a re  o f  
it. M o re o v e r, m u s ic  m a y  in f lu e n c e  e m p lo y e e  p e rfo rm a n c e . A c c o rd in g  to  
H e r r in g to n  a n d  C a p e lla  (1 9 9 6 ), w o rk e rs  t e n d  to  p e rfo rm  b e t t e r  w h e n  th e y  
lik e  th e  m u s ic  b e in g  p lay e d .
A c c o rd in g  to  B u s in e ss  W ire  (2 0 0 7 ) , in  M a rc h  2 0 0 7 , H y a tt  H o te ls  & R e so r ts  
a n n o u n c e d  i ts  n e w  d ig ita l  d o w n lo a d  m u s ic  p i lo t  p ro g ra m m e  a t  H y a tt  
R eg en cy  S c o ttsd a le  R e s o r t  & S p a  a t  G a in e y  R a n c h  a n d  H y a tt  R e g en cy  L o s t 
P in e s  R e s o r t  & S p a  lo c a te d  b e tw e e n  A u s tin  a n d  B a s tro p , T ex as. T h e y  n o w  
o ffe r  u n iq u e , d e s tin a tio n -s p e c if ic  d ig ita l  m u s ic  c o lle c tio n s  so  g u e s ts  c a n  b r in g  
th e i r  tra v e l  e x p e rie n c e  h o m e . G u e s ts  c a n  p u rc h a s e  a n y  o f  th e  c o lle c tio n s  
u s in g  a  c re d i t  c a rd  o r  a  p re -p a id  H y a tt  M u sic  C a rd  a v a ila b le  fo r  s a le  a t  th e  
p ro p e r ty  o r  a t  w w w .h y a tt.c o m . H y a tt  p la n s  to  ro ll  o u t  th e  n e w  p ro g ra m m e  to  
i ts  p ro p e r t ie s  a c ro s s  N o r th  A m e ric a  a n d  th e  C a rib b e a n .
4.2.6 Scent
M o rr in  a n d  R a tn e s h w a r  ( 2 0 0 0 )  d e f in e d  a m b ie n t  s c e n t  a s  s c e n t  t h a t  is  n o t  
e m a n a tin g  f ro m  a  p a r t ic u la r  o b je c t b u t  is  p r e s e n t  in  th e  e n v iro n m e n t. E n g e n  
(1 9 8 2 ) d if fe re n tia te d  a m o n g  sc e n ts  a lo n g  th r e e  d im e n s io n s . T h e se  in c lu d e  th e  
a ffec tiv e  q u a li ty  o f  th e  s c e n t  (e .g ., h o w  p le a s a n t  i t  is ) , i ts  a ro u s in g  n a tu r e  (e .g .,
87
h o w  lik e ly  i t  is  to  ev o k e  p h y s io lo g ica l re s p o n s e ) , a n d  i ts  in te n s i ty  (e .g ., h o w  
s tro n g  i t  is).
L ev in  a n d  M c B u rn ey  (1 9 8 6 ) fo u n d  t h a t  th e  p le a s a n tn e s s  o r  u n p le a s a n tn e s s  o f  
s c e n ts  p ro d u c e d  a p p ro a c h /a v o id a n c e  b e h a v io u rs . L o rig  a n d  S c h w a rtz  (1 9 8 8 ) 
s tu d y  in d ic a te  t h a t  s c e n ts  c a n  a ffe c t a ro u s a l  lev e ls . T h e  in te n s ity  d im e n s io n  o f  
s c e n t  r e la te s  n e g a tiv e ly  to  s c e n t  e v a lu a tio n s  s u c h  th a t  a s  s c e n t  b e c o m e s  
s tro n g e r  in  in te n s ity , r e a c tio n s  to  i t  b e c o m e  m o re  n e g a tiv e  (H e n io n , 1971). 
H o w e v er, S p a n g e n b e rg , C row ley  a n d  H e n d e r s o n  (1 996 ) a rg u e  t h a t  th e  
re la t io n s h ip  b e tw e e n  s c e n t  in te n s i ty  a n d  a ffec tiv e  re a c tio n s  d e p e n d  o n  h o w  
p le a s in g  th e  s c e n t  is. S p a n g e n b e rg  e t  a l. (1 9 9 6 ) a lso  fo u n d  t h a t  th e  p re s e n c e  
o f  a  s c e n t  h a d  a  p o s itiv e  e ffec t o n  th e  e v a lu a tio n  o f  th e  e n v iro n m e n t.
M a n y  h o te ls  t r y  to  d e v e lo p  a  s ig n a tu re  b r a n d  s c e n t  t h a t  re f le c ts  th e  b r a n d  
v a lu e s  to  c re a te  p o s itiv e  m e m o r ie s  a n d  lo y a lty . Z e m k e  a n d  S h o e m a k e r  (2 0 0 7 )  
n o te  t h a t  i f  a  c u s to m e r  sm e lls  th e  s ig n a tu re  s c e n t  a t  a  lo c a t io n  a w a y  f ro m  th e  
b u s in e s s ’ p re m ise s , th e  s c e n t  m ig h t  t r ig g e r  a  re c a ll  f u n c t io n  w h e re  th e  
c u s to m e r  w o u ld  th e n  re c a ll  th e  b u s in e s s ’s n a m e  a n d  se rv ic es . M a r r io t t  fu ll-  
se rv ic e  h o te ls , R e n a is s a n c e  a n d  P a rk  H y a tt, fo r  e x a m p le , h a v e  im p le m e n te d  a  
s c e n t  p ro g ra m m e  a n d  a re  se llin g  a ro m a  s tic k s , c a n d le s , p o tp o u r r i  a n d  s p ra y s  
w h ic h  a re  a v a ilab le  in  h o te ls  a n d  o n lin e  to  a llo w  th e i r  g u e s ts  to  ta k e  th e  s c e n t  
h o m e .
4.2.7 Noise
T h e  e n v iro n m e n t  fo r  th e  g u e s t  is  a lso  e n h a n c e d  b y  th e  c o n tro l  o r  e l im in a tio n  
o f  u n w a n te d  s o u n d s  th a t  c o u ld  d is tu r b  th e  g u e s t’s  e x p e r ie n c e  (S tip a n u k ,
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2 0 0 2 ) . A s n o ise  is  a  su b je c tiv e  p h e n o m e n o n , th e  o n ly  m e a n in g fu l d e f in itio n  
o f  n o ise  is  ‘u n w a n te d  s o u n d ’. D ec ib el (dB ) is  a  u n i t  fo r  e x p re s s in g  in te n s ity  o f  
so u n d s . A c c o rd in g  to  S zo k o lay  (2 0 0 4 ) , u p  to  65  dB , n o ise  m a y  c re a te  
a n n o y a n c e  b u t  th e  r e s u l t  is  o n ly  p sy ch o lo g ica l. A bove  th is  leve l, h o w e v e r, 
p h y s io lo g ica l e ffec ts  s u c h  a s  m e n ta l  a n d  b o d ily  fa tig u e  m a y  o cc u r. I n  h o te ls , 
s o u n d  in s u la tio n  b e tw e e n  ro o m s  is  im p o r ta n t .  I t  is  e q u a lly  im p o r ta n t  to  
id e n tify  n o ise  a re a s  im m e d ia te ly  b e lo w  o r  o v e rlo o k e d  b y  b e d ro o m s  (W ylson , 
1976).
4.2.8 Acoustics
A c o u s tic  p la n n in g  s h o u ld  e n s u re  t h a t  o p t im u m  a u d ib le  c o n d it io n s  a re  
c re a te d  fo r  p e o p le  in  ro o m s  w h e re  s p e e c h  a n d  m u s ic  a re  to  b e  c a r r ie d  o u t  
(B a ich e  a n d  W a llim a n , 2 0 0 0 ) .  I n te r io r  su rfa c e s  in c lu d in g  ce iling , w a lls  a n d  
f lo o r  f in ish e s  a c c o u n t  fo r  m a in ta in in g  a c o u s tic s . T h e  fo rm  a n d  te x tu r e  o f  th e  
c e ilin g  c a n  h a v e  a  s ig n if ic a n t im p a c t  o n  th e  ro o m ’s a c o u stic s . T h e  s m o o th , 
h a r d  su rfa c e s  o f  m o s t  ce ilin g  m a te r ia ls  re f le c t  a irb o rn e  s o u n d  w ith in  a  sp a ce . 
T h e re fo re , re f lec tiv e  a n d  a b s o rb e n t  m a te r ia ls  a ffe c t th e  a c o u s tic a l q u a li t ie s  o f  
a  ro o m  s h o u ld  b e  c o n s id e re d .
4.2.9 Layout
C u s to m e rs  m o v e  f ro m  p a rk in g  a re a s , th ro u g h  th e  e n tr a n c e  a n d  re c e p tio n , 
a n d  th e n  to  lif ts , s ta irc a s e  o r  c o rr id o rs  le a d in g  to  b e d ro o m s  o r  p u b lic  ro o m s . 
T h e re fo re , o n e  o f  th e  m o s t  im p o r ta n t  d e s ig n  ta s k s  fo r  th e  h o te l  s e rv ic e sc a p e
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is  to  a llo c a te  th e  d e s ir e d  sp a c e s  fo r  th e  v a r io u s  r e q u ir e d  a c tiv itie s . L a y o u t 
in v o lv es  th e  e ff ic ie n t a n d  p ro d u c tiv e  u s e  o f  sp a ce . M o re o v e r, la y o u t  m a y  
d e c re a s e  c u s to m e r  s e a rc h  t im e , in c re a s e  se rv ic e  c o n s is te n c y  a n d  fa c ili ta te  
c u s to m e r  o r ie n ta t io n  w ith in  th e  se rv ic e  d e liv e ry  sy s te m  (C h a se  a n d  H ay e s ,
1991).
In  in te r io r  d e s ig n , th e  p r o p o r t io n a l  r e la t io n s h ip s  b e tw e e n  th e  f u rn i tu r e  a n d  
b e tw e e n  th e  e le m e n ts  a n d  th e  s p a tia l  fo rm  a n d  e n c lo s u re  s h o u ld  b e  
c o n s id e re d . T h e  w a y  fu rn i tu r e  a n d  e q u ip m e n t  a re  a r r a n g e d  in  a  ro o m  w ill 
a ffec t h o w  th e  sp a c e  is  u s e d  a n d  p e rc e iv e d .
T h e  c la r ity  o f  la y o u t  is  a lso  im p o r ta n t  to  th e  g e n e ra l  e ff ic ie n t r u n n in g  o f  th e  
h o te l  b o th  in  th e  T ro n t-o f - th e -h o u s e ’ a n d  ‘b a c k -o f - th e -h o u s e ’. D in in g  ro o m s  
a n d  m e e tin g  ro o m s  s h o u ld  b e  n e a r  a n d  o n  th e  s a m e  lev e l a s  th e  k itc h e n , i f  
p o ss ib le . I n  m o s t  c a se s  i t  is  n e c e s s a ry  to  p ro v id e  se rv ic es  w h ic h  w ill m e e t  th e  
p e a k  d e m a n d s , w i th o u t  ex cessiv e  d e la y  o r  w a itin g  t im e  (L aw so n , 1995). T h e  
la y o u t  o f  r e s ta u ra n ts ,  fo r  e x a m p le , s h o u ld  b e  re la te d  to  se rv ic e  access .
4.2.10 Crowding
C ro w d in g  is  a  p sy c h o lo g ic a l s ta te  t h a t  o c c u rs  w h e n  n e e d s  fo r  sp a c e  e x c e e d  th e  
av a ilab le  su p p ly  (S to k o ls , 1972). C ro w d in g  c a n  b e  d e f in e d  in  te r m s  o f  c h a n g e s  
in  th e  n u m b e r  o f  p e o p le  p e r  u n i t  o f  sp a c e  (so c ia l d e n s ity )  o r  c h a n g e s  in  th e  
a m o u n t  o f  a re a  p ro v id e d  fo r  a  g iv en  n u m b e r  o f  p e o p le  (s p a t ia l  d e n s ity ) . T h e  
d iffe re n c e  is  w h e th e r  th e  c ro w d e d  p e r s o n  p e rc e iv e s  th e  c ro w d in g  a s  d u e  to  
to o  m a n y  p e o p le  o r  a s  d u e  to  to o  l i t t le  sp a c e  (R u sse ll a n d  S n o d g ra ss , 1987).
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C ro w d in g  is  f re q u e n tly  a c c o m p a n ie d  b y  n e g a tiv e  a ffec t, in c lu d in g  r e p o r ts  o f  
te n s io n , a n x ie ty  a n d  s tr e s s  (B a u m  a n d  P a u lu s , 1987).
A lth o u g h  c ro w d in g  is  a  p sy c h o lo g ic a l r a th e r  t h a n  a  p h y s ic a l c o n d it io n  a n d  
th e re fo re  i t  is  in d iv id u a lis t ic  a n d  su b je c tiv e , d e s ig n  m a y  d e c re a s e  p e rc e p tio n s  
o f  sp a c e  c o n fin e m e n t. S e v e ra l s tu d ie s  h a v e  sh o w n  th a t  b r ig h tn e s s  f ro m  w alls , 
c o lo u rs , n a tu r a l  l ig h t  o r  a r tif ic ia l l ig h t  le a d s  to  le s s  p e rc e iv e d  c ro w d in g  
(S c h iffe n b a u e r, 1979; M a n d e l, B a ro n  a n d  F ish e r , 1 9 8 0 ).
4.2.11 Privacy
A s K o p ec  (2 0 0 6 )  s u g g e s te d , w in d o w s , g o o d  in s u la tio n , th e  u s e  o f  s ig n s  su c h  
a s  “o c c u p ie d /v a c a n t” o r  “d o  n o t  d i s tu r b ”, a n d  f u rn i tu r e  a r r a n g e m e n ts  t h a t  
in c re a s e  c o n v e rs a tio n a l p r iv a c y  c a n  e n s u re  c u s to m e rs ’ d e s ire d  lev e ls  o f  
p riv acy .
Size, lo c a tio n , a n d  d e g re e  o f  s t im u lu s  iso la tio n  o f  in te r io r s  in f lu e n c e  th e  
e ffe c tiv en e ss  o f  b u ild in g s  to  p ro v id e  p r iv a c y  (E v a n s  a n d  M cC oy, 1 998 ). 
F u r n i tu r e  a r r a n g e m e n ts  c a n  a ffe c t so c ia l in te r a c t io n  b y  m o v e a b le  
c o m p o n e n ts , p ro v is io n  o f  c o m fo r ta b le  in te rp e r s o n a l  d is ta n c e s  a n d  e a s e  o f  eye  
c o n ta c t. F o r  in s ta n c e , W y lso n  (1976) n o te d  t h a t  th e  d e g re e  o f  i s o la tio n  o f  
in d iv id u a l ta b le s  a n d  th e  a r r a n g e m e n ts  o f  ta b le s  a n d  c h a ir s  c a n  h e lp  to  
e s ta b l is h  a p p ro p r ia te  in te rp e r s o n a l  sp a c in g .
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4 .2.12 Furniture
F u r n itu r e  m a y  b e  u s e d  fo r  a  h o te l  fo r  m a n y  re a s o n s . A lth o u g h  th e  m a jo r ity  o f  
f u rn i tu r e  is  u s e d  p r im a r i ly  fo r  fu n c t io n a l  re a s o n s , a  c e r ta in  i te m  m a y  b e  
a c q u ire d  a s  a  fo ca l p o in t  in  a  ro o m , o th e r  i te m s  m ig h t b e  b o u g h t  in  o rd e r  to  
d e v e lo p  a  th e m e , o th e r s  fo r  p re s t ig e  o r  in v e s tm e n t .
F u rn is h in g s  m a k e  in te r io r s  h a b ita b le  b y  p ro v id in g  c o m fo r t  a n d  u t i l i ty  in  th e  
ta s k s  a n d  ac tiv itie s . O u r  b o d ie s  w ill te l l  u s  i f  a  c h a ir  o r  ta b le  is  u n c o m fo r ta b le  
o r  to o  h ig h . H u m a n  fa c to rs , th e re fo re , a re  a  m a jo r  in f lu e n c e  o n  th e  fo rm  a n d  
sc a le  o f  fu rn i tu re . I n  a d d it io n  to  fu lf illin g  sp ec ific  fu n c tio n s , th e  ch o ic e  o f  
f u rn i tu r e  w ill d e p e n d  o n  i ts  s ty le  a n d  w h e th e r  i t  w ill f i t  a n d  w o rk  
sa tis fa c to r ily  in  th e  a c tu a l  sp a ce . F u r n i tu r e  is  o f te n  so  v is ib ly  in  th e  
fo re g ro u n d  o f  th e  in te r io r s  t h a t  i ts  d e s ig n  m u s t  b e  c o n s id e re d  n o t  o n ly  a s  a n  
in g re d ie n t  in  th e  d e s ig n e r ’s  to ta l  s c h e m e  b u t  a lso  o n  i ts  o w n  a r t is t ic  m e r its . 
L ike a rc h i te c tu re  a n d  in te r io r  d e s ig n  th e m s e lv e s , f u rn i tu r e  se rv e s  a  p ra c tic a l  
fu n c t io n  a s  w e ll a s  a n  a e s th e tic  o n e , so  t h a t  f u rn i tu r e  d e s ig n  is  a  c o m p le x  a r t  
o f  c o m p ro m ise  b e tw e e n  u s e  a n d  b e a u ty  a n d  o f  s e a rc h in g  fo r  s o lu t io n s  t h a t  
s a tis fy  b o th  d e m a n d s  a t  o n c e  (A b e rc ro m b ie , 1 9 9 0 ).
A n  in te g ra l  p a r t  o f  a n y  sc h e m e  is  th e  s e le c tio n  o f  f u rn i tu r e  w h ic h  c a n  b e  a  
g o o d  s o lu tio n  w h e n  sp a c e  is  a t  a  p re m iu m . F u r n i tu r e  t h a t  rec e iv e s  in te n s iv e  
u s e  lik e  h o te ls  r e q u ire  d u ra b le  a n d  w e ll-c o n s tru c te d  fu rn is h in g s  a n d  a ll i te m s  
m u s t  c o n firm  to  f ire  re g u la tio n s .
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4.2.13 W indow s an d  D oors
T h e  d e s ig n , sp e c if ic a tio n , a n d  d e ta ilin g  o f  a  d o o r  c a n  h a v e  s e r io n s  
c o n se q u e n c e s  fo r  fu n c t io n a l  c o n s id e ra t io n s  s u c h  a s  a c c e ss ib ility  a n d  s o u n d  
tra n s m is s io n . D o o rs  g ive  a c ce ss  b e tw e e n  sp a c e s , p ro v id e  s e c u r i ty  a n d  p riv acy , 
a n d  h e lp  a d m it  l ig h t  a n d  v e n ti la te  in te r io r  sp a c e s  (T an g az , 2 0 0 6 ) .  A  d o o r  a lso  
c a n  b e  a  m a jo r  p a r t  o f  d e s ig n  e x p re s s io n . W in d o w s  a llo w  u s  to  gaze  th ro u g h  
th e  eyes o f  th e  b u ild in g , le t t in g  in  l ig h t  a n d  a ir , w h ile  sh ie ld in g  a g a in s t  n o ise  
a n d  w e a th e r . P re v io u s  s tu d ie s  h a v e  s u g g e s te d  th a t  w in d o w s  p o s itiv e ly  
in f lu e n c e  p e rc e p tio n s  o f  s p a tia l  d e n s ity . K aye a n d  M u rra y  (1 9 8 2 ) fo u n d  th a t  
ro o m s  w ith  w in d o w s  h a v e  m o re  a p p e a l. B u tle r  a n d  S te u e rw a ld  (1991) s tu d y  
sh o w s t h a t  p e o p le  t e n d  to  p re fe r  w in d o w s  in  s m a lle r  ro o m s  to  b e  
p ro p o r t io n a te ly  la rg e r . W in d o w s  c o m e  in  a  v a r ie ty  o f  s ty le s , in c lu d in g  fix ed , 
c a se m e n t, s lid in g , d o u b le  h u n g  o r  s a sh , a n d  p iv o tin g  ty p e s . V iew ed  f ro m  th e  
in s id e , w in d o w s  a re  a  l in k  b e tw e e n  p r iv a te  sp a c e  a n d  th e  o u ts id e . F ro m  th e  
o u ts id e , th e y  a re  th e  d is t in c tiv e  f e a tu re  o f  th e  b u ild in g s  (S te v e n so n , 2 0 0 2 ) .
4.2.14 C urtains an d  Blinds
C u r ta in s  a n d  b l in d s  c a n  a d ju s t  fo r  p r iv a c y  n e e d s  a n d  v a ry in g  l ig h t  lev e ls , 
a b s o rb  s o u n d  a n d  p ro v id e  th e r m a l  in s u la tio n . T h e  c h o ic e  o f  fa b r ic  fo r  
c u r ta in s  w ill d e p e n d  o n  th e  s ty le  o f  t r e a tm e n t  a n d  th e  a m o u n t  o f  l ig h t  a n d  
p riv a c y  re q u ire d . D re ss  c u r ta in s  a re  a  g o o d  s o lu t io n  to  a v o id  h e a t  lo ss . 
B la c k o u t c a n  b e  u s e fu l  in  b e d ro o m s  o r  p ro v id e d  w ith  a  w o rk in g  b l in d .
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B lin d s  o r  s h u tte r s  a r e  a lso  g o o d  ch o ic e s  fo r  w in d o w  c o v e rin g s , c o n tro llin g  
l ig h t  a n d  g iv ing  p r iv a c y  w ith o u t  o b s c u r in g  th e  a rc h i te c tu ra l  f e a tu re s . B lin d s  
in c lu d in g  R o m a n , w o o d e n , ro lle r  a n d  s p e c ia lis t  v a r ie tie s  a re  o f te n  u s e d  to  
im p a r t  a  fee lin g  o f  s im p lic ity  in  a n  in te r io r .
4.2.15 Fabrics
F a b r ic s  a re  im p o r ta n t  w h e n  i t  c o m e s  to  d e f in in g  th e  c h a ra c te r  o f  a n  in te r io r  
sc h e m e . B efo re  se le c tin g  th e  fa b ric , to  a s se s s  th e  fu n c tio n , s ty le  a n d  m o o d  o f  
e a c h  a re a  a n d  th e  a m o u n t  o f  w e a r  a n d  t e a r  t h a t  th e  fa b r ic  is  lik e ly  to  rec e iv e  
is  n e e d e d . D iffe re n t fa b r ic s  w ill s u i t  d if f e re n t  lo c a tio n s , a n d  th is  is  a n  id e a l  
o p p o r tu n i ty  to  in tro d u c e  d if fe re n t  te x tu re , to o  (G ib b s, 2 0 0 5 a ) . T h e re  is  a  v a s t  
r a n g e  to  c h o se  f ro m , in c lu d in g  n a tu r a l  f ib re s  s u c h  a s  c o tto n , l in e n , s ilk  a n d  
w oo l, m a n -m a d e  f ib re s  a n d  s y n th e t ic  f ib re s  l ik e  acry lic , n y lo n  a n d  p o ly e s te r . 
N a tu ra l  fa b r ic s  s u c h  a s  c o tto n , s ilk  a n d  w o o l a re  p le a s in g  b e c a u s e  th e y  a p p e a r  
raw , u n re f in e d  a n d  fo rm a l in  th e i r  m a te r ia l  q u a li tie s  (T a n g az , 2 0 0 6 ) .  
M o d e rn  s y n th e t ic  f ib re s  h a v e  b e e n  r e in tro d u c e d  fo r  th e i r  in te r e s t in g  s u rfa c e  
q u a li t ie s  a s  w ell a s  th e i r  p ra c tic a l  b e n e f its .
4.2.16 Texture
M a n y  sc h e m e s  w ill s e e m  life le ss  i t  th e r e  is  a n  in su ff ic ie n t  a m o u n t  o f  te x tu r a l  
c o n tra s t .  A  c o m p le te ly  ‘f la t ’ s c h e m e  o f  m a te r ia ls  w ill a p p e a r  d u ll. Y e t b y  
ju x ta p o s in g  c o n tra s tin g  te x tu re s , e x c ite m e n t in  a  s c h e m e  w ill b e  c re a te d  
(P re tty , 2 0 0 5 ) . M o s t d e c o ra tiv e  sc h e m e s  b e n e f i t  f ro m  th e  in c lu s io n  o f  a t  le a s t
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th r e e  d if fe re n t  te x tu re s  fo r  v a r ie ty  a n d  in te r e s t .  T e x tu re  c a n  a lso  h a v e  a  b ig  
in f lu e n c e  o n  h o w  c o lo u r  is  p e rc e iv e d  b e c a u s e  o f  th e  w a y  m a te r ia ls  a b s o rb  a n d  
re f le c t l ig h t. A  m a t t  m a te r ia l  s u c h  a s  v e lv e t o r  e m u ls io n  p a in t ,  fo r  in s ta n c e , 
w ill a b s o rb  lig h t, r e n d e r in g  i t  d a rk e r .
4.2.17 Walls
W a lls  a re  e s se n tia l  a rc h i te c tu ra l  e le m e n ts  o f  a n y  b u ild in g  a n d  g o v e rn  th e  s ize  
a n d  s h a p e  o f  a  ro o m . T h e y  p ro je c t  v e rtic a lly  w ith in  in te r io r  s p a c e s  p ro v id e  
p la n e s  o f  e n c lo s u re  a n d  d iv is io n . W a lls  a lso  p ro v id e  a  b a c k g ro u n d  fo r  ro o m  
fu rn is h in g s . I f  s m o o th  a n d  n e u tr a l  in  c o lo u r , fo r  in s ta n c e , th e y  se rv e  a s  
p a s s iv e  b a c k d ro p s  fo r  o th e r  e le m e n ts  s u c h  a s  fu rn i tu re .  W a lls  c a n  a d d  
a n o th e r  d im e n s io n  to  th e  sp a ce , g iv in g  d e p th  a n d  r ic h n e s s  o r  a n  e x tra  
lu m in o s ity .
W a ll te x tu re s  c a n  e n h a n c e  o r  d im in is h  a tm o s p h e re  o f  h o te ls . W a lls  c a n  b e  
f in is h e d  in  a  v a r ie ty  o f  m a te r ia ls  s u c h  a s  p a p e r , v in y l w a ll c o v e rin g s , s ilk , 
w o o l, re f lec tiv e  p a p e rs , a n d  so  o n  b u t  b e fo re  a  w a ll co v e rin g  is  se le c te d , 
th e r e  a re  s e v e ra l p o in ts  to  c o n s id e r , in c lu d in g  th e  c o n d it io n  o f  th e  e x is tin g  
w a ll su rfa c e . P a in t  w ill in tro d u c e  c o lo u r  a n d  i t  is  re la tiv e ly  in e x p e n s iv e . U s in g  
fa b r ic  o n  th e  w a lls  c a n  in tro d u c e  a  fe e lin g  o f  lu x u ry  in to  a n  in te r io r  a n d  a d d  
te x tu r e  to  a  sc h e m e . W a llp a p e r  c a n  in tro d u c e  p a t te rn ,  w h ic h  c a n  b e  u s e d  to  
c re a te  a  m o o d  o r  p e r io d  s ty le  (G ib b s, 2 0 0 5 a ) .  D ra m a tic , o v e r-s c a le d  p a t t e r n  
c a n  b e  u s e d  to  g re a t  e ffe c t o n  j u s t  o n e  w a ll. T e x tu ra l  m a te r ia ls  s u c h  a s  w o o d , 
s to n e , b r ic k  a n d  c o n c re te  c a n  c re a te  a  s e n s e  o f  p e rm a n e n c e  a n d  a  r ic h ly  
n e u tr a l  b a c k g ro u n d  (S te v e n so n , 2 0 0 2 ) .  W a lls  m a d e  f ro m  g la ss  o r  o th e r
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t r a n s lu c e n t  m a te r ia ls  c a n  m a k e  m o re  u s e  o f  th e  e x is tin g  a re a  a n d  g ive a  
fee lin g  o f  o p e n n e ss .
4.2.18 Floor coverings
A fte r  th e  w a lls , th e  f lo o r  is  th e  la rg e s t  s u rfa c e  in  a  ro o m . T h e  f lo o r  sp a c e  
d e fin e s  th e  h o r iz o n ta l  p la n e  w ith in  th e  in te r io r .  T h e  f lo o r  c o v e rin g  w ill a ffec t 
th e  s ty le , m o o d  a n d  d e c o ra tio n  o f  th e  w h o le  ro o m  a n d  i t  o ffe rs  a n  o p p o r tu n i ty  
to  in tro d u c e  te x tu re . T h e  p a t t e r n  o f  f lo o r  c a n  b e  u s e d  to  d e fin e  a re a s , su g g e s t 
p a th s  o f  m o v e m e n t, o r  s im p ly  p ro v id e  te x tu r a l  in te r e s t .  A  c o n tin u o u s  f lo o r  
m a te r ia l  c re a te s  a  sp a c io u s  o p e n -p la n  fee l a n d  a llo w s th e  eye  to  t ra v e l  a lo n g  
th e  sp a ce .
F lo o rin g  c a n  b e  c la ss if ied  in to  tw o  m a in  g ro u p s :  h a r d  f lo o r  f in is h e s  a n d  so ft 
f lo o r  f in ish e s . T h e  h a r d  f lo o r  f in is h e s  h a v e  th e  g re a t  a d v a n ta g e  o f  g iv in g  
m a x im u m  w e a r  re s is ta n c e . T ra d it io n a l  ty p e s  o f  th e m  a re  te r r a c o t ta ,  m a rb le , 
w o o d  a n d  c e ra m ic  tile s . N a tu ra l  h a r d  f lo o r  m a te r ia ls  a re  o f te n  o f  v e ry  h ig h  
q u a li ty  a n d  c o n tr a s t  w ell w ith  s o f t  f lo o r  f in ish e s . W h e re  h e a v y  tra f f ic  is  
e x p e c te d  th e y  c a n  w ith s ta n d  w e a r  b e t t e r  t h a n  a n y  o th e r  ty p e  o f  s u rfa c e  
(S m ith , 1978).
S o ft f lo o r  c o v e rin g s  c o n s is t  p r im a r i ly  o f  c a rp e ts  a n d  ru g s . T h e  u s e  o f  s o f t  f lo o r  
c o v e rin g s  c a n  h e lp  to  re d u c e  a n  e x p e n d itu re  o n  o th e r  a c o u s tic  m a te r ia ls  
b e c a u s e  c a rp e ts  a n d  ru g s  a b s o rb  s o u n d , re d u c e  im p a c t  n o ise .
S o m e  p o in ts  to  c o n s id e r  w h e n  c h o o s in g  a  f lo o r  co v e rin g  a re  e x p e c te d  tra ff ic , 
v isu a l a p p e a ra n c e , f ire  r e s is ta n c e , a c o u s tic s  a n d  d u ra b il ity . M o re o v e r , 
d if fe re n t  a re a s  h a v e  d if fe re n t r e q u ire m e n ts . T h e  f lo o r  c o v e rin g  o f  b a th r o o m s
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s h o u ld  b e  n o n -s lip , r o t  r e s is ta n t  a n d  h y g ie n ic  (G ib b s, 2 0 0 5 a ) . T e x tu re d , 
u n g la z e d  t i le s  a re  o n e  o f  th e  s a fe s t  h a r d  f lo o r  o p tio n s . M a n y  p e o p le  o p t  fo r  
th e  w a rm th  a n d  c o m fo r t  o f  a  c a rp e t  o r  n a tu r a l  f lo o r in g  fo r  b e d ro o m s . F o r  
lo b b y , a  s to n e  f lo o r  c a n  g ive a  h ig h  q u a li ty  f in is h  b u t  a  h ig h -g ra d e  c a rp e t  c a n  
in tro d u c e  a  fee l o f  lu x u ry  a n d  a b s o rb  s o u n d  (G ib b s, 2 0 0 5 a ) .
T h e  d e s ig n e r  m u s t  b e  fa m ilia r  w ith  th e  g r e a t  v a r ie ty  o f  f lo o r  ty p e s , f in ish e s  
a n d  p a t te r n s  in  o r d e r  to  sp e c ify  a n d  d e ta i l  a rc h i te c tu ra l  f lo o r in g  p ro p e r ly  (D e 
C h ia ra , P a n e ro  a n d  Z e ln ik , 2 0 0 1 ).
4.2.19 Finishing Touches
T h e  f in a l d e ta ils  a re  v e ry  im p o r ta n t  a n d  th e y  s h o u ld  b e  c a re fu lly  c h o s e n  a n d  
d isp la y e d . D e c o ra tiv e  o b je c ts  a c c e sso rie s  p ro v id e  a  sp a c e  w ith  a e s th e tic  
e n r ic h m e n t . . T h e  h ig h e r  th e  q u a li ty  o f  th e  f in is h in g  to u c h e s , th e  h ig h e r  th e  
d e g re e  o f  lu x u ry  th e  e s ta b l is h m e n t  is  p e rc e iv e d  to  o ffe r. D e ta ils  c a n  a p p e a r  
in c o n g ru o u s  i f  t h a t  a re  n o t  in  k e e p in g  w ith  th e  o v e ra ll sc h e m e . T h e  s e le c tio n  
o f  th e s e  f in ish in g  to u c h e s  a lso  a llo w s th e  d e s ig n e r  th e  o p p o r tu n i ty  to  ta k e  th e  
c o m p a n y  b r a n d in g  f u r th e r  b y  p e rh a p s  in c lu d in g  d isp la y s  o r  p h o to g ra p h s  o f  
th e  c o m p a n y ’s p ro d u c ts  o r  r e la te d  i te m s  (G ib b s, 2 0 0 5 a ) . A c c e sso rie s  s h o u ld  
b e  s e le c te d  to  s u p p o r t  th e  d e s ig n  c o n c e p t  a n d  re in fo rc e  d e s ig n  p r in c ip le s  
s u c h  a s  rh y th m , b a la n c e , te x tu r e  a n d  p a t te r n .  I n  se le c tin g  s u ita b le  f it t in g s , 
m a n y  c r i te r ia  s u c h  a s  m a te r ia l,  c o lo u r  a n d  ty p e  a s  w ell a s  s h a p e , d im e n s io n s  
a n d  s ty le  o f  a c c e sso rie s  a lso  n e e d  c o n s id e ra t io n  ( J o n e s  a n d  P a u l, 1985 ). 
A t te n t io n  to  ev en  th e  s m a lle s t  d e ta ils , s u c h  a s  th e  ch o ic e  o f  d o o r  h a n d le s ,  
k n o b s , w in d o w  c a tc h e s , l ig h t  sw itc h e s  a n d  s o c k e t p la te s , m a k e s  a ll th e
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d iffe re n c e  to  th e  su c c e ss  o f  a  sc h e m e . A t o n e  e n d  o f  th e  s p e c tru m  a re  h o te l  
e s ta b l is h m e n ts  w ith  s im p le , p la in  d é c o r  a n d  in e x p e n s iv e  fu rn is h in g s  a n d  
f in is h in g  m a te r ia ls . A t th e  o th e r  a re  th e  e le g a n t lu x u ry  a c c o m m o d a tio n s , 
w h e re  h ig h ly  sk ille d  in te r io r  d e c o ra to r s  a re  h i r e d  to  p la n  th e  d é c o r  a n d  to  
se le c t e a c h  i te m  w ith  g re a t  c a re  (D ittm e r , 2 0 0 2 ) .
4.2.20 Exterior
A n o th e r  im p o r ta n t  c o n s id e ra t io n  to  a t t r a c t  c u s to m e r  is  to  e n h a n c e  th e  
a p p e a ra n c e  o f  th e  h o te l  e x te r io r . H o te lie rs  t e n d  to  fo cu s  o n  re n o v a tin g  th e  
in s id e  o f  a  h o te l , b u t  o f te n  ig n o re  th e  o u ts id e . H o w ev er, th e  e x te r io r  s h o u ld  
a lso  b e  p le a s in g  a n d  in d u c e  a p p ro a c h  b e h a v io u rs  b e c a u s e  i t  is  th e  f i r s t  s e t  o f  
c u e s  s e e n  b y  a  c u s to m e r  (T u rle y  a n d  M illim a n , 2 0 0 0 ) .  A ttra c tiv e  e x te r io rs  
c a n  b e  a c h ie v e d  w ith  la n d s c a p in g , fa c in g  m a te r ia ls  o n  th e  b u ild in g  a n d  c o lo u r. 
F ir s t  im p re s s io n s  a re  f ix e d  b y  th e  e n try , b o th  th e  d riv e w a y  a n d  th e  p o r te -  
co c h e re . C le a n lin e ss  a n d  m a in te n a n c e  o f  g ro u n d s , w in d o w s  a n d  o u td o o r  
s ig n s  s e t  th e  g u e s ts ’ e x p e c ta tio n s  (V a llen  a n d  V a llen , 2 0 0 5 ) . A rc h ite c tu ra l  
h ig h lig h ts  a n d  th e  r ig h t  f in is h e s  o n  th e  o u ts id e  m a y  b e  is  a  v ita l  n e c e s s i ty  to  
m a k e  a  g u e s t 's  f i r s t  im p re s s io n  a n d  e x p e r ie n c e  a s  g o o d  a s  p o ss ib le .
4.2.21 Signage
S ig n ag e  m ig h t h e lp  to  e s ta b lis h  a  c o m m o n  u n d e rs ta n d in g  o f  a p p ro p r ia te  
c o n d u c t a m o n g  c u s to m e rs . S igns a n d  sy m b o ls  a re  a n  im p o r ta n t  a s p e c t  o f  
m e rc h a n d is in g  se rv ic e  to  id e n tify  th e  h o te l , p ro v id e  in fo rm a t io n  a n d  d ire c t
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v is i to rs  to  th e  v a r io u s  fa c ilitie s  (L aw so n , 1995). S ince  th e  m a jo r  in c o m in g  
tra f f ic  in  a n  u r b a n  h o te l  is  b y  c a r, b u s , o r  ta x i, e ffo r t  s h o u ld  b e  g iv en  to  
d ire c tin g  i t  to  th e  p r o p e r  e n tr a n c e  th ro u g h  g ra p h ic  d e s ig n  (E n d , 1978). T h e  
im p o r ta n c e  o f  th e  f i r s t  im p re s s io n  c re a te d  b y  a  s ig n  s h o u ld  a lso  b e  re c o g n iz e d  
(D e  C h ia ra  e t  a l., 2 0 0 1 ) . I n te r io r  s ig n  s y s te m  c o m p o n e n ts  s h o u ld  a s s is t  
v is i to rs  to  tra v e l  f ro m  th e  b u ild in g  e n tr a n c e s  to  th e i r  d e s ir e d  d e s tin a tio n . 
S pec ific  a re a s  s h o u ld  b e  id e n tif ie d . C le a r  d ire c tio n  to  th e  g u e s t  e n tra n c e , 
d is a b le d  access , f u n c t io n  a re a s , r e c re a t io n  c lu b  a n d  se rv ic e  a re a s  s h o u ld  b e  
c o n s id e re d . T h e  p r im a ry  s ig n  m a y  b e  c o rre c tly  a s s ig n e d  a n d  c o o rd in a te d  b u t  
s m a lle r  s ig n a g e , s u c h  a s  th e  p a rk in g  lo t  s ig n s , d ire c tio n a l  s ig n a g e , a n d  
r e s t ro o m  s ig n s , a re  o f te n  o v e rlo o k e d  (K atz , 1997).
C o lo u r o f  s ig n  b a c k g ro u n d  g re a tly  a ffe c ts  re a d a b ility . C o lo u rs  in  a  s ig n a g e  
sy s te m  s h o u ld  re la te  h a rm o n io u s ly  w ith  th e  p a le t te  o f  c o lo u rs  fo r  th e  b u i ld in g  
a n d  i ts  e n v iro n m e n t. S ig n  d ev ices  m a y  a lso  b e c o m e  d e c o ra tiv e  a m e n it ie s  to  
b e  f e a tu re d  w ith in  th e  h o te l  e n v iro n m e n t.
M a n y  i te m s  in  th e  p h y s ic a l e n v iro n m e n t  s e rv e  a s  ex p lic it o r  im p lic i t  s ig n a ls  
th a t  c o m m u n ic a te  a b o u t  th e  p lac e  to  i ts  u s e rs . S igns d isp la y e d  o n  th e  e x te r io r  
a n d  in te r io r  o f  a  s t r u c tu r e  a re  e x a m p le s  o f  e x p lic it c o m m u n ic a to rs . T h e y  c a n  
b e  u s e d  a s  la b e ls  (n a m e  o f  c o m p a n y  a n d  d e p a r tm e n t ,  e tc .) , fo r  d ire c tio n a l  
p u rp o s e s  ( e n tra n c e s , ex its , e tc .) , a n d  to  c o m m u n ic a te  ru le s  o f  b e h a v io u r  (n o  
sm o k in g , e tc .)  (Z e ith a m l e t  a l., 2 0 0 6 ) .  T h e  f i r s t  id e n tif ic a tio n  t h a t  a  g u e s t  
m a y  se e , th e  h o te l ’s  e x te r io r  s ig n a g e , is  r e s t r ic te d  in  i ts  p la c e m e n t , size , 
c o lo u r, a n d  lig h tin g . A rriv in g  g u e s ts  d e p e n d  o n  d ire c tio n a l  s ig n s  to  g u id e  
th e m  to  th e  lo b b y  o r  to  th e  r e s ta u ra n t .
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T h e  s ig n a g e  a n d  g ra p h ic s  p ro g ra m m e  n o t  o n ly  p ro v id e s  g u e s ts  w ith  
im m e d ia te  in fo rm a t io n  a n d  o r ie n ts  th e m  to  a  h o te l, b u t  a lso  m a y  h e lp  to  
re in fo rc e  th e  b r a n d in g  o f  a  h o te l . B o th  th e  h o te l ’s e x te r io r  a n d  in te r io r  
s ig n a g e  s h o u ld  b e  in te g ra te d  w ith  th e  a rc h i te c tu re  a n d  in te r io r  d e s ig n  so  t h a t  
th e  d e s ig n  e le m e n ts  re in fo rc e  th e  th e m e  a n d  s ty le  o f  th e  p ro p e r ty . T h is  
c o m m o n ly  is  a c h ie v e d  th ro u g h  th e  c o n s is te n t  u s e  o f  c o lo u r, s h a p e , o r  p a t te rn ,  
a n d  b y  re p e a tin g  th e  sa m e  ty p e fa c e  a n d  m a te r ia ls  t h a t  a re  f o u n d  in  th e  
a rc h i te c tu re  a n d  h o te l  in te r io r s  (R u te s  e t  a l., 2 0 0 5 ) . S u c h  sm a ll y e t  c ritic a l 
d e ta ils  a s  s ig n a g e  a n d  g ra p h ic s  p re s e n t in g  c o rp o ra te  id e n t i ty  re in fo rc e  th e  
d e s ire d  im a g e  a n d  m a rk e tin g  g o a ls  o f  a  h o te l.
4.2.22 Logo
L ogos a re  a  v ita l  id e n t if ie r  t h a t  c u s to m e rs  c a n  u s e  to  a s so c ia te  a n  
o rg a n iz a tio n  w ith  i ts  p ro d u c ts  o r  se rv ices . A  lo g o  th a t  p ro d u c e s  a n  im a g e  
s h o u ld  re f le c t c o rp o ra te  p h i lo s o p h y  a n d  th e  q u a li ty  o f  th e  p e o p le  a s s o c ia te d  
w ith  t h a t  e n v iro n m e n t. C o rp o ra te  s ty lin g  c a n  b e  r e p r e s e n te d  in  c a n o p ie s , 
flag s, e x te r io r  f u rn i tu r e  a n d  u n ifo rm s  (L aw so n , 1995). A t th e  s a m e  t im e , th e  
g ra p h ic  d e s ig n  m u s t  s u b tly  su g g e s t th e  s ta tu s  a n d  c h a ra c te r  o f  th e  h o te l  in  
o rd e r  to  c re a te  a n d  re in fo rc e  c u s to m e r  c o g n itio n , c o n fid e n c e  a n d  lo y a lty  
(L aw so n , 1995). R e s ta u ra n ts  in  a  h o te l , in  p a r t ic u la r ,  c a n  re ly  h e a v ily  o n  
g ra p h ic s  fo r  th e i r  im a g e  (E n d , 1978).
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4.2.23 Uniform
T h e  a p p e a ra n c e  o f  th e  e m p lo y e e  m a y  h a v e  a n  e ffec t o n  a  c u s to m e r ’s  f ir s t  
im p re s s io n  b e c a u s e  in  th e  ey es  o f  th e  c u s to m e r , th e  e m p lo y e e  is  a n  im p o r ta n t  
p a r t  o f  a  se rv ic e  o rg a n iz a t io n ’s im a g e  (N g u y e n  a n d  L eb lan c , 2 0 0 2 ) . 
A p p e a ra n c e  is  a  c o m b in a tio n  o f  d re s s , h a ir s ty le  a n d  c le a n lin e ss . A c c o rd in g  to  
M u d i a n d  C o tta m  (2 0 0 3 ) , th e  u n ifo rm  c a n  se rv ic e  th r e e  p u rp o s e s . F irs t , i t  
h a s  a  s ig n a llin g  fu n c t io n  th a t  i t  h e lp s  c u s to m e rs  to  id e n tify  w h o  a re  
e m p lo y e e s  o f  th e  c o m p a n y . S e c o n d , th e  u n ifo rm s  a re  a lso  u s u a lly  g o o d  a t  
c o m m u n ic a tin g  a n  a p p ro p r ia te  c o rp o ra te  im a g e . F in a lly  th e  u n ifo rm  se rv e s  
th e  p u rp o s e  o f  s u p p re s s in g  in d iv id u a lity . I n  o th e r  w o rd s , in  e ffe c t u n ifo rm  
c lo th in g  p ro m o te s  u n ifo rm  b e h a v io u r  (M u d ie  a n d  P irr ie , 2 0 0 6 ) .  I n  a d d it io n , 
S o lo m o n  (1985 ) n o te  t h a t  se rv ic e  a p p a re l  a ffe c ts  th e  d e te rm in a t io n  o f  h o w  
se rv ic e  q u a li ty  is  a s se s se d , i t  im p lie s  c o n s is te n c y  o f  se rv ic e  a n d  i t  
d if fe re n tia te s  th e  se rv ic e  p ro v id e r  f ro m  i ts  c o m p e tito rs .
T h e  u n ifo rm  c o n tr ib u te s  to  th e  im p re s s io n  t h a t  c u s to m e rs  h a v e  o f  th e  
c o m p a n y , a n d  th e re fo re  h e lp s  to  s h a p e  th e i r  e x p e c ta tio n s . I t  w ill a lso  
re in fo rc e  a n  o v e ra ll se rv ic e  id e n tity .
4.2.24 Equipment
E q u ip m e n t  s h o u ld  b e  s e le c te d  w ith  p ro p e r  c a re  to  b e  u s e d  fo r  id e n t if ie d  ta s k s . 
S ince  m u c h  o f  th e  fo o d  se rv ic e  in  h o te ls  is  d isp la y e d  in  o p e n  k i tc h e n s  a n d  
rô tis se r ie s , fo o d  se rv ic e  b e c o m e s  p a r t  o f  th e  h o te l ’s  in te r io r  im a g e  (E n d , 
1978). S u ch  e q u ip m e n t  a s  o v e n  h o o d s  a n d  c o o k in g  u te n s i ls  c a n  b e c o m e  a s
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m u c h  a  p a r t  o f  th e  d e s ig n  c o n c e p t, in  c o n ju n c t io n  w ith  th e  ta b le w a re  a n d  
l in e n s  (E n d , 1978). T h e  d e s ig n e r , m o re o v e r, m u s t  b e  a w a re  o f  th e  
r e la t io n s h ip  o f  b a c k -o f - th e -h o u s e  fo o d  se rv ic es  a n d  r e s ta u ra n ts ,  a n d  th e i r  
re la t io n s h ip  w ith  e x its  a n d  e n tra n c e s , w h e re  th e  b a r  se rv ic e  is  lo c a te d , a n d  so  
o n  (E n d , 1978). T h e  im p a c t  o f  b ro k e n  e q u ip m e n t  o r  o f  d o w n s  in  th e  c o m p u te r  
sy s te m , o n  th e  se rv ic e  q u a li ty  o f  th e  h o te l  is  o b v io u s  a n d  n e e d s  to  b e  
a d d re s s e d  b y  th e  m a n a g e m e n t  (G ee, 1994).
4.2.25 Artworks
A rt p lay s  a  g ro w in g  ro le  in  th e  s ty lin g  o f  a  h o te l . S u ita b ili ty  o f  s ty le  a n d  
a e s th e tic s  c a n  b e  d e te rm in e d  b y  th e  m a n n e r  in  w h ic h  f it t in g s  a n d  m a te r ia ls  
u s e d  a re  m a tc h e d  to g e th e r  w ith  a r tw o rk .
T h e  lo ca l c u ltu re  m a y  p ro v id e  in s p ir a t io n  fo r  a r te fa c ts . W a lls  in  m a n y  h o te ls  
a re  b e in g  u s e d  to  d isp la y  w o rk s  b y  k n o w n  lo ca l a r t is ts .  M a n y  h o te ls  a re  
a llo c a tin g  g a lle ry - ty p e s  sp a c e s  fo r  a r tw o rk s . T h e  lo b b y  is  a lso  u s e d  a s  a  s ta g e  
fo r  e c lec tic  p ie c e s  o f  s c u lp tu re  a n d  fu rn i tu re .  T h e  ch o ic e  o f  a r tw o rk  in  a  h o te l  
c a n  p ro v id e  v a lu a b le  c lu e s  su c h  a s  th e  th e m e  o r  s ty le  o f  th e  h o te l  fo r  th e  
c u s to m e r .
4.2.26 Designing with Plants
T h e  c lev e r u s e  o f  p la n ts  w ill p ro v id e  fo r  d e s ig n  v a rie ty . P la n ts  a n d  f lo w er, a s  
v is ib le  s ig n s  o f  n a tu re ,  b r in g  th e i r  e x p re s s io n  o f  life , im p ro v e  a ir  q u a li ty  a n d  
ra is e  in d o o r  h u m id i ty  lev e ls  (C h in g  a n d  B inggeli, 2 0 0 5 ) . T h e  p la n ts  c a n
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b e c o m e  a n  in te g ra l  p a r t  o f  th e  d e s ig n . T h e y  m a y  b e  u s e d  a s  sp a c e  d iv id e rs  
a n d  a re  e x c e lle n t fo r  in d ic a tin g  th e  im p o r ta n c e  o f  th e  sp a ce . A lso , th e y  a c t  a s  
s o u n d  a b s o rb e r s  a n d  c a n  b e  u s e d  fo r  v isu a l e m p h a s is . T h e  a e s th e tic  d e s ig n  
c o n s id e ra t io n s  in v o lv e  c h o o s in g  th e  p r o p e r  v a r ie ty  o f  p la n t  te x tu re s , h e ig h ts , 
a n d  s p a c in g  to  g ive th e  d e s ir e d  e ffec t (D e  C h ia ra  e t  a l., 2 0 0 1 ).
C a m p b e ll (1979) fo u n d  t h a t  th e  p re s e n c e  o f  liv in g  p la n ts  a n d  a e s th e tic  o b je c ts  
in  th e  o ffice  le d  to  p o s itiv e  r e s p o n s e s  o n  th e  v is ito rs .
A ll ro o m s  n e e d  s o m e  s o r t  o f  fo cu s  o r  e m p h a s is . T h is  c a n  b e  s o m e th in g  w ith  
a n  e y e -c a tc h in g  d isp la y  b u t  c o u ld  a lso  b e  a n  a sy m m e tr ic a lly  p la c e d  fo ca l 
p o in t  o r  s o m e th in g  b e y o n d  th e  ro o m  its e lf  t h a t  is  d e s ig n e d  to  p ro v id e  a  f ra m e  
fo r  th e  v iew  o u ts id e  (G ib b s, 2 0 0 5 b ) .
4.2.27 Amenities
M a n y  h o te ls  b e lie v e  t h a t  a m e n itie s  p la y  a n  im p o r ta n t  ro le  in  re in fo rc in g  
b r a n d  id e n tif ic a tio n  w ith  g u e s ts . O fferin g  e x tra s  m ig h t  b e  m o re  a b o u t  
c re a tin g  a n  im p re s s io n  th a n  e n h a n c in g  re v e n u e  (B o u la rd , 2 0 0 4 ) .  A  v a r ie ty  o f  
h o te l  c o m p a n ie s  in  th e  m a jo r  s e g m e n ts  su c h  a s  e c o n o m y , m id -p r ic e d , u p s c a le  
a n d  lu x u ry  c o n tin u e  to  lo o k  a t  n e w  w ay s to  s a tis fy  g u e s ts  th ro u g h  a m e n itie s .  
C u r re n t  in d u s tr y  s ta n d a r d s  fo r  g u e s tro o m  a m e n itie s  ca ll fo r  in - ro o m  iro n s  
a n d  iro n in g  b o a rd s , h a ir  d ry e rs , tw o - lin e  s p e a k e r  p h o n e s , o n - d e m a n d  m o v ie s , 
la rg e r  te le v is io n s , co ffee  m a k e rs , sa fe s , a n d  so  o n .
T h e  d e s ig n  o f  b a th r o o m  a m e n itie s  a n d  la b e ls  h e lp s  d e f in e d  th e  b r a n d .  I t  
m ig h t  b e  a  g o o d  id e a  t h a t  d e v e lo p in g  o w n  a m e n ity  l in e  t h a t  c a n  b e  so ld  
o u ts id e  th e  h o te l. H o lid a y  I n n  E x p re ss  in tro d u c e d  i ts  S ta y  S m a r t  S h o w er,
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w h ic h  in c lu d e s  a  c u rv e d  sh o w e r  ro d , p ro p r ie ta ry  s h o w e rh e a d , u p g ra d e d  
to w e ls  a n d  p ro p r ie ta ry  h a th  a m e n itie s  a n d  th e y  a re  se llin g  th e i r  s h o w e rh e a d s  
o n lin e  b e c a u s e  o f  g u e s t  d e m a n d .
H ig h - te c h  h a s  c h a n g e d  th e  w ay  h o te ls  p la n  fo r  ro o m s . T o d ay , m a n y  h o te l  
ro o m s  h a v e  h a s  a  la rg e r  d e s k  a n d  o ffice  c h a ir , h ig h  s p e e d  I n te r n e t  acce ss -  
v o ice  m a il a n d  e x tra  l ig h tin g  (B lan k , 1999 ). U p sc a le  h o te ls  n e e d  to  d e liv e r  
s p e c ia lty  i te m s  lik e  g a m e s  th a t  g u e s ts  s ta y in g  o n  b o th  b u s in e s s  a n d  le is u re  
t r ip s  c a n  u se . N in te n d o  g a m e s , fo r  in s ta n c e , a re  b e in g  o ffe re d  in  m a n y  
S h e ra to n  p ro p e r t ie s .
B e d d in g  is  im p ro v in g , to o . W e s tin , a  b r a n d  o f  S ta rw o o d  H o te ls  a n d  R e so r ts  
W o rld w id e , in tro d u c e d  i ts  H e a v e n ly  b e d  a n d  i t  s p a rk e d  a  b e d d in g  re v o lu tio n  
in  th e  h o te l  in d u s try . T h e  te n - la y e r  H e a v e n ly  B ed  c o n s is ts  o f  a  c u s to m -  
d e s ig n e d  p illo w -to p  m a t tr e s s  se t, a  b la n k e t ,  th r e e  s h e e ts , d u v e t  a n d  five 
p illo w s.
A s M a tte  (2 0 0 3 )  m e n tio n e d , th e  b e s t  c o m b in a tio n  o f  g u e s tro o m  a m e n itie s  
m a y  b e  o n e  th a t  b a la n c e s  se rv ices , p ro d u c ts  a n d  e q u ip m e n t  to  e n h a n c e  th e  
g u e s t’s  e x p e rien c e .
4.2.28 Security
T h e  h o te l  b u s in e s s  h a s  a  r e s p o n s ib il i ty  to  p ro te c t  th e  p e o p le  u s in g  p re m is e ;  to  
p ro te c t  i ts  a s se ts  a n d  to  e n c o u ra g e  th e  n o rm a l  fu n c t io n in g  o f  b u s in e s s  (G ee, 
1999).
T h e  s e n se  o f  s e c u r ity  p ro v id e d  b y  h o te ls  m a y  h a v e  a d v a n ta g e s  fo r  g u e s ts . 
G o o d  lig h tin g  p e rm its  a d e q u a te  v is ib ili ty  a n d  su rv e illa n c e . G e n e ra lly , th e
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h ig h e r  th e  lig h tin g  level, th e  b e s t  th e  se cu rity . L o b b ies, e le v a to rs , s ta irw e lls  
a n d  c o r r id o rs  m u s t  b e  w ell l i t  (D e  C h ia ra  e t  a h , 2 0 0 1 ).
L ocks m u s t  w i th s ta n d  o r  s e r io u s ly  d e la y  n o t  o n ly  a  s im p le  fo rc e d  e n try  b u t  
a lso  s o p h is t ic a te d  a t ta c k  (D e  C h ia ra  e t  ah , 2 0 0 1 ).
E le c tro n ic  s e c u r i ty  e q u ip m e n t  in c lu d e s  a la rm s  d e s ig n e d  to  d e te c t  
u n a u th o r iz e d  e n tra n c e , a n d  c lo se d -c irc u it  te le v is io n  sy s te m s  (CCTV ). A n  
a la rm  p e rfo rm s  tw o  fu n c tio n s :  i t  d e te c ts  th e  p re s e n c e  o f  a n  in t r u d e r ,  a n d  i t  
r e p o r ts  th e  in tru s io n . CCTV is  in te n d e d  to  p ro v id e  “e le c tro n ic  w in d o w s ” (D e 
C h ia ra  e t  a l., 2 0 0 1 ). T h e  lo c a tio n  o f  a  CCTV c a m e ra  a n d  th e  l ig h t  lev e l a t  th e  
p o in t  a re  k e y  co s t-e ffe c tiv e  fa c to rs .
4.2.29 Cleanliness
C le a n lin ess  is  o n e  o f  th e  im p o r ta n t  p a r ts  o f  th e  s e rv ic e sc a p e , e sp e c ia lly  in  
th o s e  s i tu a t io n s  in  w h ic h  c u s to m e rs  m u s t  s p e n d  a t  le a s t  s e v e ra l h o u r s  in  th e  
se rv ic e  s e tt in g  su c h  a s  h o te ls . A s W a k e fie ld  a n d  B lo d g e tt  (1 9 9 6 ) m e n tio n e d , 
m a n y  c o n s u m e rs  im p lic itly  a s so c ia te  c le a n lin e s s  w ith  th e  q u a li ty  o f  th e  
se rv ic esc a p e . T h e re fo re , c le a n lin e s s  m a y  a ffe c t th e  p e rc e iv e d  q u a li ty  o f  th e  
h o te l . T h e  a rc h i te c t  m u s t  ta k e  a ll s a n ita ry  r e q u ir e m e n ts  in to  c o n s id e ra t io n , 
p a r t ic u la r ly  w h e n  d e s ig n in g  th e  b a c k -o f - th e -h o u s e  a re a s  o f  th e  h o te l  (G ee, 
1994). T h e  c le a n lin e s s  o f  th e  s u r ro u n d in g s  a n d  th e  a p p e a ra n c e  o f  s ta f f  w ill 
a lso  p la y  a  p a r t .
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4.3 Gestalt Approach and H otel Servicescape
T h e  te r m  ‘G e s ta lt’ is  a  G e rm a n  w o rd  l i te ra lly  m e a n in g  s h a p e  o r  fo rm . G e s ta lt  
p sy c h o lo g y  is  a  th e o ry  o f  m in d  a n d  b r a in  t h a t  p ro p o se s  t h a t  th e  o p e ra t io n a l  
p r in c ip le  o f  th e  b r a in  is  h o lis tic , p a ra lle l , a n d  a n a lo g u e , w ith  se lf -o rg a n iz in g  
te n d e n c ie s  (h t tp : / /e n .w ik ip e d ia .o r g ). B e c a u se  h u m a n s  a re  p r im a r i ly  v isu a l b y  
n a tu r e  (G iffo rd  a n d  S te w a rt, 1 982 ), p e rc e p tio n  is  h e a v ily  in f lu e n c e d  b y  w h a t  a  
p e r s o n  se es  a s  w ell a s  b y  o th e r  cu e s  o r ig in a tin g  f ro m  s o u n d , sm e ll, a n d  to u c h . 
T h e re fo re , p e rc e p tio n  a s  a  w h o le  is  g r e a te r  t h a n  th e  s u m  o f  i ts  p a r ts ,  w h ic h  is  
th e  p re m is e  b e h in d  G e s ta lt  p sy c h o lo g y  (K opec, 2 0 0 6 ) .  G e s ta lt  p sy c h o lo g y  
p o s tu la te s  t h a t  p e o p le  r e s p o n d  to  th e i r  e n v iro n m e n ts  h o lis tic a lly ; t h a t  is, 
th o u g h  in d iv id u a ls  m a y  p e rc e iv e  d is c re te  s tim u li , i t  is  th e  to ta l  c o n f ig u ra tio n  
o f  s t im u li  t h a t  d e te rm in e s  th e i r  re s p o n s e s  to  th e  e n v iro n m e n t  (H o la h a n , 
1 982 ). T h e  G e s ta lt  a p p ro a c h  se rv e s  a s  a  g u id e  to  u n d e r s ta n d  a n d  e x p la in  h o w  
a n  in d iv id u a l fo rm s  a n  im p re s s io n  o r  a  p e rc e p tu a l  im a g e  o f  a  s e rv ic e sc a p e , 
h o w  th e  im a g e  fo rm a tio n  th e n  le a d s  to  a n  e m o tio n a l  r e s p o n s e , a n d  fin a lly , 
th e  a c tu a l  a p p ra is a l  o r  e v a lu a tio n  o f  a  sp ec ific  se rv ic e  e n v iro n m e n t  
(S c h iffm a n , 2 0 0 1 ). G e s ta lt  id e a s  a n d  c o n c e p ts  h a v e  h a d  th e  g re a te s t  in f lu e n c e  
o f  a n y  sc h o o l o f  th o u g h t  o n  c u r r e n t  a rc h i te c tu ra l  d e s ig n  p ra c t ic e s  (L an g , 
1987). M o reo v e r, G e s ta lt  ru le s  a n d  p r in c ip le s  h e lp  to  e x p la in  th e  h u m a n -  
e n v iro n m e n t  re la t io n s h ip  b y  e x p la in in g  h o w  w e  o rg a n iz e  o u r  p e rc e p tio n s  o f  
th e  e v e ry d a y  w o r ld  in to  a  c o h e re n t  w h o le  (K opec, 2 0 0 6 ) .
T h e  h o te l  se rv ic esc a p e  e le m e n ts  c a n  a ffe c t g u e s ts ’ e m o tio n  a n d  b e h a v io u rs . 
A s a n  e x a m p le , a ll e le m e n ts  o f  th e  h o te l  se rv ic e sc a p e  a re  g ro u p e d  to g e th e r  b y
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c u s to m e rs  in  o r d e r  to  fo rm  a  c o m p re h e n s iv e  im a g e  o f  th e  se rv ic e sc a p e  (L in ,
2 0 0 4 ) .  T h e re fo re , th e  h o te l  se rv ic e sc a p e  e le m e n ts  m a y  r e p r e s e n t  th e  s ty le  
a n d  im a g e  o f  th e  h o te l  a n d  th e y  m a y  a ffe c t c u s to m e rs ’ e v a lu a tio n s .
A lth o u g h  G e s ta lt  n o t io n s  a rg u e  fo r  a  m o re  h o lis t ic  in v e s tig a tio n  o f  
e n v iro n m e n ta l  e ffec ts , m o s t  p r io r  s tu d ie s  h a v e  fo c u s e d  o n  a  s in g le  
e n v iro n m e n ta l  c u e  (L in , 2 0 0 4 ;  M a ttila  a n d  W irtz , 2 0 0 1 ). S e v e ra l s tu d ie s  h a v e  
e x a m in e d  th e  e ffec t o f  a  s in g le  e n v iro n m e n ta l  e le m e n t  s u c h  a s  c o lo u r  (B ellizzi 
a n d  H ite , 1992; C row ly , 1993), m u s ic  (M illim a n , i9 8 2 ;Y a lc h  a n d  
S p a n g e n b e rg , 19 9 0 ; A re n i a n d  K im , 1993 ), s c e n t  (L ev in  a n d  M cB u rn ey , 1986 ; 
L o rig  a n d  S c h w a rtz , 1 9 8 8 ; S p a n g e n b e rg , C row ley  a n d  H e n d e rs o n , 1 9 9 6 ;), a n d  
c ro w d in g  (E ro g lu  a n d  M a ch le it, 19 9 0 ; T se , Sin an d  Yim, 2 0 0 2 )  b u t  th e r e  a re  
few  s tu d ie s  t h a t  e x a m in e  th e  e ffec ts  o f  m u lt ip le  e n v iro n m e n ta l  e le m e n ts . 
A lth o u g h  W a k e fie ld  a n d  B a k e r (1 9 9 8 ) e x a m in e d  th e  r e la t io n s h ip  b e tw e e n  
sp e c if ic  e n v iro n m e n ta l  c o n s tru c ts  (a m b ie n c e , d e s ig n  a n d  la y o u t)  o n  a  sp e c if ic  
e m o tio n  a n d  d e s ire  to  s tay , th e i r  s tu d y  o n ly  fo c u se d  o n  a  s in g le  e m o tio n a l  
re s p o n s e  (e x c ite m e n t)  a n d  in v o lv e d  w ith  s h o p p in g  m a ll e n v iro n m e n ts , n o t  
h o te l  e n v iro n m e n ts . T h e re fo re , a n  o v e ra ll a n d  h o lis t ic  in v e s t ig a t io n  o f  
e n v iro n m e n ta l  v a r ia b le s  in  h o te l  s e tt in g s  is  n e e d e d . M o re o v e r, A s L in  ( 2 0 0 4 )  
su g g e s te d , r e s e a rc h e rs  s h o u ld  fo cu s  n o t  o n ly  o n  th e  in f lu e n c e  o f  in te r io r  
a t t r ib u te s  o f  a  s e rv ic e sc a p e  o n  c u s to m e r  b e h a v io u r , b u t  a lso  o n  th e  a n a ly s is  o f  
c o n s u m e rs ’ p sy c h o lo g ica l p ro c e s s in g  a n d  e v a lu a tio n , a n d  th u s  th e y  n e e d  to  
v iew  th e  e n ti r e  se rv ic e sc a p e  h o lis tic a lly .
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4 - 4  Summary
T h is  c h a p te r  d e s c r ib e d  v a r io u s  a t t r ib u te s  w h ic h  se rv e  to  e n h a n c e  th e  q u a li ty  
o f  th e  h o te l  se rv ic esc a p e . T h e  h o te l  se rv ic e sc a p e  a t t r ib u te s  c a n  a ffe c t p e o p le  
in  v a r io u s  w ays. P r in c ip le s  o f  c ro w d in g , p r iv acy , a n d  e n v iro n m e n ta l  
p e rc e p tio n , a s  w ell a s  c o lo u r, n o ise , te m p e ra tu re ,  te x tu r e  a n d  so  o n  m a y  a ll b e  
e le m e n ts  in  h o w  a  h o te l  is  d e s ig n e d  a n d  h o w  w ell i t  se rv e s  i ts  in te n d e d  
fu n c tio n . T h e re fo re , a ll e le m e n ts  n e e d  to  b e  o rc h e s t ra te d  so  t h a t  c u s to m e rs  
m a k e  th e  a p p ro p r ia te  q u a li ty  in fe re n c e s .
T h is  c h a p te r  a lso  a d d re s s e d  th e  in f lu e n c e  o f  G e s ta lt  a p p ro a c h  o n  a  p e rc e p tu a l  
im a g e  o f  a  se rv ic esc a p e . G e s ta lt  p sy c h o lo g y  p o s tu la te s  t h a t  p e o p le  r e s p o n d  to  
th e i r  e n v iro n m e n ts  h o lis tic a lly . A lth o u g h  e a c h  e le m e n t  c o v e rs  d if f e re n t  
a s p e c ts  o f  th e  p h y s ic a l e n v iro n m e n t  a n d  in d iv id u a ls  p e rc e iv e  th e m  d isc re te ly , 
th e y  s h o u ld  b e  p e rc e iv e d  in  a  h o lis t ic  m a n n e r .
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________________ Chapter Five:
Identifying Prelim inary 
H otel Servicescape D im ensions
5.1 Introduction
So fa r , th is  s tu d y  re v ie w e d  th e  se rv ic e sc a p e  l i te r a tu r e  to  in v e s tig a te  th e  ro le s  
o f  s e rv ic e sc a p e  fo r  h o te ls  a n d  c u s to m e rs  a n d  e x p lo re  v a r io u s  a t t r ib u te s  w h ic h  
se rv e  to  e n h a n c e  th e  q u a li ty  o f  th e  h o te l  se rv ic e sc a p e . A lth o u g h  p re v io u s  
r e s e a rc h  o n  th e  se rv ic e sc a p e  t r i e d  to  id e n tify  th e  d im e n s io n s  o f  th e  
se rv ic esc a p e , th e r e  is  a  n e e d  fo r  d e v e lo p in g  a  re l ia b le  m e a s u r e m e n t  sc a le  o f  
th e  h o te l  se rv ic esc a p e .
U n fo r tu n a te ly , in  th e  ca se  o f  th e  h o te l  in d u s try , w h e re  th e  in f lu e n c e  o f  th e  
p h y s ic a l e n v iro n m e n t  m a y  b e  la rg e r  t h a n  in  o th e r  in d u s tr ie s ,  th e r e  is  
d iff ic u lty  in  u n d e rs ta n d in g  th e  c o m p le x ity  o f  th e  ta n g ib le  a s p e c ts  t h a t  i ts  
p h y s ic a l e n v iro n m e n t c o n ta in s . T h e re fo re , a s  a  s ta r t in g  p o in t,  th e r e  is  a  c le a r  
n e e d  to  d e v e lo p  specific , a p p ro p r ia te  a n d  c o m p re h e n s iv e  d im e n s io n s  o f  th e  
h o te l ’s s e rv ic e sc a p e  e le m e n ts .
In  th is  c h a p te r ,  f ir s t,  th e  s e rv ic e sc a p e  d im e n s io n s  a n d  e le m e n ts  c a te g o r is e d  
in  se v e ra l p re v io u s  r e s e a rc h  s tu d ie s  a re  rev ie w e d . N ex t, b a s e d  o n  th is  rev iew , 
n e w  p o te n t ia l  d im e n s io n s  o f  th e  se rv ic e sc a p e  fo r  h o te ls  a re  in tro d u c e d .
5.2 Previous Studies on Servicescape
A  n u m b e r  o f  d if fe re n t  ty p e s  o f  se rv ic e  e n v iro n m e n ts  h a v e  b e e n  fo u n d  to  a ffe c t 
th e  c o n s u m e r ’s  re s p o n s e . H o w ev er, se rv ic e s  r e s e a rc h  to  d a te  h a s  fo c u s e d  
m a in ly  u p o n  se rv ic e  e n c o u n te rs  o f  re la tiv e ly  s h o r t  d u ra t io n , s u c h  a s  th o s e  in
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t ra v e l  a g e n c ie s  (B itn e r , 1 9 9 0 ); a  te le p h o n e  c o m p a n y , in s u ra n c e  c o m p a n ie s , 
b a n k s  (P a ra s u ra m a n , Z e ith a m l a n d  B erry , 1991); a n d  d ry  c le a n in g , p e s t  
c o n tro l , fa s t- fo o d  r e s ta u r a n ts  (C ro n in  a n d  T ay lo r, 1992). H u t to n  a n d  
R ic h a rd s o n  (1995) fo u n d  t h a t  th e  p h y s ic a l e n v iro n m e n t  in  a  h e a l th  c a re  
s e tt in g  h a d  a  s ig n if ic a n t e ffec t o n  c u s to m e r  sa tis fa c tio n , p e rc e iv e d  se rv ic e  
q u a lity , in te n t io n  to  r e -p a tro n is e  a n d  w illin g n e ss  to  re c o m m e n d . I n  a d d it io n , 
A ng , L eo n g  a n d  L im  (1 9 9 6 ) e x a m in e d  th e  p h y s ic a l e n v iro n m e n t in f lu e n c e  o n  
c o n s u m e r  e v a lu a tio n s  in  th e  r e ta i l  c o n te x t.
T h u s , i t  c a n  b e  s ta te d  t h a t  th e r e  h a s  b e e n  l i t t le  in -d e p th  e x p lo ra tio n  
a d d re s s in g  th e  ro le  o f  p h y s ic a l s u r ro u n d in g s  in  th e  h o te l  in d u s t r y  c o n te x t, 
w h e re  a  c u s to m e r  h a s  c o m p a ra tiv e ly  a  lo n g e r  a n d  p o te n t ia l ly  m o re  in t im a te  
r e la t io n s h ip  w ith  th e i r  se rv ic e  e n v iro n m e n t. I n  s u c h  a  s i tu a tio n , th is  s tu d y  
a t te m p ts  to  a d d re s s  tw o  issu e s . F irs t , th e  im p o r ta n c e  o f  th e  h o te l  s e rv ic e sc a p e  
in  te r m s  o f  th e  c u s to m e r ’s  e x p e r ie n c e  is  c o n s id e re d . S e co n d , a n d  o f  e q u a l 
im p o r ta n c e , i t  is  n e c e s s a ry  to  k n o w  w h a t  sp ec ific  d im e n s io n s  o f  t h a t  
se rv ic e sc a p e  a re  im p o r ta n t ,  a s , e sp e c ia lly  in  a  se rv ic e  c o n te x t, th e  d if fe re n t  
e le m e n ts  o f  th e  f irm ’s p h y s ic a l e v id e n c e  c o m p o se  a  m a jo r  s e t  o f  s t im u li  
(D o n o v a n  a n d  R o ss ite r , 1982).
S ince  K o tle r  (1973) c o in e d  th e  te r m  “a tm o s p h e r ic s ” to  d e s c r ib e  th e  c o n sc io u s  
d e s ig n in g  o f  sp a c e  to  c re a te  c e r ta in  e ffec ts  in  b u y e rs , th e  p h y s ic a l 
e n v iro n m e n t  h a s  b e e n  in v e s tig a te d  fo r  i ts  e n v iro n m e n ta l  in f lu e n c e s  o n  
c o n s u m e r  b e h a v io u r . A  c o m p re h e n s iv e  l i te r a tu r e  re v ie w  h a s  r e v e a le d  a
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n u m b e r  o f  re s e a rc h  s tu d ie s  in to  th e  k e y  d im e n s io n s  o f  th e  ta n g ib le  e le m e n ts  
in  v a r io u s  ty p e s  o f  se rv ic e  in d u s tr ie s  (se e  T a b le  5.1).
I n  a p p ly in g  th e  s tu d y  o f  a tm o s p h e r ic s  to  se rv ic e  in d u s tr ie s ,  B a k e r (1987) h a s  
d e v e lo p e d  a  m o d e l to  i l lu s tr a te  th e  n a tu r e  o f  p h y s ic a l fa c ilitie s  in  se rv ic es  
a c tiv itie s . B a k e r a rg u e s  t h a t  se rv ic e  c o n s u m e rs  a re  la rg e ly  in f lu e n c e d  b y  
ta n g ib le  c u e s  d u e  to  th e  la c k  o f  d ire c t  p h y s ic a l c o n ta c t  d u r in g  a  se rv ic e  
e n c o u n te r .  S h e  d e v e lo p s  a  p h y s ic a l e n v iro n m e n t  f ra m e w o rk  th a t  c la ss if ies  
e n v iro n m e n ta l  v a r ia b le s  in to  ‘A m b ie n t’, ‘D e s ig n ’ a n d  ‘S oc ia l f a c to rs ’.
A m b ie n t fa c to rs  a re  b a c k g ro u n d  c o n d it io n s  t h a t  e x is t  b e lo w  th e  lev e l o f  
im m e d ia te  a w a re n e s s  a n d  ty p ic a lly  d ra w  a t te n t io n  o n ly  w h e n  th e y  a re  a b s e n t  
o r  u n p le a s a n t.  D e s ig n  fa c to rs  a re  v isu a l s t im u li  t h a t  a re  f a r  m o re  lik e ly  to  b e  
a p p a re n t  to  c u s to m e rs  t h a n  a m b ie n t  f a c to rs  (A u b e rt-G a rm e t, 1997). D es ig n  
fa c to rs  c a n  b e  c la ss if ie d  a s  e i th e r  a e s th e tic  (e .g . a rc h i te c tu re , s ty le , c o lo u r)  o r  
fu n c tio n a l (e .g . la y o u t, c o m fo rt, s ig n a g e ) . S ocial fa c to rs  r e fe r  to  th e  h u m a n  
c o m p o n e n t  o f  th e  p h y s ic a l e n v iro n m e n t, t h a t  is  to  say , c u s to m e rs  a n d  se rv ic e  
p e rs o n n e l.
B itn e r’s  (1 992 ) d e s c r ib e d  th e  se rv ic e sc a p e  a s  th e  m a n -m a d e  p h y s ic a l 
s u r ro u n d in g s  o f  a  se rv ic e  s e tt in g , a n d  a ll o f  i ts  a m b ie n t  fa c to rs . S h e  d e v e lo p e d  
a  f ra m e w o rk  s im ila r  to  B a k e r’s  ty p o lo g y  w h e re  th e  se rv ic e sc a p e  is  c o n s id e re d  
to  c o n s is t  o f  ‘A m b ie n t c o n d it io n s ’, ‘S p a tia l la y o u t a n d  fu n c t io n a l i ty ’ a n d  
‘S igns, sy m b o ls , a n d  a r te fa c ts ’. ‘S p a tia l la y o u t  a n d  fu n c t io n a l ity ’ p e r ta in  to  th e  
w a y  in  w h ic h  e n tra n c e s , ex its , s e a ts , h a llw a y s , o r  w a lk w a y s  a re  a r ra n g e d . 
‘S igns, sy m b o ls  a n d  a r te fa c ts ’ c a n  b e  u s e d  to  c o m m u n ic a te  a n d  e n h a n c e  a  
c e r ta in  im a g e  o r  m o o d , o r  to  d ire c t  c u s to m e rs  to  d e s ire d  d e s tin a tio n s .  B itn e r
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( i9 9 2 ) fo cu se s  o n  th e  in te r n a l  r e s p o n s e s  (co g n itiv e , e m o tio n a l, a n d  
p h y sio lo g ica l)  o f  b o th  e m p lo y e e s  a n d  c u s to m e rs , a s  w ell a s  o n  a c tu a l  b e h a v io r  
(b o th  n e g a tiv e  a n d  p o s itiv e  a p p ro a c h e s )  s u c h  a s  a ff ilia tio n , e x p lo ra tio n , a n d  
c o m m itm e n t  re la t in g  to  th e  e m p lo y e e s ’ re s p o n s e s . B itn e r  (1 992 ) p ro p o s e d  
th a t  th e  s e rv ic e sc a p e  is  a lso  d ire c tly  l in k e d  to  c u s to m e r  s a tis fa c tio n .
W a k e fie ld  a n d  B lo d g e tt (1 9 9 4 ) te s te d  th e  c o n c e p t o f  s e rv ic e sc a p e s  in  le is u re  
se rv ice  s e tt in g s , m a in ly  fo c u s e d  o n  a  M a jo r  L eag u e  B aseb a ll (M L B ) s ta d iu m  
b y  h a v in g  re s e a rc h  p a r t ic ip a n ts  v iew  v id e o ta p e s  o f  tw o  d if fe re n t M LB 
s ta d iu m s . T h e y  fo u n d  tw o  d im e n s io n s  o f  se rv ic e sc a p e  fa c to rs : ‘S p a tia l  la y o u t  
a n d  fu n c t io n a l ity ’ ( s ta d iu m  s e a ts , t ic k e t  w in d o w s, h a llw a y s /w a lk w a y s , 
e n tr a n c e s /e x i ts ,  fo o d  se rv ic e  a re a s , a n d  re s tro o m s )  a n d  ‘A e s th e tic s ’ (e x te rn a l  
e n v iro n m e n t, e x te r io r  c o n s tru c tio n , in te r io r  c o n s tru c tio n , s c o re  b o a rd s ,  
fac ility  c le a n lin e ss , a n d  p e rs o n n e l  a p p e a ra n c e ) .
W a k efie ld  a n d  B lo d g e tt (1 9 9 6 ) lo o k e d  f u r th e r  in to  th r e e  le is u re  se rv ic e  
s e tt in g s  - m a jo r  co lleg e  fo o tb a ll, m in o r  le a g u e  b a se b a ll, a n d  c a s in o s  b y  
co lle c tin g  d a ta  v ia  a  s e lf - r e p o r t  q u e s tio n n a ire . I n  th is  s tu d y , th e y  u s e d  five  
fa c to rs  re la tin g  to  w h a t  B itn e r  (1 9 9 2 ) re fe rs  to  a s  “th e  b u i l t  e n v ir o n m e n t”: 
‘L a y o u t a c ce ss ib ility ’, ‘F ac ility  a e s th e tic s ’, ‘E le c tro n ic  e q u ip m e n t’, ‘S e a tin g  
c o m fo r t’ a n d  ‘F a c ility  c le a n lin e s s ’. I n  th is  s tu d y , a m b ie n t  fa c to rs  w e re  n o t  
in c lu d e d . T h e y  fo u n d  th a t  a ll th e s e  f a c to rs  h a d  s ig n if ic a n t im p a c t  o n  
c u s to m e rs ’ p e rc e p tio n  o f  se rv ice  q u a li ty  a n d  th a t  a n  o v e ra ll s a tis fa c tio n  w ith  
th e  se rv ic e sc a p e  h a d  a  p o s itiv e  in f lu e n c e  o n  c u s to m e r  r e -p a tr o n a g e  
in te n tio n s . H o w ev er, a s  T r ip a th i  a n d  S id d iq u i (2 0 0 7 )  m e n tio n e d , in  th e i r
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m o d e l th e y  d id  n o t  ex p lic itly  id e n tify  th e  k e y  e le m e n ts  t h a t  d e te rm in e  
se rv ic e sc a p e  q u a lity .
A g a in , W a k e fie ld  a n d  B lo d g e tt  (1999 ) c o n d u c te d  su rv e y s  in  th r e e  d if fe re n t 
ty p e s  o f  p h y s ic a l s e tt in g s :  p ro fe s s io n a l h o c k e y  g a m e s , a  fa m ily  r e c re a t io n  
c e n tre , a n d  m o v ie  th e a t re s .  I n  th is  s tu d y , ta n g ib il i ty  w a s  d e e m e d  to  c o n s is t  
n o w  o f  o n ly  th r e e  fa c to rs : ‘D e s ig n ’, ‘E q u ip m e n t’ a n d  ‘A m b ie n c e ’.
L u cas  (2 0 0 3 )  in v e s tig a te d  w h ic h  a t t r ib u te s  o f  c a s in o  a tm o s p h e re  m o s t  
in f lu e n c e d  c u s to m e rs ’ s a tis fa c tio n  lev e ls . H e  c la ss if ie d  th e  se rv ic e sc a p e  o f  th e  
c a s in o  in  te r m s  o f  ‘L a y o u t n a v ig a tio n ’, ‘C le a n lin e ss ’, ‘A m b ie n c e ’, ‘S e a tin g  
c o m fo r t’ a n d  ‘I n te r io r  d é c o r ’. L u cas  (2 0 0 3 )  fo u n d  th a t  th e s e  five  fa c to rs  a re  
s ig n if ic a n t in  in f lu e n c in g  s a tis fa c tio n  w ith  se rv ic esc a p e . H o w e v er, i t  is  
d e e m e d  to  b e  in a p p r o p r ia te  fo r  u s e  in  th e  h o te l  in d u s tr y  s in c e  th e  d im e n s io n s  
a n d  i te m s  u s e d  fo r  th is  s tu d y  a re  so  c a s in o -sp e c if ic  a n d  c a n n o t  p ro p e r ly  
d e sc r ib e  th e  h o te l ’s  p h y s ic a l e n v iro n m e n t.
R e im e r  a n d  K u e h n  (2 0 0 5 )  e x a m in e d  th e  re la t io n s h ip  o f  th e  s e rv ic e sc a p e  w ith  
th e  o th e r  e le m e n ts  o f  q u a li ty  m e a s u re d  b y  SER V Q U A L. T a n g ib le  a n d  
se rv ic e sc a p e  i te m s  p o s tu la te d  b y  th e m  w e re  ‘E q u ip m e n t’, ‘P h y s ica l fa c ili tie s ’, 
‘E m p lo y e e s ’ a p p e a ra n c e ’, ‘B ro c h u re s  a n d  o th e r  c o m m u n ic a t io n  m a te r ia ls ’, 
‘B u ild in g  a rc h i te c tu re ’, ‘I n te r io r  d e s ig n ’, ‘O d o u r’, ‘N o ise ’, ‘T e m p e r a tu r e ’, 
‘B a c k g ro u n d  m u s ic ’, ‘C o lo u rs ’ a n d  ‘L ig h tin g ’. A lth o u g h  th e i r  f in d in g s  sh o w e d  
th a t  th e  s e rv ic e sc a p e  w a s  m o re  im p o r ta n t  to  c u s to m e rs  t h a n  th e  fo u r  
in ta n g ib le  fa c to rs  in  d e te rm in in g  q u a lity , th e  m o d e l w a s  te s te d  in  b a n k s  a n d  
r e s ta u ra n ts .
R yu  a n d  J a n g  (2 0 0 7 )  in v e s tig a te d  th e  e ffec t o f  e n v iro n m e n ta l  p e rc e p tio n s  o n  
b e h a v io u ra l  in te n t io n s  th ro u g h  e m o tio n s . T h e ir  s tu d y  re v e a le d  t h a t  fac ility
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a e s th e tic s , a m b ie n c e , a n d  e m p lo y e e s  h a d  s ig n if ic a n t e ffe c ts  o n  th e  lev e l o f  
c u s to m e r  p le a s u re  w h ile  a m b ie n c e  a n d  e m p lo y e es  s ig n if ic a n tly  in f lu e n c e d  th e  
lev e l o f  a ro u s a l . A lth o u g h  th e i r  r e s e a rc h  e x a m in e s  a tm o s p h e r ic s  f ro m  a  
h o s p ita li ty  p e rsp e c tiv e , th e  s tu d y  fo c u se d  o n ly  o n  u p s c a le  r e s ta u ra n t .
Authors
Key
dim ensions
Attributes
Baker
(1987)
Ambient
factors
T em perature, Humidity, Circulation, Noise, Scent, Cleanliness
Design factors A rchitecture, Colour, Scale, M aterials, Texture Shape, Style, Accessories, Layout, Comfort, Signage
Social factors Number, A ppearance, Behaviour
Bitner
(1992)
Ambient
Conditions
T em perature, Air quality, Noise, Music, O dour
Space and 
Function
Layout, Equipm ent, Furnishings
Signs, Symbols 
& Artefacts
Signage, Personal artefacts. Style of decor
Wakefield 
& Blodgett 
(1994)
Spatial layout 
& functionality
Stadium  seats, Ticket w indow s/gates, Hallways/W alkways, 
Entrances/Exits, Food services areas. Rest room s
Aesthetics
External environm ent. Exterior construction, Interior 
construction, Score-boards, Facility cleanliness, Personnel 
appearance
Wakefield 
& Blodgett 
(1996)
Layout
accessibility
Easy to  get to : food service, seat, restroom s
Facility
aesthetics Colours, Wall and floor colour schem e, A rchitecture, Décor,
Seating comfort Plenty of knee room . Plenty of elbow  room . Spacious sea t 
arrangem ents
Electronic 
equipm ent 
and displays
The scoreboards: are  en tertain ing  to  w atch, add excitem ent, 
provide interesting  statistics, m akes this place in teresting
Cleanliness Clean restroom s, Clean food services areas, Clean walkways and exits
Wakefield 
& Blodgett 
(1999)
Design Outside appearance. Interior design. Layout, Seats
Equipment Electronic equ ipm ent is: high quality, excellent, m odern- looking
Ambience Cleanliness, T em perature, N eat appearing em ployees
Lucas
(2003)
Seating
Comfort
Seat back, Elbow room , Distance in front. Com fortable, Easy in 
and out
Ambient
Factors
Coin sound, M achine sounds, Music, Lighting, T em perature, 
Smokiness
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Interior Décor
Colours, Electric signs. Wall trea tm en t, Floor trea tm e n t. 
A ttractiveness
Cleanliness
Coin w rappers, Ashtrays, Cocktail glasses, Employee 
appearance, M achine screens
Layout/Naviga
tion
Sight lines, Aisle w idth, Signs and directions. M achine density
Reimer & 
Kuehn 
(2005)
Servicescape
Equipm ent, Employee appearance. Brochures & m aterials, 
Building's architecture. Interior design. Odour, Noise level. 
Physical facilities, T em perature, Background music. Colour of 
facilities, Lighting
Ryu & Jang 
(2007)
Facility
Aesthetics
Paintings and pictures. Wall décor. Plants and flowers. 
Colours, Furniture
Lighting W arm lighting. W elcoming lighting, Com fortable lighting
Ambience Relaxing music. Pleasing music. T em perature, Aroma
Layout
Seat space. Crowded seating arrangem ent, Easy-to-move 
layout
Dining
Equipment
Tablew are, Linens, Table setting
Table 5.1 Previous studies on the servicescape
A  lim ite d  n u m b e r  o f  s tu d ie s  h a v e  e x a m in e d  th e  se rv ic e sc a p e  in  a  h o te l  
in d u s try  c o n te x t (se e  T a b le  5 .2 ). C a lla n  a n d  B o w m a n  ( 2 0 0 0 )  c o n d u c te d  a  
s u rv e y  o f  104  B ritish  s e n io r  t ra v e lle rs , w h o  r a te d  th e  im p o r ta n c e  o f  3 8  h o te l  
a t t r ib u te s  w h e n  se le c tin g  a  h o te l . H o w ev er, s o m e  o f  a t t r ib u te s  u s e d  in  th e i r  
s tu d y  w e re  m a tu re  c u s to m e r-s p e c if ic  a t t r ib u te s .  I n  a d d it io n , a s  th e  s a m p le  
w a s  n o t  s ta t is t ic a lly  re p re s e n ta tiv e , a  s tu d y  o f  a  la rg e r  s a m p le  m a y  p ro d u c e  
d if fe re n t re s u lts .
P h ill ip s  (2 0 0 4 )  d e s c r ib e d  th e  im p o r ta n c e  o f  c u s to m e r  s a tis fa c tio n  a n d  
c u s to m e r  lo yalty , a n d  th e n  fo c u se d  o n  h o w  h o te l  c o m p a n ie s  c o u ld  u s e  a  
c u s to m e r-o r ie n te d  a p p ro a c h  to  a d d re s s  th e  a e s th e tic  c h a llen g e . H o w e v er, h e  
o n ly  p ro v id e d  c o n c e p tu a l  f ra m e w o rk s  to  sh o w  a rc h ite c ts , in te r io r  d e s ig n e rs  
a n d  h o te lie r s  h o w  h o te l  a e s th e tic s  c o u ld  b e  b e t t e r  a lig n e d  w ith  c o rp o ra te  a n d  
b u s in e s s - le v e l s tr a te g y  a n d  th u s  h is  w o rk  n e e d s  to  b e  te s te d  e m p ir ic a lly .
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C o u n try m a n  a n d  J a n g  (2 0 0 6 )  e x a m in e d  th e  se rv ic e sc a p e  e le m e n ts  in  h o te l  
e n v iro n m e n ts . T h e ir  s tu d y  d e m o n s t ra te d  t h a t  c o lo u r, l ig h tin g , a n d  s ty le  w e re  
r e la te d  to  th e  im p re s s io n  o f  a  h o te l . N e v e r th e le s s , th e i r  w o rk  fo c u s e d  o n ly  o n  
a  h o te l  lo b b y . M o re o v e r, a  s c e n a r io  a p p ro a c h  a lo n g  w ith  c o lo u r  p h o to g ra p h s  
o f  h o te l  lo b b ie s  w a s  u s e d  in  th is  re s e a rc h . T h e  f in d in g s  o f  th e  s tu d y  
c o n d u c te d  in  a c tu a l  e n v iro n m e n ts  m ig h t  n o t  m a tc h  th o s e  in  s im u la te d  
e n v iro n m e n ts .
H e id e , L æ rd a l a n d  G ro n h a u g  (2 0 0 7 )  c o n d u c te d  a n  e x p lo ra to ry  s tu d y  to  
g a th e r  in s ig h ts  in to  h o w  h o te l  d e s ig n  e x p e r ts  a n d  h o te l  m a n a g e rs  t r y  to  m a k e  
im p ro v e m e n ts  in  th e  a m b ie n c e  o f  th e i r  e s ta b l is h m e n ts . T h e y  m a d e  a  
d is t in c t io n  b e tw e e n  a m b ie n c e  a n d  se rv ic e sc a p e . A c c o rd in g  to  th e m , w h ile , 
s e rv ic e sc a p e  is  th e  p h y s ic a l e n v iro n m e n t  in  w h ic h  se rv ic e s  a re  d e liv e re d , 
a m b ie n c e  c a n  b e  v ie w e d  a s  th e  r e s u l t  o f  in te ra c t io n  b e tw e e n  p e o p le  a n d  th e  
se rv ic esc a p e . H o w ev er, th e  fo cu s  o f  th e  s tu d y  w a s  o n  th e  s u p p ly  s id e  o f  th e  
in d u s t r y  a n d  th e r e  is  n e e d  fo r  a n  e m p ir ic a l  re s e a rc h  t h a t  in c lu d e s  c u s to m e rs ’ 
p e rc e p tio n  o f  a n d  r e a c tio n s  to  th e  p h y s ic a l e n v iro n m e n t.
A uthors Sample Focus
Callan and 
Bowman (2000) 104 British senior travellers Attributes used in hotel selection
Phillips (2004) (Conceptual frameworks) Customer-oriented hotel aesthetics
Countryman and 
Jang (2006)
102 university faculty 
members in the USA Atmospheric elements of a hotel lobby
Heide, Lærdal and 
Grpnhaug (2007)
11 design experts and 
6 hotel managers in Norway
The design and management of 
hotel ambience
Table 5.2 Previous studies on the Servicescape in a Hotel Context
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T o s u m m a ris e , se v e ra l s tu d ie s  h a v e  in v e s tig a te d  v a r io u s  a s p e c ts  o f  th e  
se rv ic e sc a p e  in  d if fe re n t  ty p e s  o f  th e  se rv ic e  in d u s tr ie s .  H o w e v er, th e r e  is  n o  
e v id e n c e  o f  c o n s is te n c y  b e tw e e n  th e  v a r io u s  r e s e a rc h  s tu d ie s  a n d  in  so m e  
c a se s  e v e n  b e tw e e n  th e  s a m e  re s e a rc h e rs  a lth o u g h  a  w id e  ra n g e  o f  fa c to rs  
h a v e  b e e n  d e v e lo p e d . I n  a d d it io n , th e r e  is  n o  a g re e m e n t  a s  to  c o n te n t  o f  th e  
d im e n s io n s  n o r  is  th e r e  e v e n  a n y  c le a r  d is t in c t io n  b e tw e e n  d im e n s io n s  a n d  
e le m e n ts  t h a t  fa ll u n d e r  e a c h  d im e n s io n . I t  is  n o t  c le a r  to  th e  r e a d e r  w h a t  th e  
d o m a in  o f  th e  c o n s tru c t  is  o r  w h a t  r e f in e m e n t  a n d  v a lid a tio n  p ro c e d u re s  
w e re  e m p lo y e d . I n  b r ie f , p a s t  se rv ic e sc a p e  re s e a rc h  is  f r a g m e n te d  a n d  
s o m e tim e s  fo c u se s  o n ly  o n  s u b s e ts  o f  th e  s e rv ic e sc a p e  q u a lity . F u r th e rm o re ,  
in  th e  c a se  o f  th e  h o te l  in d u s try , w h e re  th e  in f lu e n c e  o f  th e  p h y s ic a l 
e n v iro n m e n t  m a y  b e  la rg e r  t h a n  in  o th e r  in d u s tr ie s ,  th e r e  is  d iff ic u lty  in  
u n d e rs ta n d in g  th e  c o m p le x ity  o f  th e  ta n g ib le  a s p e c ts  t h a t  i ts  p h y s ic a l 
e n v iro n m e n t  c o n ta in s . I n  a d d it io n , a  few  a u th o r s  h a v e  e m p h a s is e d  th e  
im p o r ta n c e  o f  th e  h o te l  se rv ic e sc a p e  a n d  b u t  n o t  sp e c ifica lly  a n d  so le ly  
fo c u s in g  o n  th e  h o te l  se rv ic esc a p e . I t  c a n  b e  s a id  t h a t  h o te l  s e rv ic e sc a p e  is  
c le a rly  a  k e y  fa c to r  fo r  a  su c c e ss fu l h o te l , b u t  th e  e x te n t  h a s  n o t  b e e n  th e  
s u b je c t  o f  m u c h  a c a d e m ic  re s e a rc h . T h e re fo re , th e r e  is  a  c le a r  n e e d  to  
d e v e lo p  specific , a p p ro p r ia te  a n d  c o m p re h e n s iv e  d im e n s io n s  o f  t h e  h o te l ’s 
s e rv ic e sc a p e  e le m e n ts .
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5*3 Emerged Prelim inary H otel Servicescape 
D im ensions
T h is  s tu d y  h a s  fo c u s e d  o n  h o te l  se rv ic esc a p e . B a se d  o n  p re v io u s  se rv ic e sc a p e  
s tu d ie s  (T a b le  5.1), fo u r  k e y  d im e n s io n s  fo r  h o te l  s e rv ic e sc a p e  w e re  c a re fu lly  
s e le c te d  b e c a u s e  o f  th e  s ig n if ic a n c e  o f  th e i r  ro le  in  th e  h o te l  se rv ic esc a p e . 
M o re o v e r, th e y  c a n  b e  e a s ily  c o n tro l le d  b y  th e  m a n a g e m e n t. A f te r  c a re fu l 
c o n s id e ra tio n , th e  fo u r  n e w  c o m p o s ite  d im e n s io n s  p ro p o s e d  h e re  a re :
• P h y sio lo g ica l c o n d it io n s ;
• S p a tia l la y o u t;
• F u n c tio n a lity ; a n d
• A e s th e tic  q u a li ty
T h e  re s e a rc h e r  t r i e d  to  m a k e  s u re  t h a t  th e s e  fo u r  d im e n s io n s  w e re  m u tu a lly  
ex c lu siv e  so  t h a t  th e r e  w a s  n o  o v e rla p  b e tw e e n  th e m  a n d  a ll p o s s ib le  
c a te g o rie s  w e re  c h o se n . In  te r m s  o f  p h ra se o lo g y , th e  t i t le s  o f  d im e n s io n s  h a d  
to  b e  m o d if ie d  to  a v o id  a m b ig u ity  a n d  s u i t  th e  h o te l  in d u s try . F o r  e x a m p le , 
a l th o u g h  se v e ra l re s e a rc h e rs  id e n tif ie d  “a m b ie n t  f a c to rs ” o r  “a m b ie n c e ” a s  
o n e  o f  d im e n s io n s  o f  v a r ia b le s , th e  w o rd  “a m b ie n t” c o n v ey s  m u lt ip le  
m e a n in g s  (H e id e , L æ rd a l, a n d  G ro n h a u g , 2 0 0 7 ) . T h e re fo re , to  a v o id  
a m b ig u ity , i t  is  r e p la c e d  w ith  th e  te r m  “p h y s io lo g ica l c o n d it io n s ”.
In  a d d it io n , d o u b le  b a r r e l le d  i te m s  in  p re v io u s  re s e a rc h , s u c h  a s  ‘S p a c e  a n d  
F u n c tio n ’ o r  ‘S p a tia l la y o u t  a n d  fu n c t io n a l ity ’, s h o u ld  b e  d iv id e d  in to  tw o
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separate dimensions. Here, dimensions can be defined as bundles of 
attributes that share a particular aspect. These four dimensions are complex 
and information rich, and are comprised of a large number of hotel 
servicescape variables. Most importantly, each dimension may have a 
significant relationship between the hotel servicescape and customer 
emotional and behavioural response. In addition, they may have a significant 
influence on the customer’s whole service experience.
The four dimensions identified above have now been incorporated into a new 
model that highlights the key elements of interactions within the servicescape. 
This model is shown in Figure 5.1 to provide a framework for further 
understanding and exploration. Various aspects of hotel servicescape may 
play an important part in defining the customer’s hotel stay experience.
H otel Emotional Behavioural
Servicescape R esp on ses Intentions
Physiological
Cond i t ion
R e c o m m e n d
Right Decis ion
C o m e  Back
Spatial
Layout Arousa l En joyed
Fav our i t e
Hotel
P le a su reFunct iona li ty
Stay Longer
Best  Hotel
Aes the t i c
Quali ty
S p e n t  M o r e
Figu res .1 A Proposed  M odel o f  Interactions in th e  Hotel S erv icesca p e
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I n  th is  re s e a rc h  m o d e l a n d  th e  d isc u s s io n  th a t  fo llo w s h e re , th e s e  n u m e ro u s  
p o te n t ia l  e le m e n ts  h a v e  b e e n  c o n s id e re d  a n d  d e v e lo p e d  in to  a  n e w  
c a te g o r is a tio n  to  e x p la in  th e  h o te l  e n v iro n m e n t b e t t e r  a n d  to  o v e rc o m e  so m e  
o f  th e  d e fic ie n c ie s  o f  th e  p re v io u s  s tu d ie s . T h e  p ro p o s e d  m o d e l sh o w s  th a t  
th e  h o te l  se rv ic e sc a p e  in flu e n c e s  c o n s u m e rs ’ a ro u s a l  a n d  p le a s u re , w h ich , in  
tu r n ,  in f lu e n c e s  c u s to m e rs ’ b e h a v io u ra l  re s p o n s e s  s u c h  a s  d e s ire  to  s ta y  
lo n g e r , w illin g  to  p a y  m o re , r e p a tro n a g e  in te n t io n s  a n d  sa y in g  p o s itiv e  th in g s . 
E a c h  o f  th e s e  n e w  d im e n s io n s  is  n o w  e x p lo re d  in  m o re  d e ta il.
5.3.1 Physiological Conditions
P h y sio lo g ica l n e e d s  a re  b a s ic  n e e d s  w h ic h  a re  fa ir ly  s tr a ig h tfo rw a rd  b u t  
s h o u ld  b e  a p p lie d  to  h o te l  d e s ig n . P h y s io lo g ic a l c o n d it io n s  m ig h t  h a v e  a n  
im p a c t  o n  th e  c u s to m e rs ’ five  s e n se s , th e i r  p e rc e p tio n  a n d  th e i r  r e s p o n s e  to  
th e  h o te l  se rv ic esc a p e . T h e  h o te l  se rv ic e sc a p e  h a s  ta c tile , a u d ito ry , o lfa c to ry  
a n d  th e r m a l  c h a ra c te r is t ic s  t h a t  in f lu e n c e  h o w  p e o p le  fee l it. A s N g u y e n  a n d  
L e b lan c  ( 2 0 0 2 )  m e n tio n e d , i t  m a y  c a u se  c o m fo r t  o r  d is c o m fo r t  d u r in g  th e  
se rv ice  e n c o u n te r  w h ic h  e n c o u ra g e s  th e  c lie n t  to  p u r s u e  o r  in te r r u p t  th e  
se rv ic e  c o n s u m p tio n  a n d  c o n se q u e n tly , m a y  h a v e  a n  in f lu e n c e  o n  h i s / h e r  
a t t i tu d e s  a n d  b e h a v io u rs  to w a rd  to  th e  se rv ic e  p ro v id e r . T h e  a rc h i te c t  a n d  
d e s ig n e r  s h o u ld  b e  a w a re  th e  p h y s io lo g ica l r e q u ir e m e n ts  o f  h u m a n  b e in g s  
a n d  k n o w  h o w  th e y  a ffe c t th e  q u a li ty  o f  th e  h o te l  s e rv ic e sc a p e  in  o r d e r  to  
d e s ig n  in  d e p th  fo r  c u s to m e r /e m p lo y e e  p a r t ic ip a tio n .
T h e  e ffec ts  o f  p h y s io lo g ica l c o n d it io n s  a re  e sp ec ia lly  n o tic e a b le  w h e n  th e y  a re  
e x tre m e . S o m e tim e s  su c h  c o n d it io n s  m a y  b e  im p e rc e p tib le  b u t  h a v e
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p r o fo u n d  effec ts , e sp e c ia lly  o n  e m p lo y e e s  b e c a u s e  th e y  s p e n d  lo n g  t im e  
w ith in  t h a t  e n v iro n m e n t. E n v iro n m e n ta l  d e s ig n  a n d  r e la te d  p h y sio lo g ica l 
r e s p o n s e s  a ffe c t w h e th e r  e m p lo y e es  c a n  p e r fo rm  th e i r  jo b  fu n c tio n s  w ell 
(Z e ith a m l e t  a l., 2 0 0 6 ) .
T h e se  n e e d s  m u s t  b e  a n a ly s e d  a n d  th e  a p p ro p r ia te  r e s p o n s e s  m a d e  in  th e  
d e s ig n  w o rk  to  fa c ili ta te  th e m  (J o n e s  a n d  P a u l, 1985) a n d  to  d e liv e r  th is  h ig h  
lev e l o f  c o m fo rt, a rc h i te c ts  a n d  d e s ig n e rs  n e e d  to  in c o rp o ra te  a  n u m b e r  o f  
c o m p le x  a n d  s o p h is t ic a te d  sy s te m s  in to  th e i r  h o te l  d e s ig n s . U s in g  k n o w le d g e  
a n d  u n d e rs ta n d in g  o f  p h y s io lo g ica l c o n d it io n s , h o te ls  c a n  c re a te  p ra c tic a l  
a n d  e c o n o m ic  e n v iro n m e n ts  in  w h ic h  th e  u s e r  w ill fee l c o m fo r ta b le .
5.3.2 Spatial Layout
B itn e r  (1992 ) re fe rs  to  s p a tia l  la y o u t  a s  th e  w ay s in  w h ic h  e q u ip m e n t  a n d  
fu rn is h in g s , se rv ic e  a re a s , a n d  p a s s  w ay s a re  a r r a n g e d  a n d  th e  s p a tia l  
re la t io n s h ip s  a m o n g  th e m . L a w so n  (1976) a rg u e s  t h a t  th e  la y o u t  is  
c o n tin g e n t  o n  se v e ra l fa c to rs  in c lu d in g  th e  s ize  o f  th e  h o te l , g ra d e  o r  s ta n d a r d ,  
p a t te r n s  o f  a rr iv a ls  a n d  d e p a r tu re s ,  t o u r  a n d  c o n v e n tio n  b o o k in g s , le n g th  o f  
s ta y , a n d  se a so n a lity .
L a y o u t c a n  e n c o u ra g e  th e  u s e  o f  sp a c e  a s  w e ll a s  th e  e ffic ien cy  o f  a c tiv itie s  
a n d  th e  p ra c tic a li t ie s  o f  o p e ra t io n . A n  in te r n a l  sp a c e  s h o u ld  f lo w  f re e ly  in to  
a n  e x te rn a l  sp a c e  a n d  v ice  v e rsa . A  c o n v e n ie n t  la y o u t  c a n  h e lp  t h e  p ro c e s s  
s e q u e n c e  b e  p ra c tic a lly  m a in ta in e d  a v o id in g  c r is s c ro s s in g  o r  u n n e c e s s a ry  
m o v e m e n t o f  p e rs o n n e l  o r  w o rk  a n d  a s  a  r e s u l t ,  im p ro v e m e n ts  in  la y o u t  c a n
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e c o n o m ise  o n  m o v e m e n t a n d  re d u c e  fa tig u e  ( J o n e s  a n d  P a u l, 1985 ). I f  
e q u ip m e n t  is  ea sily  m o v ed , i t  m a y  e n c o u ra g e  f le x ib ility  a n d  h e lp  c u s to m e rs  
a n d  e m p lo y e es  c a r ry  o u t  d if fe re n t a c tiv itie s  w ith  d if fe re n t  o b jec tiv e s  in  th e  
s a m e  a re a .
M o re o v e r, th e  c u s to m e r  e x p e c ts  to  h a v e  e a sy  acce ss  to  th e  s e tt in g  b e c a u s e  th e  
c u s to m e r ’s  p h y s ic a l p re s e n c e  a n d  p a r t ic ip a t io n  a re  n e c e s s a ry  d u r in g  th e  
se rv ice  e n c o u n te r  (N g u y e n  a n d  L eb lan c , 2 0 0 2 ) . A n  effec tive  la y o u t  w ill 
p ro v id e  e a se  o f  e n tr y  a n d  e x it  fo r  c u s to m e rs . T h e  s p a tia l  d im e n s io n s  o f  a  
p h y s ic a l s e tt in g  c a n  a lso  c re a te  m o o d s  a n d  s h a p e  b e h a v io u ra l  r e s p o n s e . F o r  
e x a m p le , th e  in te r n a l  la y o u ts  o f  b u ild in g s  m a y  e ith e r  e a se  o r  r e s t r ic t  
m o v e m e n t, th e re b y  e v o k in g  a  s e n se  o f  c ro w d in g  o r  s p a c io u s n e ss  (A u b e rt-  
G a m e t, 1997). T h e re fo re , th e  la y o u t  s h o u ld  m in im is e  c ro w d in g  in  o r d e r  to  
c re a te  a  fa v o u ra b le  im p re s s io n  a m o n g  g u e s ts . T h e re  a re  v a r io u s  ty p e s  o f  
fu n c t io n a l  z o n e s  in  a  h o te l. E v e n  in  th e  g u e s tro o m , fo r  e x a m p le , five  
fu n c t io n a l  z o n e s  a re  n e e d e d : s le e p in g , w o rk in g , lo u n g e , d re s s in g , a n d  b a th in g . 
H o te l in te r io r  d e s ig n e rs  n e e d  to  c o n s id e r  w h ic h  a re a s  s h o u ld  b e  s e p a r a te d  
a n d  w h ic h  c a n  e ffec tive ly  b e  c o m b in e d  (S tip a n u k , 2 0 0 2 ) .
T h e  a m o u n t  o f  sp a c e  b e tw e e n  s e a ts  a n d  ta b le s  is  a lso  a n  im p o r ta n t  d im e n s io n  
fo r  s e a tin g  a r ra n g e m e n ts , p a r t ic u la r ly  in  th e  r e s ta u r a n t  a n d  o th e r  fu n c t io n  
a re a s . C u s to m e rs  m a y  b e  p sy c h o lo g ic a lly  u n c o m fo r ta b le  w h e n  th e y  a re  fo rc e d  
to  s i t  to o  c lo se  to  o th e r  c u s to m e rs  n e x t  to  th e m  b e c a u s e  in v a s io n  b y  o th e r s  
c a n  r e s u l t  in  d isc o m fo rt. T h e re fo re , th e  h o te l  se rv ic e sc a p e  s h o u ld  
a c c o m m o d a te  th e  c u s to m e rs ’ n e e d  to  m a in ta in  a p p ro p r ia te  so c ia l d is ta n c e s  
a n d  to  c o n tro l  th e i r  p e rs o n a l  sp a c e  a m o n g  o th e r  c u s to m e rs .
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5 3 3 Functionality
F u n c tio n a li ty  re fe rs  to  th e  a b ility  o f  m a c h in e ry , e q u ip m e n t  a n d  fu rn is h in g s  to  
fa c ili ta te  o r  f it  p e r  p e r fo rm a n c e  a n d  th e  a c c o m p lis h m e n t  o f  g o a ls  (B a rk e r, 
1 9 6 8 ). T h e  p r o p e r  o p e ra t io n  o f  th e  e q u ip m e n t  c a n n o t  b e  o v e rlo o k e d . T h is  
in c lu d e s  a n y th in g  th a t  w ill a ffe c t th e  o p e ra t io n  s u c h  a s  e q u ip m e n t  d u ra b ility , 
l ife tim e , e ffic ien cy  a n d  a c ce ss ib ility  (S tip a n u k , 2 0 0 2 ) .  H o te l fa c ilitie s  c o n ta in  
a  v a s t  a n d  v a r ie d  a m o u n t  o f  e q u ip m e n t  w h o se  p r o p e r  o p e ra t io n  re q u ire s  
m a in te n a n c e  a n d  r e p a ir  b y  fac ilitie s  s ta f f  o r  b y  s u p p lie rs  c o n tr a c te d  b y  
fac ilitie s  s ta ff. I n  a d d it io n , i t  is  im p o r ta n t  to  h a v e  a  w o rk in g  k n o w le d g e  o f  
th e m  a n d  th e  m a n a g e r ia l  is s u e s  a s so c ia te d  w ith  fa c ilitie s  o p e ra t io n s  s in c e  
h o te l  e q u ip m e n t  a n d  f u rn i tu r e  d e fin e  n o t  o n ly  th e  m a in te n a n c e  n e e d s  b u t  
a lso  th e  lev e l o f  g u e s t  a n d  e m p lo y e e  c o m fo r t  a n d  se rv ic es  (S tip a n u k , 2 0 0 2 ) .
I t  is  w ell k n o w n  th a t  th e  c o m fo r t  o f  s e a tin g  a n d  f u rn i tu r e  in f lu e n c e s  h o w  
lo n g  p e o p le  s ta y . E rg o n o m ic s  is  r e le v a n t  in  th is  c o n te x t. N o tic e a b le  
im p ro v e m e n ts  in  th e  fu n c tio n a lity  o f  fu rn i tu r e  a re  p o s s ib le  i f  th e  fo llo w in g  
s im p le  c o n s id e ra t io n s  a re  ta k e n  in to  a c c o u n t: Is  th e r e  s u ff ic ie n t c a p ac ity ?  Is  
i t  th e  r ig h t  s ize , h e ig h t  a n d  s h a p e ?  Is  th e r e  a  c o rre c t  r e la t io n s h ip  b e tw e e n  
i te m s  u s e d  in  c o n ju n c tio n  w ith  e a c h  o th e r?  F u r n i tu r e  s h o u ld  b e  w e ll m a d e  
a n d  e rg o n o m ic a lly  d e s ig n e d  so  t h a t  th e  s e a t in g  p o s it io n  is  n o t  in ju r io u s  to  a  
c u s to m e r ’s  p o s tu re . A ll p h y s ic a l re s p o n s e s  to  th is  f a c to r  m ay , in  tu r n ,  d ire c tly  
in f lu e n c e  w h e th e r  p e o p le  s ta y  in  a n d  e n jo y  a  h o te l ’s  p h y s ic a l e n v iro n m e n t. 
F a c ilitie s  o ffe r in g  a  c o m fo r ta b le  a n d  sa fe  e n v iro n m e n t  c a n  e n g e n d e r  
e n h a n c e d  c u s to m e r  a n d  e m p lo y e e  sa tis fa c tio n . T h e  r e s u l t  is  a  p le a s a n t  
e x p e r ie n c e  fo r  th e  c u s to m e r  a n d  a  p ro d u c tiv e  w o rk  s i te  fo r  th e  e m p lo y e e .
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5.3-4 Aesthetic Quality
I n  a  p ro f i t-m a k in g  o p e ra t io n  s u c h  a s  a  h o te l  p a r t ic u la r ly , f i r s t  im p re s s io n s  
a re  im p o r ta n t .  A e s th e tic s  d o  h a v e  a  p sy c h o lo g ic a l e ffec t o n  c u s to m e rs , w h o  
m a y  m a k e  a  v a lu e  ju d g e m e n t  o f  th e  to ta l  e x p e rie n c e  b a s e d  o n  th e i r  in it ia l  
p e rc e p tio n  o f  th e  a e s th e tic s  o f  a  p h y s ic a l e n v iro n m e n t  ( J o n e s  a n d  P a u l, 1985). 
T h e re fo re , a e s th e tic  q u a li ty  o f  th e  h o te l  se rv ic esc a p e  c a n  b e  c o n s id e re d  a s  
p a r t  o f  th e  m a rk e tin g  s tra te g y .
T h e re  a re  o b v io u sly  m a n y  o th e r  fa c to rs , a p a r t  f ro m  sa tis fy in g  fu n c tio n a l 
n e e d s , w h ic h  p la y  a  p a r t  in  th e  d e s ig n  o f  a  h o te l ,  s u c h  a s  fa s h io n , im a g e , s ty le  
a n d  o th e r  a r tw o rk  a n d  a r te fa c ts . T h e  s ty le  c re a te d  a n d  th e  in it ia l  im p a c t  o f  
th e  to ta l  d e s ig n  s c h e m e  o f  th e  h o te l  o n  th e  a rr iv in g  g u e s t  is  v e ry  im p o r ta n t  
d e s ig n  is s u e s  ( J o n e s  a n d  P a u l, 1985 ). H o te l  d e s ig n  t e n d s  to  re f le c t  p a r t ic u la r  
p e r io d s  w ith  w h ic h  a  p a r t ic u la r  s ty le  o f  liv in g  (e le g a n t, h o m e ly , fu n c tio n a l, 
e tc .)  is  o f te n  a s so c ia te d . T h e  d é c o r  o f  a  h o te l  e s ta b l is h m e n t  re fe rs  to  th e  s ty le  
a n d  i ts  in te r io r  fu rn is h in g s . T h e  d é c o r  h e lp s  to  d e te rm in e  i ts  a tm o s p h e re . T h e  
h ig h e r  th e  q u a li ty  o f  th e  fu rn is h in g s , th e  h ig h e r  th e  d e g re e  o f  lu x u ry  th e  
e s ta b l is h m e n t  is  p e rc e iv e d  to  o ffe r  (D ittm e r , 2 0 0 2 ) .  F u r n i tu r e  m u s t  b e  in  
k e e p in g  w ith  th e  s ty le  a n d  d é c o r  o f  e a c h  a re a . C o n s is te n c y  a n d  h a rm o n y  in  
d e s ig n  a re  c rit ic a l in  e s ta b lis h in g  a  s u ita b le  a tm o s p h e re . A s a  ru le , a n y  m ix in g  
o f  s ty le s  r e q u ire s  c a re fu l b a la n c in g  o f  c o lo u r , te x tu re  a n d  fo rm  to  r e ta in  th e  
u n i ty  o f  a p p e a ra n c e  (L aw so n , 1994 ). Q u a lity  c o n s tru c tio n  m a te r ia ls ,  f lo o r  
co v e rin g s , a r tw o rk , p h o to g ra p h s  d isp la y e d  in  th e  e n v iro n m e n t  c a n  c re a te  a n  
o v e ra ll a e s th e tic  im p re s s io n  (B itn e r , 1992 ). C o n s u m e rs  m a y  u s e  th e
125
e n v iro n m e n t, in  p a r t ic u la r  i ts  s ty le  o f  d e c o ra tio n  a n d  leve l o f  q u a lity , a s  a  cu e  
to  th e  c o m p e te n c e  a n d  m a n n e r  o f  th e  se rv ic e  p ro v id e r  (Z e ith a m l e t  a l., 2 0 0 6 ) . 
A r t  p lay s  a  g ro w in g  ro le  in  th e  s ty lin g  o f  a  h o te l. L av ish  a r t  p ro g ra m m e s  a re  
fo u n d  in  t ra d i t io n a l ly  s ty le d  lu x u ry  p ro p e r t ie s .  R itz -C a rto n , fo r  e x a m p le , 
p u b lic ly  d isp la y s  i ts  p r iv a te  c o lle c tio n  o f  f in e  a r t ,  o r ie n ta l  ru g s , a n tiq u e s  a n d  
a r te fa c ts , e n h a n c in g  th e  to ta l  g u e s t  e x p e rie n c e  (R u te s  e t  a l., 2 0 0 5 ) . O n ce  j u s t  
th e  a c c e n ts  w h ic h  c o m p le te d  th e  fee l o r  lo o k  o f  a  p ro p e r ty , a r t  a n d  a n tiq u e s  
a re  n o w  o f te n  u s e d  to  c re a te  th e  o v e ra rc h in g  th e m e  o f  a  h o te l  a n d  h a v e  
b e c o m e  in te g ra l  to  th e  m a rk e tin g  o f  a  p ro p e r ty  (R u te s  e t  a l., 2 0 0 5 ) .
O fte n  th e  fu rn is h in g s  a n d  d é c o r  o f  h o te ls  a r e  re f lec tiv e  o f  a  h o s t  c o u n try ’s 
c u ltu re . T h o u g h  m a n y  m o d e rn  in te r n a t io n a l  h o te ls  m a y  lo o k  s o m e w h a t  a like , 
m o s t  w ill s till  re f le c t th e i r  s u r ro u n d in g s  in  w ay s ra n g in g  f ro m  th e  
a rc h i te c tu re  to  sm a ll a m e n itie s  (L a n e  a n d  D u p ré , 1997). H o w ev er, th r e e  
a s p e c ts  s h o u ld  b e  c o n s id e re d : th e  p u rp o s e  a n d  o v e ra ll fu n c t io n  o f  th e  v e n u e  
/ a r e a ;  th e  s ta n d a r d s  a im e d  fo r  w ith in  th e  h o te l;  a n d  th e  in te g ra tiv e  n a tu r e  o f  
th e  d e s ig n  ( J o n e s  a n d  P a u l, 1985).
T h e  a m b ie n c e  c re a te d  b y  d e s ig n  c a n  b e  a n  im p o r ta n t  p a r t  o f  th e  o v e ra ll 
e x p e rie n c e  (L aw so n , 1994). A ttra c tiv e  s u r ro u n d in g s  a re  m o re  p le a s a n t,  
e n jo y a b le  a n d  c o m fo r ta b le  fo r  c lie n ts  to  u s e , in c re a s e  c u s to m e r  s a tis fa c tio n  
a n d  im p ro v e  th e  h o te l ’s im ag e . T h e y  m a y  a lso  e n c o u ra g e  e m p lo y e e s  to  
m a in ta in  g o o d  w o rk in g  s ta n d a r d s  a n d  p r id e  in  th e i r  w o rk  ( J o n e s  a n d  P a u l,
1985).
M a n y  im p o r ta n t  d e ta i le d  a s p e c ts  o f  a  d e s ig n  m a y  b e  o v e rlo o k e d  b y  c u s to m e rs  
w h e n  in su ff ic ie n t  c o n s id e ra t io n  is  g iv en  to  r e ta in in g  th e i r  in te r e s t  in  th e  
d e s ig n  c o n se q u e n c e . C onverse ly , a  d o sa g e  o f  to o  m a n y  s u rp r is e  e le m e n ts , a
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c o m p le x ity  o f  su b je c t  c o n te n t  a n d  e x tre m e  c o n tr a s ts  m a y  w ell e x h a u s t  th e m  
(Issa c , 1971).
I n  c e r ta in  r e s p e c t  u n i ty  is  th e  m o s t  im p o r ta n t  s in g le  d e s ig n  d isc ip lin e . 
G e n e ra lly  a  d e s ig n , a e s th e tic a lly  d e f ic ie n t in  d e ta i l  b u t  s tro n g  in  o v e ra ll u n i ty  
is  m o re  s a tis fa c to ry  t h a n  th e  c o n v e rse  (Is sa c , 1971).
5.3.5 The Servicescape and Social Interaction
A s th e  a im s  o f  th is  th e s is  a re  to  e x a m in e  th e  im p o r ta n c e  a n d  im p a c t  o f  th e  
se rv ic e sc a p e  a n d  d is t in g u is h  th e  d im e n s io n s  o f  th e  ta n g ib le  e le m e n ts  o f  th e  
h o te l  se rv ic esc a p e , o n ly  th e  m o re  “ta n g ib le ” a s p e c ts  o f  th e  p h y s ic a l 
s u r ro u n d in g s  w e re  in c lu d e d  a n d  p e o p le , a s  a n  e le m e n t  o f  s e rv ic e sc a p e , h a v e  
n o t  so  f a r  b e e n  c o n s id e re d .
D u e  to  th e  in s e p a ra b i l i ty  o f  p ro d u c t io n  a n d  c o n s u m p tio n , o th e r  c u s to m e rs  
a re  o f te n  p r e s e n t  in  th e  se rv ice  e n v iro n m e n t  a n d  a s  s u c h  c a n  in f lu e n c e  th e  
b e h a v io u r  o f  th e  in d iv id u a l c u s to m e r  (A rn o u ld  a n d  P rice , 1993). 
C o n se q u e n tly  th e  c u s to m e rs ’ b e h a v io u r  c re a te s  p a r t  o f  th e  o v e ra ll 
a tm o s p h e re  b u t  is  n o t, a s  su c h , a n  e le m e n t  o f  th e  p h y s ic a l e n v iro n m e n t. I t  is  
a lso  s u g g e s te d  th a t  c u s to m e rs  s h o u ld  n o t  b e  in c lu d e d  a s  p a r t  o f  th e  
s e rv ic e sc a p e  itse lf , a s  th e y  c a n n o t  b e  c o n tro l le d  to  a n y  g re a t  e x te n t  b y  
m a n a g e m e n t  (R e im e r  a n d  K u e h n , 2 0 0 5 ) . A s S h o s ta c k  (1 9 8 4 ) m e n tio n e d , th e  
p re s e n c e  o f  p e o p le  b r in g s  a  h ig h e r  r is k  t h a t  se rv ic e  q u a li ty  w ill v a ry .
I t  is  t r u e  to  sa y  th a t  th e  in te ra c t iv e  p ro c e s s  b e tw e e n  p e o p le  a n d  th e  ta n g ib le  
e le m e n ts  o f  th e  se rv ic e sc a p e  h a s  n o t  b e e n  fu lly  c o n s id e re d  a n d  r e s e a rc h  h a s  
fo c u se d  p re d o m in a n t ly  o n  th e  im p a c t  o f  th e  s e rv ic e sc a p e  o n  in d iv id u a ls ,
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e i th e r  c u s to m e rs  o r  e m p lo y e es . H o w e v er, th e  p h y s ic a l e n v iro n m e n t  m a y  h a v e  
a  g re a t  in f lu e n c e  o n  th e  in te ra c t io n s  b o th  b e tw e e n  a n d  a m o n g  c u s to m e rs  a n d  
em p lo y e es . A s a rg u e d  b y  B e n n e tt  a n d  B e n n e tt  (1970 ), a ll so c ia l in te r a c t io n  is  
a ffe c te d  b y  th e  p h y s ic a l e n v iro n m e n t  in  w h ic h  i t  o c c u rs , in  b o th  th e  d u r a t io n  
o f  th e  in te r a c t io n  a n d  th e  p ro g re s s io n  o f  e v e n ts . T h e  d e s ig n  o f  th e  fac ility  c a n  
su g g e s t to  c u s to m e rs  h o w  th e y  s h o u ld  b e h a v e  w h ile  in  th e  e n v iro n m e n t  a n d  
w h a t  ty p e s  o f  in te ra c t io n s  a re  e n c o u ra g e d  (Z e ith a m l e t  a l., 2 0 0 6 ) .  P h y s ica l 
p ro x im ity  a n d  s e a tin g  a r r a n g e m e n ts  m a y  d e fin e  th e  p o ss ib ili tie s  a n d  l im its  o f  
so c ia l e p iso d e s  s u c h  a s  th o s e  o c c u rr in g  b e tw e e n  c u s to m e rs  a n d  e m p lo y e e s , o r  
c u s to m e rs  a n d  o th e r  c u s to m e rs  (Z e ith a m l e t  a l., 2 0 0 6 ) .  S im ila rly , H a r r is ,  
B a ro n , a n d  R a tc liffe  (1995 ) s u g g e s t  t h a t  w h e n  d e s ig n in g  th e  se rv ic e sc a p e , th e  
f irm  s h o u ld  c o n s id e r  th e  d e g re e  a n d  ty p e  o f  c u s to m e r- to -  c u s to m e r  
in te ra c t io n s  th e  f irm  w a n ts  to  fa c ili ta te  a n d  in te g ra te  a p p ro p r ia te  
e n v iro n m e n ta l  cu es.
T h e  se rv ic e sc a p e  c a n  a lso  a ro u s e  th e  d e s ire  to  c o m m u n ic a te  w ith  o th e r s  o r  a  
te n d e n c y  to  a v o id  a n y  in te r a c t io n  w ith  o th e r s  (T o m b  a n d  M cC o ll-K en n ed y , 
2 0 0 3 ) . A lth o u g h  se rv ic e sc a p e s  a re  a rtif ic ia lly  c re a te d  b y  th e  se rv ic e  p ro v id e r , 
th o u g h tfu lly  d e s ig n e d  se rv ic e sc a p e s  c a n  a lso  c re a te  m o o d s  a n d  b e h a v io u ra l  
re s p o n s e  fo r  th e  c u s to m e r  a n d  th e n  a llo w s  th e  c u s to m e r  to  e s ta b l is h  
re la tio n s h ip s  b e tw e e n  o th e r  c u s to m e rs  a n d  s ta f f  w ith in  t h a t  p h y s ic a l 
e n v iro n m e n t.
In  th is  se n se , p h y s ic a l s u r ro u n d in g s  a re  n o t  o n ly  im p o r ta n t  a s  p h y s ic a l 
s u p p o r t  o r  p h y s ic a l e v id e n c e  o f  th e  se rv ic e  b u t  a s  so c ia l a r te fa c ts , t h a t  is  a s  
ev o ca tiv e  b a c k g ro u n d s  fo r  h u m a n  a c tiv itie s  (A u b e rt-G a m e t a n d  C ova, 1999 ). 
T h e re fo re , th e  se rv ic e sc a p e  s h o u ld  h e lp  c u s to m e rs  to  c re a te  t h e i r  o w n
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e x p e rie n c e  a n d  r e la t io n s h ip  w ith in  it. M o re o v e r, i t  c a n  b e  th e  a im  o f  th e  
se rv ice  p ro v id e r  to  l in k  th e  se rv ic e  e n c o u n te r  in  th e  c u s to m e r ’s  m in d  w ith  th e  
e n v iro n m e n ta l  e n c o u n te r ,  t h u s  c re a tin g  a  lo n g - te rm  se rv ic e  r e la t io n s h ip  
(C la rk e  a n d  S c h m id t, 1995).
5.4 The M ediating Role o f Em otion
M a n y  s tu d ie s  s u g g e s t  t h a t  th e  in f lu e n c e  o f  e n v iro n m e n t  o n  c o n s u m e r  
b e h a v io u r  is  m e d ia te d  b y  th e  c o n s u m e r ’s  e m o tio n a l  s ta te . T h e  M e h ra b ia n  a n d  
R u sse ll (1974) m o d e l s u g g e s ts  t h a t  th e  e ffec ts  o f  e n v iro n m e n t  fa c to rs  o n  
a p p ro a c h -a v o id a n c e  b e h a v io u r  is  m e d ia te d  b y  a ffec tiv e  r e s p o n s e s  s u c h  a s  
p le a s u re  a n d  a ro u sa l. D o n o v a n  a n d  R o s s ite r  (1 9 8 2 ) s tu d y  sh o w s  p o s itiv e  
a s so c ia tio n s  b e tw e e n  p le a s u re  a n d  a ro u s a l  a n d  r e s p o n d e n ts ’ in te n t io n s  to  
r e m a in  in  th e  s e tt in g  a n d  to  s p e n d  m o n e y . S h e rm a n , M a th u r  a n d  S m ith  
(1997) s tu d ie d  th e  m e d ia tin g  ro le  o f  e m o tio n s  in  th e  in f lu e n c e  o f  
e n v iro n m e n t o n  p u rc h a s e  b e h a v io u r . H o w e v er, th e  in f lu e n c e  o f  h o te l  
s e rv ic e sc a p e  o n  c u s to m e r  e m o tio n  is  a  to p ic  t h a t  h a s  re c e iv e d  re la tiv e ly  l i t t le  
a t te n tio n . I n  a d d it io n , a lth o u g h  th e r e  a re  s o m e  s tu d ie s  t h a t  e x a m in e d  th e  
in f lu e n c e  o f  e m o tio n s  o n  a p p ro a c h -a v o id a n c e  b e h a v io u rs  (H u i a n d  B a te so n , 
1991; M a ch le it, E ro g lu  a n d  M a n te l, 2 0 0 0 ;  E ro g lu , M a c h le it  a n d  C h e b a t,
2 0 0 5 ) , th e y  w e re  o n ly  a s so c ia te d  w ith  c ro w d in g  o r  th e  m e d ia tin g  ro le  o f  
e m o tio n s  w a s  n o t  fu lly  s u p p o r te d . T h e re fo re , i t  is  n e c e s s a ry  to  a s s e s s  to  w h a t
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e x te n t  c u s to m e r ’s  e m o tio n a l  r e s p o n s e s  m e d ia te s  th e  r e la t io n s h ip  b e tw e e n  
h o te l  se rv ic esc a p e  a n d  th e i r  b e h a v io u ra l  r e s p o n s e .
5.5 Summary
In  th is  c h a p te r ,  se v e ra l p re v io u s  r e s e a rc h  s tu d ie s  t h a t  e x a m in e d  th e  
se rv ic e sc a p e  d im e n s io n s  a n d  e le m e n ts  w e re  rev iew ed . B a se d  o n  th is  rev iew , 
fo u r  d is t in c t  d im e n s io n s  fo r  th e  h o te l ’s  se rv ic e sc a p e  w e re  d e v e lo p e d . F o u r  
d im e n s io n s  e m e rg e d  w e re  p h y s io lo g ica l c o n d it io n s , s p a tia l  la y o u t, 
fu n c tio n a lity  a n d  a e s th e tic  q u a lity . T h e se  d im e n s io n s  w e re  c a re fu lly  c h o s e n  
f ro m  th e  e x is tin g  l i t e r a tu r e  d u e  to  th e  fa c t  t h a t  th e y  c a n  b e  e a s ily  c o n tro l le d  
b y  th e  m a n a g e m e n t  a n d  m o re  im p o r ta n t ly , th e y  a re  p r o p o s e d  to  h a v e  a  
s ig n if ic a n t in f lu e n c e  o n  th e  c u s to m e r ’s  w h o le  se rv ic e  e x p e rie n c e .
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6.1 Introduction
T h is  c h a p te r  s e ts  o u t  th e  r e s e a rc h  p h ilo s o p h y  a n d  m e th o d o lo g y  w h ic h  g u id e s  
th e  p r e s e n t  s tu d y . I n  th is  c h a p te r ,  r e s e a rc h  q u e s tio n  a n d  o b je c tiv e s  o f  th is  
s tu d y  w ill b e  p re s e n te d . T h is  c h a p te r  w ill a lso  d e sc r ib e  th e  re s e a rc h  a p p ro a c h  
a d o p te d  in  th is  s tu d y , d a ta  c o lle c tio n  m e th o d  a n d  sa m p lin g  m e th o d . T h e n  
d a ta  a n a ly s is  m e th o d s  u s e d  w ill b e  i l lu s tr a te d .
6.2 Research Question and Research Objectives
T h e re  h a s  b e e n  m o re  e m p h a s is  o n  th e  h o te l  a s  a  r e t r e a t ,  a n d  th e  lo o k  o f  th e  
h o te l  e n v iro n m e n t h a v e  b e c o m e  m o re  im p o r ta n t  to  c u s to m e rs . C u s to m e rs  
to d a y  d o  n o t  j u s t  a s k  fo r  a  ro o m . I t  is  th e  w e ll- in fo rm e d  c u s to m e r  w h o  p la y s  
th e  la rg e s t  p a r t  in  d e m a n d in g  a  h ig h  g e n e ra l  lev e l o f  th e  h o te l  p h y s ic a l 
e n v iro n m e n t. I n  re s p o n s e , th e r e  a re  m a n y  h o te ls  t h a t  d if f e re n tia te  
th e m s e lv e s  w ith  u n iq u e  c o n c e p ts  a n d  in te r e s t in g  fe a tu re s . M o re o v e r , th e  
h o te l  se rv ic esc a p e , th e  p h y s ic a l e n v iro n m e n t  o f  th e  h o te l , h a s  b e c o m e  a  k e y  
fa c to r  in  d e te rm in in g  w h e th e r  g u e s ts  a re  s a tis f ie d  w ith  th e  se rv ic e  e x p e r ie n c e . 
T h e re fo re , to  a c h iev e  c o m p e tit iv e  a d v a n ta g e , a p p ro p r ia te  h o te l  s e rv ic e sc a p e  
m e a s u re s  n e e d  to  b e  a p p lie d .
T o  d a te , m a n y  s tu d ie s  h a v e  fo u n d  t h a t  u n d e rs ta n d in g  c u s to m e r  e m o tio n a l  
re s p o n s e s  a s  w ell a s  b e h a v io u ra l  r e s p o n s e  m a y  p la y  a n  im p o r ta n t  ro le  in  
d e te rm in in g  h o te ls ’ p ro f i ts . H o w ev er, l i t t le  e m p ir ic a l  r e s e a rc h  h a s  fo c u s e d  o n
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th e  r e la t io n s h ip  b e tw e e n  th e  h o te l  s e rv ic e sc a p e  a n d  c u s to m e r  
e m o tio n a l /b e h a v io u ra l  r e s p o n s e s  in  th e  h o te l  in d u s try . A cco rd in g ly , th is  
r e s e a rc h  a im s  to  a n s w e r  th e  fo llo w in g  q u e s tio n :
Does the hotel servicescape qu ality  have effects on custom ers9 
em otional responses and behavioural response?
I n  o rd e r  to  a n s w e r  th is  q u e s tio n , th e  m a in  r e s e a rc h  w ill b e  c a r r ie d  o u t. In  
a d d it io n , d e s p ite  th e  im p o r ta n c e  o f  th e  h o te l  se rv ic esc a p e , th e  th e o re tic a l  a n d  
c o n c e p tu a l  b a s is  fo r  u n d e r s ta n d in g  th e  h o te l  se rv ic e sc a p e  c o n s tru c t  is  s till  
re la tiv e ly  im m a tu re . H e n c e , th e  f u r th e r  in v e s tig a tio n  in  th e  m a in  re s e a rc h  
w ill a s se s s  th e  v a lid ity  a n d  re lia b ili ty  o f  th e  h o te l  se rv ic e sc a p e  d im e n s io n s  
a n d  t e s t  a  re la t io n s h ip  b e tw e e n  th e  h o te l  s e rv ic e sc a p e  a n d  c u s to m e r  
e m o tio n a l a n d  b e h a v io u ra l  r e s p o n s e s . T o  d o  th is ,  in  m o re  sp e c if ic  te rm s , th e  
o b jec tiv e s  o f  th is  s tu d y  a re :
1. T o  p ro v id e  a  n e w  p e rs p e c tiv e  o n  th e  im p o r ta n c e  o f  th e  h o te l  s e rv ic e sc a p e .
2. T o  id e n tify  th e  k e y  d im e n s io n s  o f  th e  h o te l  se rv ic esc a p e .
3. T o  d e v e lo p  re lia b le , v a lid  a n d  sp e c if ic  m e a s u re s  o f  th e  h o te l  s e rv ic e sc a p e .
4 . T o  d e te rm in e  w h ic h  h o te l  se rv ic e sc a p e  v a r ia b le s  h a v e  m o re  im p a c t  o n  
c u s to m e rs ’ s a tis fa c tio n  a n d  e x p e rie n c e .
5. T o  in v e s tig a te  th e  r e la t io n s h ip  a m o n g  th e  h o te l  se rv ic e sc a p e , e m o tio n a l  
r e s p o n s e s  a n d  b e h a v io u ra l  re s p o n s e .
6 . T o  e x a m in e  th e  ro le  o f  e m o tio n  b e tw e e n  th e  h o te l  s e rv ic e sc a p e  a n d  
b e h a v io u ra l  re s p o n s e .
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6.3 Research Approach
B efo re  o u t lin in g  th e  m e th o d s  e m p lo y e d  fo r  th is  re s e a rc h , i t  is  im p o r ta n t  to  
ta k e  a c c o u n t  o f  th e  r e s e a rc h  a p p ro a c h  a d o p te d  fo r  th is  s tu d y  a s  
u n d e rs ta n d in g  o f  th e  r e s e a rc h  p a ra d ig m  h e lp s  to  c la rify  re s e a rc h  d e s ig n . T h e  
q u a li ty  o f  r e s e a rc h  w ill b e  e n h a n c e d  b y  a  g o o d  u n d e rs ta n d in g  o f  th e  re s e a rc h  
d e s ig n . A  re s e a rc h  d e s ig n  is  a  lo g ica l a n d  s y s te m a tic  p la n  p r e p a r e d  fo r  
d ire c tin g  a  re s e a rc h  s tu d y  (K r ish n a sw a m i a n d  S a ty a p ra s a d , 2 0 1 0 ) . D es ig n s  
fa ll in to  tw o  b a s ic  ty p e s , q u a n ti ta t iv e  a n d  q u a li ta t iv e . T h e  q u a n ti ta t iv e  
p a ra d ig m  is  b a s e d  o n  p o s itiv ism . D e c ro p  (1 9 9 9 ) s ta te s  t h a t  th e  p o s it iv is ts ’ 
in te r e s t  is  fo c u se d  o n  w h a t  is  g e n e ra l, a v e ra g e  a n d  r e p re s e n ta tiv e  so  t h a t  
s ta t is t ic a l  g e n e ra lis a tio n  a n d  p re d ic tio n  a re  p o ss ib le . I n  a  p o s it iv is t  v ie w  o f  
th e  w o rld , re a lity  e x is ts  a s  a  s t r u c tu r e  c o m p o s e d  o f  r e la t io n s h ip s  a m o n g  i ts  
p a r ts .  T h is  re a lity  is  d iv is ib le  a n d  f ra g m e n ta b le ;  th e re fo re , p re c ise , a c c u ra te  
m e a s u re m e n ts  a n d  o b s e rv a tio n s  o f  th is  w o r ld  a re  p o s s ib le  (B agozzi 1 9 8 0 ). 
A c c o rd in g  to  th is  p o s it iv is t  p a ra d ig m , th e o r ie s  a re  a c c e p te d  i f  th e y  
u n d e rs to o d  th ro u g h  e m p ir ic a l o b s e rv a tio n  a n d  a re  r e je c te d  i f  th e y  d o  n o t.  
T h e  t e s t  p h a s e  is  d o m in a te d  b y  su rv e y s , fo llo w e d  b y  s ta t is t ic a l  a n a ly s is  
(A ckroyd , 1996).
In  c o n tra s t ,  th e  q u a li ta t iv e  p a ra d ig m  is  b a s e d  o n  in te rp re tiv is m . 
In te rp re t iv is t  s tu d ie s  a re  c h a ra c te r is e d  b y  th e  p r io r i t is a t io n  o f  su b je c tiv e  
m e a n in g s  a n d  so c ia l-p o litic a l a s  w ell a s  sy m b o lic  a c tio n  in  th e  p ro c e s s  
th ro u g h  w h ic h  h u m a n s  c o n s tru c t  a n d  r e c o n s tru c t  th e i r  re a l ity  (O rlik o w sk i 
a n d  B a ro u d i, 1991). T h e re fo re , th e  e m p h a s is  o f  q u a li ta t iv e  r e s e a rc h  is  o n  
p ro c e s s  a n d  m e a n in g s . Q u a lita tiv e  d e s ig n s  re ly  o n  g re a t  d e ta i l  in  r e p o r t in g
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h u m a n  p ro c e s se s . T e c h n iq u e s  u s e d  in  q u a li ta t iv e  s tu d ie s  in c lu d e  in -d e p th  
a n d  fo c u s  g ro u p  in te rv ie w s  a n d  p a r t ic ip a n t  o b se rv a tio n .
W h e n  d e c id in g  w h ic h  o f  th e  a p p ro a c h e s  w o u ld  le a d  to  m o re  r ig o ro u s  
in v e s tig a tio n , th e  re s e a rc h  o b jec tiv e s  o f  th e  s tu d y  s h o u ld  b e  c o n s id e re d , 
b e c a u s e  p a r t ic u la r  r e s e a rc h  m e th o d o lo g ie s  a re  m o re  s u i te d  to  c e r ta in  
r e s e a rc h  p ro b le m s  a n d  o b jec tiv e s . S in ce  th is  s tu d y  fo c u se s  o n  d e v e lo p in g  a  
m u lt i- i te m  se rv ic e sc a p e  sc a le  fo r  th e  h o te l  in d u s try  c o n te x t a n d  e x p lo r in g  th e  
r e la t io n s h ip  b e tw e e n  th e  h o te l  s e rv ic e sc a p e  a n d  c u s to m e rs ’ r e s p o n s e s , th is  
re s e a rc h  n e e d  to  e m p lo y  s ta t is t ic s  to  d e s c r ib e  la rg e  p o p u la t io n s  w ith  su rv e y  
d a ta . A s s a m p le  s ize s  fo r  q u a n ti ta t iv e  a n a ly tic a l a p p ro a c h e s  a re  m u c h  la rg e r  
th a n  th o s e  u s e d  in  q u a li ta t iv e  re s e a rc h , th e  p r e s e n t  s tu d y  a d o p ts  a  
q u a n ti ta t iv e  a p p ro a c h . I n  a d d it io n , th is  a p p ro a c h  w o u ld  b e  u s e fu l  a n d  
a p p ro p r ia te  fo r  th e  p r e s e n t  s tu d y  b e c a u s e  q u a n ti ta t iv e  d e s ig n  a n d  a n a ly s is  
in v o lv e  in fe re n c e s  t h a t  a re  c le a rly  m o re  n o n ju d g m e n ta l  a n d  m o re  p re c is e  
th a n  q u a li ta t iv e  d e s ig n  a n d  a n a ly s is  (H o w e, 1 9 8 8 ). Q u a n tita tiv e  d e s ig n s  a lso  
a llo w  th e  r e p o r t in g  o f  s u m m a ry  r e s u l ts  in  n u m e r ic a l  te r m s  to  b e  g iv e n  w ith  a  
sp e c if ie d  d e g re e  o f  c o n fid e n ce .
6.4 Data Collection M ethod
Q u a n tita tiv e  re s e a rc h  m e th o d s  fo cu s  o n  g a th e r in g  a  la rg e  a m o u n t  o f  
in fo rm a tio n  th ro u g h  su rv e y s  w ith  m o d e ra te  c o s t  a n d  t im e . T h e re  a r e  se v e ra l 
ty p e s  o f  su rv e y  m e th o d s  su c h  a s  p e rs o n a l  in te rv ie w s , te le p h o n e  in te rv ie w s , 
m a il su rv e y s  a n d  o n lin e  su rv ey s . P e rso n a l in te rv ie w s  a re  a  w a y  to  g e t  in -  
d e p th  a n d  c o m p re h e n s iv e  in fo rm a tio n . H a ir , B u sh  a n d  O r t in a u  ( 2 0 0 2 )
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d e sc r ib e  a  p e rs o n a l  in te rv ie w  a s  a  fo rm a liz e d  p ro c e s s  in  w h ic h  a  w e ll- t ra in e d  
in te rv ie w e r  a sk s  a  su b je c t  a  s e t  o f  s e m i-s tru c tu re d , p ro b in g  q u e s tio n s  u s u a lly  
in  a  fa c e - to -fa c e  se tt in g . F a c e -to -fa c e  in te rv ie w in g  m a y  h e lp  to  p r o d  a  
p e r s o n ’s m e m o ry  o r  g e t to  m o re  a c c u ra te  re s p o n s e s . H o w ev er, p e rs o n a l  
in te rv ie w s  c a n  b e  v e ry  t im e  c o n s u m in g  a n d  th e  in te rv ie w e r  h a v e  to  b e  w ell 
t r a in e d  in  h o w  to  r e s p o n d  to  a n y  c o n tin g e n c y  (T ro c h im  a n d  D o n n e lly , 2 0 0 6 ) . 
M o re o v e r, th e  in te rv ie w e r  m a y  b e  b ia s e d  a n d  a s k  c lo se d  q u e s tio n s . T o  so m e  
e x te n t  th e  in te rv ie w e r  m a y  a ffe c t th e  re s p o n s e s  o f  th e  in te rv ie w e e .
T e le p h o n e  su rv e y s  a re  s im p ly  p e rs o n a l  in te rv ie w s  c o n d u c te d  v ia  te le p h o n e  
tec h n o lo g y . C o m p a re d  to  fa c e - to -fa c e  in te rv ie w s , te le p h o n e  in te rv ie w s  a re  
c h e a p e r , fa s te r , a n d  m o re  s u ita b le  fo r  g a th e r in g  d a ta  f ro m  la rg e  n u m b e r s  o f  
r e s p o n d e n ts  (H a ir  e t  a l., 2 0 0 2 ) . H o w ev er, te le p h o n e  su rv e y s  ty p ic a lly  u n d e r  
r e p re s e n t  p e o p le  w h o  a re  d iff ic u lt to  c a tc h  a t  h o m e  (e .g ., y o u n g e r , s in g le , o r  
n o n -fa m ily  h o u s e h o ld s ) . M o re o v e r, a c c o rd in g  to  B lu m b e rg  a n d  L u k e  (2 0 0 7 ) , 
th e  p r o p o r t io n  h o u s e h o ld s  h a v in g  a  cell p h o n e  b u t  n o  la n d lin e  h a v e  b e e n  
g ro w in g  ra p id ly  a n d  a re  a r o u n d  13 p e rc e n t.  W h e n  th e s e  h o u s e h o ld s  ( su c h  a s  
y o u n g e r, s in g le , n o n -fa m ily  a n d  ce ll-o n ly  p o p u la t io n )  h a v e  n o  c h a n c e  o f  b e in g  
se le c te d , b ia s  m ig h t  b e  in tro d u c e d  in to  th e  r e s u l ts  (Z a h s  a n d  b a k e r , 2 0 0 7 ) . 
O fte n  q u e s tio n n a ire s  a re  c o n d u c te d  th ro u g h  th e  m a il. B e c a u se  re a d in g  
c o m p re h e n s io n  is  h ig h e r  t h a n  th e  a u ra l  c o m p re h e n s io n  n e e d e d  in  a n  
in te rv ie w , q u e s tio n n a ire s  c a n  b e  m u c h  lo n g e r  a n d  m o re  c o m p le x  th a n  a  fac e -  
to -fa c e  o r  te le p h o n e  in te rv ie w  (A b b o tt a n d  M cK inney , 2 0 1 3 ). T h e re  c a n  b e  a  
d o w n s id e  to  m a il su rv e y s . O n ce  th e  q u e s t io n n a ir e  is  s e n t  to  p e o p le ’s  a d d re s s , 
th e  r e s e a rc h e r  th e n  h a s  n o  u n d e rs ta n d in g  o f  th e  c o n s id e ra t io n s  w h ic h  p e o p le  
m a k e  in  a n s w e rin g  a  q u e s tio n . T h e  la y o u t, in s t ru c t io n s  a n d  q u e s tio n s  m u s t
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th e re fo re  b e  s im p le , c le a r  a n d  u n a m b ig u o u s  (M ay , 2011). I n  a d d it io n , 
s ta m p e d  a d d re s s e d  e n v e lo p e s  a re  r e q u ir e d  a n d  re m in d e r s  m a y  b e  s e n t  tw o  
a n d  fo u r  w e e k s  a f te r  p o s tin g  th e  in it ia l  q u e s tio n n a ire .
R e cen tly , o n lin e  su rv e y  r e s e a rc h  m e th o d s  u s in g  th e  w e b  a n d  e m a il h a v e  
b e c o m e  p o p u la r .  E m a il a n d  in te r n e t  su rv e y s  a re  re la tiv e ly  n e w  a n d  i t  is  
c le a rly  th e  m o s t  c o s t  e ffec tiv e  a n d  f a s te s t  m e th o d  o f  d is t r ib u t in g  a  su rv e y . A s 
p o in te d  o u t  b y  S h e e h a n  a n d  M cM illan  (1 9 9 9 ), th e  u s e  o f  th e  in te r n e t  a s  a  
su rv e y  m e th o d o lo g y  sh o w s  a  w id e  v a r ia t io n  in  re s p o n s e  r a te s  a n d  s p e e d  o f  
re s p o n s e  fo r  in te r n e t -b a s e d  su rv ey s . O n lin e  su rv e y s  a re  u n iq u e  b e c a u s e  o f  th e  
w a y  in  w h ic h  th e y  a re  d e liv e re d  to  r e s p o n d e n ts .  Q u e s t io n n a ire s  a re  p o s te d  
o n lin e  so  t h a t  th e  r e s p o n d e n t  c a n  a c ce ss  th e  q u e s tio n n a ir e  th r o u g h  h is  o r  h e r  
o w n  c o m p u te r  a t  a n y  t im e  o f  d a y  o r  n ig h t, in  a n y  lo c a t io n  w o r ld w id e  (A b b o tt 
a n d  M cK inney , 2 0 1 3 ). F u r th e rm o re , r e s p o n d e n ts  u s u a lly  c o m p le te  a n d  
t r a n s m i t  th e  a n s w e rs  im m e d ia te ly  w h ile  th e y  h a v e  th e  e -m a il o p e n  o n  th e i r  
c o m p u te r  a n d  c a n  e a s ily  re tr ie v e  it. T h e  in it ia l  s e tu p  ta k e s  t im e  b u t  th e  
t r a n s m is s io n  o f  th o u s a n d s  o f  su rv e y s  c a n  l i te ra lly  b e  d o n e  in  m in u te s  
(C o b a n o g lu , W a rd e  a n d  M o reo , 2 0 0 1 ).
F o r  th e  p u rp o s e  o f  th is  s tu d y , a  su rv e y  w a s  u s e d  th ro u g h  a n  o n lin e  
q u e s tio n n a ir e  to  c o lle c t d a ta  fo r  th e  fo llo w in g  re a s o n s . F irs t , i t  is  re la tiv e ly  
fa s t, c h e a p , c o n v e n ie n t a n d  e a sy  to  p ro c e s s . W h e n  co s t, t im e  a n d  q u a li ty  o f  
d a ta  a re  ta k e n  in to  a c c o u n t, i t  is  a lm o s t  im p o s s ib le  to  c o lle c t d a ta  f ro m  
c u s to m e r  b y  fac e -to -fa c e . In  a d d it io n , c o n s id e r in g  th a t  th e  s u rv e y  w a s  
c o n d u c te d  in  five  s e le c te d  h o te ls  f ro m  o n e  o f  th e  la rg e s t  in te r n a t io n a l  h o te l  
b r a n d s  w h ic h  h a d  a  d a ta b a s e  w ith  v a lid  e -m a il a d d re s s e s  a s  w e ll a s
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p e rm is s io n  b y  p o te n t ia l  r e s p o n d e n ts  to  s e n d  su rv e y s , i t  w a s  c o n c lu d e d  th a t  
o n lin e  su rv e y s  w o u ld  w o rk  b e s t  in  te r m s  o f  su rv e y  a d m in is t r a t io n  a n d  sa m p le  
size.
S eco n d , th is  m e th o d  m a y  p ro v id e  c o n v e n ie n c e  to  r e s p o n d e n ts .  R e s p o n d e n ts  
c a n  ta k e  a s  m u c h  t im e  a s  th e y  n e e d  to  fill in  th e  q u e s tio n n a ir e  a n d  s ta r t  a n d  
th e n  r e tu r n  la te r  to  th e  q u e s tio n  w h e re  th e y  le f t  o ff  e a r l ie r . T h u s , i t  m a y  b e  
e a s ie r  fo r  r e s p o n d e n ts  to  a n s w e r  to  a  c o n s id e ra b le  n u m b e r  o f  q u e s tio n s  to  a n  
o n lin e  su rv e y  th a n  a  t ra d i t io n a l  p a p e r -a n d -p e n c il  a n d  te le p h o n e  re s e a rc h . 
T h ird , th e  b u r d e n  o f  in p u tt in g , ta b u la t in g  a n d  a n a ly s in g  d a ta  c a n  b e  re d u c e d . 
D a ta  c a n  b e  a u to m a tic a lly  e n te r e d  in to  a  d a ta b a s e  o r  c o p e d  in to  a n a ly s is  
so ftw a re  s u c h  a s  SPSS  o r  M ic ro so ft E xcel, th e re b y  d e c re a s in g  t r a n s c r ip t io n  
e r ro r s  c a u se d  b y  m a n u a l  la b o u r  in p u ts .  F o u r th , s in c e  r e s p o n d e n ts  ty p e  in  
th e i r  o w n  a n s w e rs  d ire c tly  o n  a  w e b  p a g e , su rv e y  re s p o n s e s  w ill b e  f re e  f ro m  
a n y  p o te n t ia l  fo r  in te rv ie w e r  b ia s .
L a s tly  a n d  m o re  im p o r ta n t ly , th e  g u e s ts  s ta y in g  in  a  h o te l  m a y  e x p e c t a  
g re a te r  e x te n t  o f  p r iv a c y  a n d  re la x a tio n .
6.5 Sam pling M ethod
A fte r  c a re fu lly  c o n s id e r in g  th e  d e s ig n  w h ic h  th e  a p p ro a c h  w o u ld  ta k e , i t  w a s  
n e c e s s a ry  to  d e c id e  h o w  th e  d a ta  w o u ld  b e  co lle c te d . I t  is  ra re ly  th e  c a se  t h a t  
r e s e a rc h e rs  h a v e  su ff ic ie n t t im e  a n d  m o n e y  to  m e a s u re  e v e ry  u n i t  o f  
p o p u la tio n . T h e re fo re , s a m p le s  a re  ty p ic a lly  d o n e  in  s tu d ie s  fo r  p ra c t ic a l  
re a so n s . A  sa m p le  is  d e fin e d  a s  th e  s e t  o f  e le m e n t  f ro m  w h ic h  d a ta  is
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c o lle c te d  (R o y e r a n d  Z a rlo w sk i, 2 0 0 1 ). T h e  n e x t  s e c tio n  p re s e n ts  th e  ra n g e  o f  
o p t io n s  t h a t  o p e n  to  th e  r e s e a rc h e r  w h e n  d ra w in g  a  s a m p le  a n d  e x p la in s  th e  
c r i te r ia  to  c o n s id e r  w h e n  d e te rm in in g  s a m p le  size.
V a r io u s  sa m p lin g  m e th o d s  c a n  b e  a p p lie d  d e p e n d in g  o n  th e  ty p e  o f  r e s e a rc h  
to  b e  c o n d u c te d . S a m p lin g  te c h n iq u e s  c a n  b e  c la ss if ie d  in to  tw o  m a jo r  ty p e s : 
p ro b a b il ity  s a m p lin g  a n d  n o n p ro b a b il i ty  s a m p lin g . W ith  p ro b a b il ity  
s a m p lin g , e a c h  u n i t  o f  a  p o p u la t io n  h a s  a  sp e c if ia b le  p ro b a b il i ty  o f  in c lu s io n  
in  a  s a m p le  (B ry m a n  a n d  C ra m e r , 2 0 0 9 ) .  P ro b a b il ity  s a m p lin g  in c lu d e s  
s im p le  r a n d o m  sa m p lin g , s tr a t i f ie d  r a n d o m  sa m p lin g , s y s te m a tic  r a n d o m  
sa m p lin g , c lu s te r  s a m p lin g , a n d  m u lt is ta g e  c lu s te r  sa m p lin g . T h e  a d v a n ta g e  
o f  p ro b a b il i ty  s a m p lin g  is  t h a t  th e  a c c u ra c y  o f  th e  s a m p le  c a n  b e  c a lc u la te d  
b e c a u s e  p ro b a b il ity  s a m p le s  r e s t  o n  m a th e m a tic a l  p ro b a b il ity  th e o ry .
In  n o n p ro b a b il i ty  s a m p lin g , th e  p ro b a b il ity  o f  se le c tin g  e a c h  s a m p lin g  
e le m e n t  is  n o t  k n o w n  (H a ir  e t  a l., 2 0 0 6 ) .  N o n p ro b a b il i ty  s a m p le s  c a n  b e  
w o rk e d  o u t  in  m a n y  w ay s b u t  n o n e  w ill e n s u re  t h a t  e a c h  m e m b e r  o f  th e  
p o p u la t io n  h a s  a  k n o w n  p ro b a b il ity  o f  b e in g  s e le c te d  in  th e  s a m p le . T h is  
m e a n s  t h a t  w h ile  a d o p tin g  n o n p ro b a b il i ty  s a m p lin g  m e th o d , th e r e  a re  m o re  
c h a n c e s  o f  b ia s  a s  c o m p a re d  to  p ro b a b il ity  s a m p lin g  te c h n iq u e s  (N a ir , 2 0 0 9 ) .  
D e sp ite  th is  d ra w b a c k , n o n p ro b a b il i ty  s a m p lin g  c a n  b e  u s e fu l  w h e n  th e r e  is  
n o  o th e r  fe a s ib le  a l te rn a t iv e  d u e  to  n o n -a v a ila b ili ty  o f  a  l is t  o f  p o p u la t io n  o r  
w h e n  p ro b a b il ity  s a m p lin g  r e q u ire s  m o re  t im e  a n d  c o s t  a n d  th e  b e n e f i t  
e x p e c te d  f ro m  i t  is  n o t  c o m m e n s u ra te  w ith  s u c h  c o s ts  (K r is h n a s w a m i a n d  
S a ty a p ra s a d , 2 0 1 0 ). T h e  m a in  ty p e s  o f  n o n p ro b a b il i ty  s a m p lin g  te c h n iq u e s  
a re  c o n v e n ie n c e  sa m p lin g , ju d g m e n t  s a m p lin g , q u o ta  s a m p lin g , a n d  s n o w b a ll 
sa m p lin g .
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A  c o n v e n ie n c e  s a m p lin g  m e th o d s  w a s  u t i l is e d  fo r  th is  s tu d y  a n d  th e r e  a re  
th r e e  k e y  re a s o n s  fo r  th is  d e c is io n . F irs t , a  s a m p le  f ra m e  a n d  in fo rm a t io n  o n  
ta r g e t  p o p u la t io n  w e re  u n a v a ila b le . T h e  ta r g e t  p o p u la t io n  o f  th e  p r e s e n t  
r e s e a rc h  w a s  s e t  a s  a c tu a l  h o te l  g u e s ts  a g e d  18 a n d  o v e r  a t  a n y  h o te ls  in  th e  
UK. H o w ev er, a  s a m p lin g  f ra m e  fo r  U K  h o te ls  p ro v e d  a  d iff ic u lt  t a s k  b e c a u s e  
i t  w a s  a lm o s t  im p o s s ib le  to  o b ta in  a  r e p re s e n ta tiv e  l is t in g  o f  a ll h o te ls  
o p e ra t in g  in  th e  UK. A c c o rd in g  to  K r ish n a sw a m i a n d  S a ty a p ra s a d  (2 0 1 0 ), 
o n e  o f  th e  a d v a n ta g e s  o f  c o n v e n ie n c e  s a m p lin g  is  t h a t  i t  d o e s  n o t  r e q u ir e  a  
l is t  o f  p o p u la t io n . H a ir , M o n ey , S a m o u e l a n d  P a g e  (2 0 0 7 )  d e s c r ib e d  
c o n v e n ie n c e  sa m p lin g  a s  “se le c tin g  s a m p le  e le m e n ts  t h a t  a re  m o s t  re a d ily  
a v a ila b le  to  p a r t ic ip a te  in  th e  s tu d y  a n d  w h o  c a n  p ro v id e  in fo rm a t io n  
re q u i r e d ”. T h e re fo re , in  th is  c o n te x t, th e  m e th o d  is  s u ita b le  fo r  th is  re s e a rc h . 
S eco n d , o b jec tiv e s  o f  th e  p r e s e n t  s tu d y  r e la te  to  th e  c o n s tru c t  a n d  sc a le  
m e a s u re m e n t  d e v e lo p m e n t. H a ir , B u sh  a n d  O r t in a u  ( 2 0 0 0 )  s ta te  t h a t  
c o n v e n ie n c e  s a m p lin g  is  c o m m o n ly  u s e d  in  th e  e a rly  s ta g e s  o f  r e s e a rc h , s u c h  
a s  c o n s tru c t  a n d  sc a le  m e a s u re m e n t  d e v e lo p m e n t a s  w e ll a s  p r e te s t in g  o f  
q u e s tio n n a ire s .
L ast, l im ite d  t im e  a n d  re s o u rc e s  w e re  a v a ilab le . C o o p e r a n d  E m o ry  (1995) 
d e s c r ib e  t h a t  th e  o b v io u s  a d v a n ta g e s  o f  a d o p tin g  c o n v e n ie n c e  s a m p lin g  a re  
lo w  c o s t  a n d  s a v e d  t im e . C o n v e n ie n ce  s a m p lin g  a llo w s a  la rg e  a m o u n t  o f  
r e s p o n d e n ts  in  a  re la tiv e ly  s h o r t  t im e  (H a ir  e t  a l., 2 0 0 2 ) .  I n  L u n s fo rd  a n d  
L u n s fo rd ’s v iew  (1995), th is  te c h n iq u e  is  easy , f a s t  a n d  u s u a lly  th e  le a s t  
e x p e n siv e  a n d  tro u b le so m e .
In  th e s e  re sp e c ts , c o n v e n ie n c e  s a m p lin g  is  w e ll s u i te d  fo r  th e  p r e s e n t  s tu d y  to  
f a c ili ta te  a n d  a c c e le ra te  th e  p ro c e s s  o f  d a ta  c o lle c tio n . I n  p ro b a b il i ty
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sa m p lin g , s ta t is t ic a l  fo rm u la s  a re  u s e d  to  d e te rm in e  th e  r e q u ir e d  s a m p le  size. 
O n  th e  o th e r  h a n d , s a m p le  s ize s  fo r  n o n p ro b a b il i ty  s a m p lin g  d e s ig n s  a re  
d e te rm in e d  u s in g  su b je c tiv e  m e th o d s  s u c h  a s  in d u s t r y  s ta n d a rd s ,  p a s t  
s tu d ie s , o r  th e  in tu i tiv e  ju d g m e n ts  o n  th e  p a r t  o f  th e  r e s e a rc h e r  (H a ir  e t  a l., 
2 0 0 2 ) .  M o re o v e r, th e  lo g ica l r e la t io n s h ip  b e tw e e n  s a m p le  s e le c tio n  te c h n iq u e  
a n d  th e  p u rp o s e  a n d  fo cu s  o f  th e  r e s e a rc h  is  im p o r ta n t ,  g e n e ra lis a tio n s  b e in g  
m a d e  to  th e o ry  r a th e r  t h a n  a b o u t  a  p o p u la tio n . C o n se q u e n tly , a  s a m p le  s ize  
fo r  n o n p ro b a b il i ty  s a m p lin g  is  d e p e n d e n t  o n  r e s e a rc h  q u e s tio n (s )  a n d  
o b jec tiv e s  (S a u n d e rs , L ew is a n d  T h o rn h il l ,  2 0 0 9 ) .
6.6 Data Analysis M ethods
T h e  c o lle c te d  d a ta  n e e d  to  b e  a s s e s s e d  u s in g  q u a n ti ta t iv e  d a ta  a n a ly s is  
te c h n iq u e s  to  a c h ie v e  th e  s ta te d  re s e a rc h  o b jec tiv e s  o f  th e  p r e s e n t  s tu d y  a n d  
to  a llo w  m e a n in g fu l in fo rm a tio n  to  b e  p r o d u c e d  f ro m  th e  re s e a rc h . T o  
e x a m in e  th e  u n d e r ly in g  s t r u c tu r e  o f  d a ta  a n d  to  re d u c e  th e  a t t r ib u te s  in to  a  
s m a lle r  n u m b e r  o f  fa c to rs , a  f a c to r  a n a ly s is  w ill b e  e m p lo y e d . T h e n , w ith  th e  
f a c to r  a n a ly s is  re s u l ts ,  to  c o m p a re  th e  p e rfo rm a n c e  o f  th e  h o te l  se rv ic e sc a p e  
a t t r ib u te s  to  th e  im p o r ta n c e  o f  th o s e  a t t r ib u te s  p e rc e iv e d  b y  re s p o n d e n ts ,  
I m p o r ta n c e -P e r fo rm a n c e  A n a ly s is  w ill b e  u s e d . M o re o v e r, to  in v e s tig a te  th e  
r e la t io n s h ip  a m o n g  th e  h o te l  se rv ic e sc a p e  d im e n s io n s , e m o tio n a l  r e s p o n s e s  
a n d  b e h a v io u ra l  re s p o n s e s , m u ltip le  re g re s s io n  w ill b e  c o n d u c te d .
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6.6.1 Factor Analysis
F a c to r  a n a ly s is  is  th e  m o s t  c o m m o n ly  u s e d  a n a ly tic  te c h n iq u e  fo r  d a ta  
re d u c t io n  a n d  re f in in g  c o n s tru c ts  (P a lla n t, 2 0 0 7 ) . D eV ellis  (2 0 0 3 )  
s u m m a ris e s  th e  p r im a ry  fu n c tio n s  o f  f a c to r  a n a ly s is  a s  fo llow s: to  d e te rm in e  
h o w  m a n y  la te n t  v a r ia b le s  u n d e r l in e  a  s e t  o f  i te m s ; to  p ro v id e  a  m e a n s  o f  
e x p la in in g  v a r ia t io n  a m o n g  re la tiv e ly  m a n y  o r ig in a l v a r ia b le s  u s in g  few  
n e w ly  c re a te d  fa c to rs ; a n d  to  d e fin e  th e  s u b s ta n t iv e  c o n te n t  o r  m e a n in g  o f  
th e  f a c to rs  t h a t  a c c o u n t  fo r  th e  v a r ia t io n  a m o n g  a  la rg e r  s e t  o f  i te m s .
A n y  o b s e rv e d  c o rre la t io n s  b e tw e e n  v a r ia b le s  m a y  b e  d im in is h e d  i f  s ta t is t ic a l  
a s s u m p tio n s  fo r  fa c to r  a n a ly s is  a re  n o t  m e t. A  m a in  is s u e  to  c o n s id e r  in  
d e te rm in in g  w h e th e r  a  d a ta  s e t  is  s u ita b le  fo r  f a c to r  a n a ly s is  is  s a m p le  s ize  
(P a lla n t, 2 0 0 7 ) . I t  is  w id e ly  u n d e r s to o d  t h a t  th e  u s e  o f  la rg e r  s a m p le s  in  
a p p lic a tio n s  o f  f a c to r  a n a ly s is  t e n d s  to  p ro v id e  r e s u l ts  s u c h  t h a t  s a m p le  f a c to r  
lo a d in g s  a re  m o re  p re c is e  e s t im a te s  o f  p o p u la t io n  lo a d in g s  a n d  a re  a lso  m o re  
s ta b le  (M acC a llu m , W id a m a n , Z h a n g  a n d  H o n g , 1999).
T w o  s ta t is t ic a l  m e a s u re s  a lso  h e lp  a s se s s  th e  fa c to ra b ili ty  o f  th e  d a ta :  th e  
K a ise r-M e y e r-O lk in  (K M O ) m e a s u re  o f  s a m p lin g  a d e q u a c y  (K a ise r, 1970, 
1974) a n d  B a r tle t t ’s  t e s t  o f  s p h e r ic ity  (B a r tle t t ,  1954). T h e  K M O  s ta t is t ic  
v a r ie s  b e tw e e n  0  a n d  1. A  v a lu e  c lo se  to  1 in d ic a te s  t h a t  p a t t e r n s  o f  
c o rre la t io n s  a re  re la tiv e ly  c o m p a c t a n d  so  fa c to r  a n a ly s is  s h o u ld  y ie ld  d is t in c t  
a n d  re lia b le  fa c to rs . B a r t le t t ’s  t e s t  o f  s p h e r ic ity  s h o u ld  b e  s ig n if ic a n t (p  < .5).
O n ce  th e  s u ita b il i ty  o f  th e  d a ta  s e t  fo r  f a c to r  a n a ly s is  h a d  b e e n  d e te rm in e d , 
th e  s e c o n d  s te p  in v o lv e d  se le c tin g  th e  m o s t  s u ita b le  fa c to r ia l  m e th o d . T h e re
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a re  a  n u m b e r  o f  d if fe re n t  e x tra c t io n  m e th o d s , in c lu d in g  p r in c ip a l  ax is  
fa c to rin g , p r in c ip a l  c o m p o n e n t  a n a ly s is , a lp h a  fa c to rin g , im a g e  fac to rin g , 
m a x im u m  l ik e lih o o d  fa c to r in g  a n d  u n w e ig h te d  le a s t  s q u a re s . T w o c o m m o n  
m e th o d s  o f  f a c to r  e x tra c t io n  a r e  p r in c ip a l  a x is  fa c to r in g  a n d  th e  r e s t  o f  th e m  
a re  u s e d  m u c h  le s s  f re q u e n tly  (B ry m a n  a n d  C ra m e r , 2 0 0 9 ) .  P r in c ip a l  ax is  
fa c to r in g  d e riv e s  a  m a th e m a tic a l  m o d e l f ro m  w h ic h  fa c to rs  a re  e s tim a te d , 
w h e re a s  p r in c ip a l  c o m p o n e n t  a n a ly s is  m e re ly  d e c o m p o se s  th e  o r ig in a l d a ta  
in to  a  s e t  o f  l in e a r  v a r iâ te s  (D u n te m a n , 1 9 8 9 ). T e c h n ic a lly  sp e a k in g , fa c to rs  
f ro m  p r in c ip a l  ax is  fa c to r in g  r e p r e s e n t  th e  c o m m o n  v a r ia n c e  o f  v a ria b le s , 
e x c lu d in g  u n iq u e  v a r ia n c e , a n d  is  th u s  a  c o rre la t io n - fo c u s e d  a p p ro a c h  
se e k in g  to  r e p ro d u c e  th e  in te r c o r re la t io n  a m o n g  th e  v a ria b le s . By 
c o m p a r is o n , c o m p o n e n ts  f ro m  p r in c ip a l  c o m p o n e n t  a n a ly s is  re f le c t  b o th  
c o m m o n  a n d  u n iq u e  v a r ia n c e  o f  th e  v a r ia b le s  a n d  m a y  b e  s e e n  a s  a  v a r ia n c e -  
fo c u se d  a p p ro a c h  se e k in g  to  r e p ro d u c e  b o th  to ta l  v a r ia b le  v a r ia n c e  w ith  a ll 
c o m p o n e n ts  a n d  to  r e p ro d u c e  th e  c o rre la t io n s  (G a rso n , 2 0 0 7 ) . A lth o u g h  b o th  
a p p ro a c h e s  o f te n  p ro d u c e  s im ila r  re s u l ts ,  th e  m o s t  c o m m o n ly  u s e d  a p p ro a c h  
is  p r in c ip a l  c o m p o n e n t  a n a ly s is  (P a lla n t, 2 0 0 7 ) .
T h e n , to  im p ro v e  fa c to r  s t r u c tu r e  in te rp re ta b i l i ty , th e  fa c to rs  a re  ro ta te d .  
B ry a n t a n d  Y a rn o ld  (1995) d e fin e  fa c to r  r o ta t io n  a s  a  p ro c e d u re  in  w h ic h  th e  
e ig e n v e c to rs  ( fa c to rs )  a re  r o ta te d  in  a n  a t te m p t  to  ac h ie v e  s im p le  s t ru c tu re .  
A c c o rd in g  to  G a rs o n ’s (2 0 0 7 )  e x p la n a tio n , th e  s u m  o f  e ig e n v a lu e s  is  n o t  
a ffe c te d  b y  ro ta t io n , b u t  ro ta t io n  w ill a l te r  th e  e ig e n v a lu e s  o f  p a r t ic u la r  
fa c to rs  a n d  w ill c h a n g e  th e  fa c to r  lo a d in g s . T h e re  a re  tw o  m a jo r  c a te g o rie s  o f  
ro ta t io n s , o r th o g o n a l ro ta t io n s , w h ic h  p ro d u c e  u n c o r r e la te d  fa c to rs , a n d  
o b liq u e  ro ta t io n s , w h ic h  p ro d u c e  c o r r e la te d  fa c to rs . W ith in  th e s e  tw o
143
c a te g o rie s  th e r e  a re  a  n u m b e r  o f  d if fe re n t  ro ta t io n a l  te c h n iq u e s  a n d  SPSS 
o ffe rs  five  ro ta t io n  m e th o d s . T h re e  o f  th e m  a re  o r th o g o n a l  (V arim ax , 
Q u a r tim a x  a n d  E q u im a x )  a n d  tw o  a re  o b liq u e  (D ire c t O b lim in  a n d  P ro m a x ) . 
T h e  b e s t  o r th o g o n a l r o ta t io n  is  w id e ly  b e lie v e d  to  b e  V a rim a x  (D eC o ste r, 
1998 ; H a ir  e t  a l., 1 9 9 8 ). A lth o u g h  o b liq u e  r o ta t io n s  a r e  le s s  d is t in g u is h a b le  
th e  m o s t  c o m m o n ly  u s e d  o b liq u e  te c h n iq u e  is  D ire c t O b lim in . O n e  a p p ro a c h  
is  to  r u n  th e  a n a ly s is  u s in g  b o th  ty p e s  o f  ro ta t io n . P e d h a u z u r  a n d  S c h m e lk in  
(1991) d isc u ss  t h a t  i f  th e  o b liq u e  r o ta t io n  d e m o n s tra te s  a  n e g lig ib le  
c o rre la t io n  a m o n g  th e  fa c to rs , th e  in te r p re ta t io n  o f  th e  s im p le r  o r th o g o n a l 
s o lu t io n  b e c o m e s  te n a b le .
T h e  f in a l  d e c is io n  a b o u t  th e  n u m b e r  o f  fa c to rs  to  c h o o se  is  th e  n u m b e r  o f  
fa c to rs  fo r  th e  r o ta te d  s o lu t io n  t h a t  is  m o s t  in te rp re ta b le .  S p ec ify in g  to o  few  
fa c to rs  r e s u l ts  in  th e  lo ss  o f  im p o r ta n t  in fo rm a t io n  b y  ig n o rin g  a  f a c to r  o r  
c o m b in in g  i t  w ith  a n o th e r  (Z w ick  a n d  V e lice r, 1 986 ). O v e r-e x tra c tio n  d iffu se s  
v a r ia b le s  a c ro s s  a  la rg e  fa c to r  sp a ce , p o te n t ia l ly  r e s u l t in g  in  f a c to r  s p li t t in g , 
in  f a c to rs  w ith  few  h ig h  lo a d in g s , a n d  in  r e s e a rc h e rs ’ a t t r ib u t in g  ex cess iv e  
s u b s ta n t iv e  im p o r ta n c e  to  tr iv ia l  fa c to rs  (W o o d , T a ta ry n , a n d  G o rsu c h , 1996).
6.6.2 Importance-Performance Analysis
Im p o r ta n c e -P e r fo rm a n c e  A n a ly sis , f i r s t  in t ro d u c e d  b y  M a rtil la  a n d  J a m e s  
(1977), is  a n  e v a lu a tio n  te c h n iq u e  fo r  u s e  in  th e  f ie ld  o f  m a rk e tin g . A s s h o w n  
in  F ig u re  6.1, c o m b in in g  th e  im p o r ta n c e  a n d  p e rfo rm a n c e  m e a s u re s  a llo w s  
fo r  th e  c re a tio n  o f  a  f o u r - q u a d ra n t  m a tr ix . T h e  fo u r  q u a d r a n ts  a re  
in te r p re te d  a s  ‘k e e p  u p  th e  g o o d  w o rk ’, ‘c o n c e n tra te  h e re ’, ‘lo w  p r io r i ty ’, a n d
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‘possible overkill’. ‘Possible overkill’ quadrant shows low importance of 
attributes and high performance. In the ‘Keep up the good work’ quadrant, 
attributes have high importance, and at the same time, the level of 
performance is also very high. The attributes that are important but does not 
perform well fall into the ‘Concentrate here’ quadrant. Finally, the attributes 
in the ‘Low priority’ quadrant have both low level of importance and 
performance.
PERFOI
Exce
Low Importance 
Excellent Performance 
“Possible Overkill."
<  Slightly
tM A N C E
lient
High Importance 
Excellent performance 
"Keep up the good work!”
Very
^  Important 
£^ Low Importance 
”  Poor Performance 
“Low Priority."
Po
Important
High importance 
Poor performance 
“Concentrate here."
or
Figure 6 .1 Im p ortanc e-Per forman ce  Matrix (Martilla and James ,  1977)
IPA has been broadly used in the hospitality industry. For example, Chu and 
Choi (2000) examined business and leisure travellers’ perceived importance 
and performance of hotel selection factors. Weber (2000) assessed the 
meeting planners’ perceptions of the performance of hotel chains. Beldona 
and Cobanoglu (2007) compared the importance of hotel’s in-room 
technologies to how they performed. The current study will apply this
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a n a ly s is  te c h n iq u e  to  k e y  a t t r ib u te s  o f  th e  h o te l  s e rv ic e sc a p e  a n d  e x a m in e d  
r e s p o n d e n ts ’ p e rc e iv e d  im p o r ta n c e  o f  th e s e  a t t r ib u te s  a n d  th e i r  lev e l o f  
p e rfo rm a n c e . A t th e  s a m e  t im e , i t  w ill re v e a l d iffe re n c e s  in  th e  s tr e n g th s  a n d  
w e a k n e sse s  o f  th e  h o te l  se rv ic esc a p e . A s B aco n  (2 0 0 3 )  m e n tio n e d , 
Im p o r ta n c e -P e r fo rm a n c e  A n a ly s is  p ro v id e s  w ith  a  s im p le  g ra p h ic a l  
r e p re s e n ta t io n  o f  h o w  c u s to m e rs  fee l a b o u t  th e  b u s in e s s , s o m e  d ire c tio n  fo r  
im p ro v e m e n t o f  th e  b u s in e s s  a n d  a n  in d ic a tio n  o f  w h y  c u s to m e rs  w a n t  
p a r t ic u la r  im p ro v e m e n ts .
6.6.3 Regression Analysis
A cc o rd in g  to  B ry m a n  a n d  C ra m e r  ( 2 0 0 9 ) ,  m u lt ip le  r e g re s s io n  is  th e  m o s t  
w id e ly  u s e d  m e th o d  fo r  c o n d u c tin g  m u lt iv a r ia te  a n a ly s is , p a r t ic u la r ly  w h e n  
m o re  t h a n  th re e  v a r ia b le s  a re  in v o lv e d . M u ltip le  in d e p e n d e n t  v a r ia b le s  a re  
e n te r e d  in to  th e  s a m e  ty p e  o f  r e g re s s io n  e q u a tio n , a n d  fo r  e a c h  v a r ia b le  a  
s e p a ra te  r e g re s s io n  c o e ff ic ien t is  c a lc u la te d  t h a t  d e s c r ib e s  i ts  r e la t io n s h ip  
w ith  th e  d e p e n d e n t  v a r ia b le  (H a ir  e t  a l., 2 0 0 2 ) . T h e re fo re , th is  a n a ly s is  is  
b e n e fic ia l to  q u a n tify  th e  in f lu e n c e  o f  v a r io u s  s im u lta n e o u s  e ffec ts  o n  a  s in g le  
d e p e n d e n t  v a ria b le . T h e re  a re  th r e e  m a in  ty p e s  o f  m u lt ip le  re g re s s io n  
a n a ly s is  a n d  th e y  a re : s ta n d a r d  m u lt ip le  re g re s s io n ; h ie ra rc h ic a l  m u lt ip le  
re g re s s io n ; a n d  s te p w ise  m u lt ip le  re g re s s io n . S ta n d a rd  m u lt ip le  r e g re s s io n  is  
u s e d  to  e v a lu a te  th e  r e la t io n s h ip s  b e tw e e n  a  s e t  o f  in d e p e n d e n t  v a r ia b le s  a n d  
a  d e p e n d e n t  v a ria b le . I n  s ta n d a r d  re g re s s io n , a ll th e  in d e p e n d e n t  (o r  
p re d ic to r )  v a r ia b le s  a re  e n te r e d  in to  th e  e q u a tio n  s im u lta n e o u s ly  (P a lla n t, 
2 0 0 7 ) . I n  c o n tra s t ,  in  h ie ra rc h ic a l  re g re s s io n , p re d ic to r s  a re  s e le c te d  b a s e d
146
o n  p a s t  w o rk  a n d  th e  e x p e r im e n te r  d e c id e s  in  w h ic h  o r d e r  to  e n te r  th e  
p re d ic to r s  in to  th e  m o d e l (F ie ld , 2 0 0 9 ) .  S te p w ise  re g re s s io n  is  d e s ig n e d  to  
f in d  th e  m o s t  p a rs im o n io u s  s e t  o f  p re d ic to r s  t h a t  a re  m o s t  e ffec tive  in  
p re d ic tin g  th e  d e p e n d e n t  v a ria b le . I n  s te p w is e  re g re s s io n , e a c h  in d e p e n d e n t  
v a r ia b le  is  e n te r e d  in  s e q u e n c e  a n d  i ts  v a lu e  a s se s se d . F o r  th e  p u rp o s e  o f  th is  
s tu d y , s ta n d a r d  m u lt ip le  r e g re s s io n  w a s  e m p lo y e d  to  in v e s tig a te  th e  
r e la t io n s h ip  o f  h o te l  se rv ic e sc a p e  a n d  e m o tio n a l  r e s p o n s e s  a n d  b e h a v io u ra l  
re s p o n s e s  a n d  to  d e te rm in e  th e  m o s t  im p o r ta n t  fa c to r  t h a t  m a d e  a  s tro n g  
c o n tr ib u tio n  c o m p a re d  to  o th e r  fa c to rs .
6.7 Summary
In  th is  c h a p te r ,  re s e a rc h  q u e s tio n  a n d  o b jec tiv e s  o f  th is  s tu d y  w e re  p re s e n te d . 
T h is  c h a p te r  a lso  d e s c r ib e d  th e  r e s e a rc h  a p p ro a c h  a d o p te d  in  th is  s tu d y , d a ta  
c o lle c tio n  m e th o d  a n d  sa m p lin g  m e th o d . S in ce  th e  p r e s e n t  s tu d y  fo c u se s  o n  
d e v e lo p in g  a  m u lt i- i te m  se rv ic e sc a p e  sc a le  fo r  th e  h o te l  in d u s t r y  c o n te x t  a n d  
e x p lo r in g  th e  r e la t io n s h ip  b e tw e e n  th e  h o te l  s e rv ic e sc a p e  a n d  c u s to m e rs ’ 
r e s p o n s e s , th is  re s e a rc h  n e e d  to  a d o p t  a  q u a n ti ta t iv e  a p p ro a c h . I n  a d d it io n , a  
su rv e y  w ill b e  u s e d  th ro u g h  a n  o n lin e  q u e s t io n n a ir e  to  c o lle c t d a ta .  A  
c o n v e n ie n c e  sa m p lin g  m e th o d s  w ill b e  u t i l is e d  fo r  th is  s tu d y  b e c a u s e  a  
s a m p le  f ra m e  a n d  in fo rm a t io n  o n  ta r g e t  p o p u la t io n  a re  u n a v a ila b le .
T h e n  d a ta  a n a ly s is  m e th o d s  u s e d  w e re  i l lu s tr a te d  in  th is  c h a p te r .  T o  e x a m in e  
th e  u n d e r ly in g  s t r u c tu r e  o f  d a ta  a n d  to  r e d u c e  th e  a t t r ib u te s  in to  a  s m a l le r  
n u m b e r  o f  fa c to rs , a  f a c to r  a n a ly s is  w ill b e  e m p lo y e d . T h e  c u r r e n t  s tu d y  w ill 
a lso  a p p ly  Im p o r ta n c e -P e r fo rm a n c e  A n a ly s is  te c h n iq u e  to  k e y  a t t r ib u te s  o f
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th e  h o te l  s e rv ic e sc a p e  a n d  e x a m in e  r e s p o n d e n ts ’ p e rc e iv e d  im p o r ta n c e  o f  
th e s e  a t t r ib u te s  a n d  th e i r  lev e l o f  p e r fo rm a n c e . M o re o v e r, s ta n d a r d  m u ltip le  
re g re s s io n  w ill b e  e m p lo y e d  to  in v e s tig a te  th e  re la t io n s h ip  a m o n g  th e  h o te l  
se rv ic e sc a p e , e m o tio n a l  re s p o n s e s  a n d  b e h a v io u ra l  re s p o n s e s .
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_______ Chapter Seven
The Scale Developm ent
Process
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7.1. Introduction
D e v e lo p in g  a  v a lid  a n d  re lia b le  m e a s u r e m e n t  sc a le  to  b e  u s e d  a s  a  d a ta  
c o lle c tio n  in s t r u m e n t  in  th e  su rv e y s  is  c ru c ia l. C h u rc h ill (1979) d e s c r ib e d  a  
p a ra d ig m  th a t  w o u ld  a id  r e s e a rc h e rs  in  th e  d e v e lo p m e n t o f  re lia b le , v a lid  
m e a s u re s  o f  m a rk e tin g  c o n s tru c ts .  T h is  p a ra d ig m  h a s  b e e n  e x te n s iv e ly  
a d o p te d  in  th e  m a rk e tin g  l i te r a tu re .  C h u rc h ill (1979) s u m m a ris e s  th e  
p ro c e d u re  fo r  d e v e lo p in g  m e a s u re s  o f  m a rk e tin g  c o n s tru c ts  a n d  th is  p ro c e s s  
is  sh o w n  in  F ig u re  7.1.
Examples o f  recommended 
coefficients or techniques
Specify the domain 
o f the construct
Collect Data
Purify Measure
Assess Reliability
Develop Norms
Generate Sample of 
Items
Collect Data
Assess Validity
Literature Search
Literature Search 
Experience Survey 
Critical Incidents 
Focus Groups 
Interviews
Coefficient Alpha 
Factor Analysis
Coefficient Alpha 
Split Half Reliability
Multitrait-multimethod matrix 
Criterion validity
Average and other statistics 
summarising distribution o f  
scores
Figure 7.1 Procedures for Developing Better M easures (Source: Churchill, 1979)
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B a se d  o n  th e  w o rk  o f  C h u rc h ill (1979), H in k in , T ra cy  a n d  E n z  (1997) p re s e n t  
a  s e v e n -s te p  p ro c e s s  fo r  sc a le  d e v e lo p m e n t a n d  a n a ly s is . F ig u re  7 .2  is  l is ts  th e  
sy s te m a tic  s e v e n -s te p  p ro c e s s  n e c e s s a ry  to  p ro d u c e  re lia b le  a n d  v a lid  sca le s .
Step 1: Item generation 
Create items 
xlz
Step 2: Content Adequacy Assessm ent 
Test for conceptual consistency of items 
\|/
Step 3: Questionnaire Administration 
Determine the scale for items 
Determine an adequate sample size 
Administer questions with other established m easures
'k
Step 4: Factor Analysis 
Exploratory to reduce the set o f items 
confirmatory to test the significance o f the scale
4/
Step 5: Internal Consistency assessm ent 
Determine the reliability o f the scale
4/
Step 6: Construct Validity 
Determine the convergent and criterion-related validity
4/
Step 7: Replication 
Repeat the scale-testing process with a new data set
Figure 7.2 Guidelines for Scale Developm ent and Analysis 
(Source: Hinkin et al., 1997)
T h e  s te p s  e m p lo y e d  to  e s ta b l is h  th e  c o n te n t  fo r  h o te l  s e rv ic e sc a p e  
d im e n s io n s  a n d  a t t r ib u te s  c lo se ly  p a ra lle l  th e  sc a le  d e v e lo p m e n t g u id e lin e s  
p ro v id e d  b y  C h u rc h ill (1979) a n d  H in k in  e t  a l. (1997). F ig u re  7 .3  d e s c r ib e s  
th e  p ro c e s s  u s e d  to  e s ta b l is h  th e  c o n te n t  fo r  th e  h o te l  se rv ic e sc a p e  
d im e n s io n s  a n d  a t t r ib u te s  a n d  to  d e v e lo p  re lia b le  a n d  v a lid  sc a le s . T h e
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fo llo w in g  s e c tio n s  co v e r  e a c h  o f  th e  s te p s  o f  th e  h o te l  se rv ic esc a p e  sca le  
d e v e lo p m e n t.
Specifying th e  Dom ain of th e  C onstruct
' '
item  G enera tion
t------------------------------------------------------------------------------------------------------------------------------------------------------------------- N
C o n ten t A dequacy  A ssessm en t
Q u estio n n a ire  D evelopm ent
▼
Pilot S tudy
P re-testing
Sam ple Size D eterm ina tion
Q u estio n n a ire  A dm in istra tion
Figure 7.3 Procedures for Hotel Servicescape Scale Developm ent
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7.2 Specifying the Dom ain o f the Construct
A c c o rd in g  to  C h u rc h ill (1979), th e  c rit ic a l f i r s t  s te p  in  th e  d e v e lo p m e n t o f  a n y  
sc a le  is  to  c o n s tru c t  a  s o u n d  c o n c e p tu a l  sp e c if ic a tio n  o f  th e  c o n s tru c t  b e in g  
sc a le d . A s s u g g e s te d  b y  C h u rc h ill  (1979), th e  r e s e a rc h e r  m u s t  b e  e x a c tin g  in  
d e lin e a t in g  w h a t  is  in c lu d e d  in  th e  d e f in itio n  a n d  w h a t  is  e x c lu d e d . 
R e s e a rc h e rs  m ig h t  c o n s u lt  th e  l i te r a tu r e  w h e n  c o n c e p tu a lis in g  c o n s tru c ts  a n d  
sp ec ify in g  d o m a in s . T h e  re v ie w  o f  th e  re le v a n t  l i te r a tu r e  se rv e s  a s  th e  b a s is  
fo r  g ro u n d in g  th e  th e o ry  o f  th e  n e w  c o n s tru c t  (S lavec  a n d  D rn o v se k , 2 0 1 2 ). 
A s th e  fo cu s  o f  th is  s tu d y  is  to  e x p lo re  th e  ro le  o f  th e  h o te l  se rv ic e sc a p e  o n  th e  
c u s to m e r  se rv ice  e x p e rie n c e , a  re v ie w  o f  l i te r a tu r e  t h a t  in v e s tig a te d  th e  
p h y s ic a l s e tt in g s  in  d if fe re n t  ty p e s  o f  th e  se rv ic e  in d u s tr ie s  p ro v id e d  th e  
ra t io n a le  fo r  d e f in in g  th e  h o te l  se rv ic esc a p e . T h e  h o te l  se rv ic e sc a p e  c a n  b e  
c o n c e p tu a lly  d e f in e d  a s  th e  h o te l ’s  p h y s ic a l e n v iro n m e n t in  w h ic h  a  se rv ic e  
p ro c e s s  ta k e s  p la c e  a n d  th a t  in f lu e n c e s  c u s to m e rs ’ e m o tio n a l s ta te s  a s  w e ll a s  
b e h a v io u rs .
S pec ify ing  th e  c o n s tru c t’s  d o m a in  h e lp e d  id e n tify  th e  d im e n s io n s  w h ic h  
c a p tu re  th e  m o s t  a p p ro p r ia te  r e p r e s e n ta t io n  o f  th e  h o te l  s e rv ic e sc a p e . 
D im e n s io n s  c a n  b e  d e f in e d  a s  b u n d le s  o f  a t t r ib u te s  t h a t  s h a re  a  p a r t ic u la r  
a sp e c t. A s p r e s e n te d  in  C h a p te r  5  (se e  s e c tio n  5 .3 ), fo u r  k e y  d im e n s io n s  fo r  
th e  h o te l  s e rv ic e sc a p e  w e re  e m e rg e d . T h e  fo u r  n e w  c o m p o s ite  d im e n s io n s  
p ro p o s e d  a re :
• P h y sio lo g ica l c o n d it io n s
• S p a tia l la y o u t
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• F u n c tio n a li ty  
•A e s th e tic  q u a li ty
P h y sio lo g ica l c o n d it io n s  a re  b a c k g ro u n d  c o n d it io n s  t h a t  h a v e  a n  im p a c t  o n  
th e  c u s to m e rs ’ five  s e n se s , th e i r  p e rc e p tio n  a n d  th e i r  re s p o n s e  to  th e  h o te l  
se rv ic esc a p e . S p a tia l la y o u t  is  th e  w a y  in  w h ic h  e q u ip m e n t  a n d  fu rn is h in g s , 
se rv ic e  a re a s , a n d  p a s s  w ay s a re  a r r a n g e d  a n d  th e  s p a tia l  r e la t io n s h ip s  
a m o n g  th e m . F u n c tio n a li ty  re fe rs  to  th e  a b ility  o f  m a c h in e ry , e q u ip m e n t  a n d  
fu rn is h in g s  to  fa c ili ta te  o r  f i t  p e r  p e r fo rm a n c e  a n d  th e  a c c o m p lis h m e n t  o f  
g o a ls  (B a rk e r , 1 9 6 8 ). A e s th e tic  q u a li ty  p la y s  a  p a r t  in  th e  d e s ig n  o f  a  h o te l , 
s u c h  a s  fa sh io n , im a g e , s ty le  a n d  o th e r  a r tw o rk  a n d  a r te fa c ts .
A s e x p la in e d  in  c h a p te r  5, th e  r e s e a rc h e r  t r ie d  to  m a k e  s u re  t h a t  th e s e  fo u r  
d im e n s io n s  w e re  m u tu a lly  ex c lu siv e  so  t h a t  th e r e  w a s  n o  o v e r la p  b e tw e e n  
th e m  a n d  a ll p o s s ib le  c a te g o rie s  w e re  c h o se n . M o re o v e r, th e s e  fo u r  
d im e n s io n s  a re  c o m p le x  a n d  in fo rm a tio n  r ic h , a n d  a re  c o m p r is e d  o f  a  la rg e  
n u m b e r  o f  h o te l  se rv ic e sc a p e  v a ria b le s . M o s t im p o r ta n t ly , e a c h  d im e n s io n  
m a y  h a v e  a  s ig n if ic a n t r e la t io n s h ip  b e tw e e n  th e  h o te l  s e rv ic e sc a p e  a n d  
c u s to m e r  e m o tio n a l /  b e h a v io u ra l  re s p o n s e s . I n  a d d it io n , th e y  m a y  h a v e  a  
s ig n if ic a n t in f lu e n c e  o n  th e  c u s to m e r ’s  w h o le  se rv ice  e x p e rie n c e .
In  o r d e r  to  m a k e  th is  d e f in itio n  o p e ra t io n a l  i t  is  n e c e s s a ry  to  d e te r m in e  
w h ic h  h o te l  se rv ic e sc a p e  e le m e n ts  s h o u ld  c o m m a n d  m o re  a t te n t io n  a n d  
w h ic h  m a y  b e  c o n s u m in g  to o  m a n y  re s o u rc e s . M o re o v e r, i t  is  a lso  n e c e s s a ry  
to  id e n tify  w h ic h  a t t r ib u te s  p la y  a n  im p o r ta n t  ro le  in  th e  c re a t io n  o f  
e x p e c ta tio n s  a n d  c u s to m e rs ’ se rv ic e  e x p e rie n c e .
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7-3  Item  Generation
T h e  n e x t  s te p  in  th e  p ro c e d u re  fo r  d e v e lo p in g  m e a s u re s  is  to  g e n e ra te  
s ta te m e n ts  w h ic h  c a p tu re  th e  d o m a in  a s  sp e c if ie d  (C h u rch ill, 1979). T h e  
m e a s u r in g  in s t r u m e n t  is  c o n s tru c te d  f ro m  i te m s  t h a t  a re  d e v e lo p e d . A s 
H in k in ( i9 9 5 )  m e n tio n e d , th e  g e n e ra tio n  o f  i te m s  m a y  b e  th e  m o s t  im p o r ta n t  
p a r t  o f  d e v e lo p in g  s o u n d  m e a s u re s . E a c h  i te m  c a n  b e  th o u g h t  o f  a s  a  “t e s t ”, in  
i ts  o w n  r ig h t, o f  th e  s t r e n g th  o f  th e  la te n t  v a ria b le . T h e re fo re , th e  c o n te n t  o f  
e a c h  i te m  s h o u ld  p r im a r i ly  re f le c t th e  c o n s tru c t  o f  in te r e s t  (D eV ellis , 2 0 0 3 ) . 
I n  o r d e r  to  g e n e ra te  i te m s  t h a t  m e a s u re  e a c h  d im e n s io n  o f  h o te l  s e rv ic e sc a p e , 
e m o tio n a l  s ta te s  a n d  b e h a v io u ra l  re s p o n s e s , th e  i te m s  o r  s ta te m e n ts  f ro m  
e x is tin g  sc a le s  a re  c u lle d  o r  a d a p te d . T h e  in it ia l  ra n g e  o f  a t t r ib u te s  w a s  
d e v e lo p e d  b a s e d  o n  l i t e r a tu r e  f ro m  e n v iro n m e n ta l  p sy ch o lo g y , m a rk e tin g , 
a rc h i te c tu re , in te r io r  d e s ig n , a r t ,  h o s p ita li ty  m a n a g e m e n t  a n d  in te n s e  re v ie w  
o f  p re v io u s  re s e a rc h  t h a t  in v e s tig a te d  th e  p h y s ic a l s e tt in g s  in  d if fe re n t  ty p e s  
o f  th e  se rv ic e  in d u s tr ie s .
7.3.1 Generating Hotel Servicescape Items
G e n e ra tin g  h o te l  se rv ic e sc a p e  i te m s  s ta r te d  w ith  a n  id e n tif ic a t io n  o f  th e  
a t t r ib u te s  t h a t  c o u ld  re f le c t th e  c h a ra c te r is t ic s  o f  th e  h o te l  se rv ic e sc a p e  a n d  
e lu c id a te  e a c h  o f  th e  d im e n s io n s . T h e re  w e re  tw o  c e n tra l  a im s  t h a t  g u id e d  
th is  s ta g e : th e  f ir s t  a im  w a s  to  in c lu d e  th e  w id e s t  r a n g e  o f  p o s s ib ili t ie s  in  th e  
h o te l  s e rv ic e sc a p e  a t t r ib u te s  b e in g  p re s e n te d . T h e  s e c o n d  w a s  to  d e te r m in e  
w h a t  a t t r ib u te s  c a n  r e p re s e n t  th e  c r i te r ia  in  h o te l  c u s to m e rs ’ m in d s  in
r e la t io n  to  th e  h o te l  se rv ic e sc a p e . A s m o re  th a n  3 0 0  re s e a rc h  p a p e rs  a n d  
b o o k s  w e re  re v ie w e d  to  d e te rm in e  th o s e  a tt r ib u te s ,  i t  is  to o  n u m e ro u s  to  c ite  
h e re . H o w ev er, a  l is t  o f  in it ia l  i te m s  th ro u g h  th e  l i te r a tu r e  re v ie w  a n d  th e i r  
s o u rc e  c a n  b e  fo u n d  in  T a b le  7.1. T h e  d e ta ile d  e x p la n a tio n s  o n  th e s e  
a t t r ib u te s  w e re  g iv en  in  C h a p te r  4 .
Attributes Citation
Amenities
Boulard (2004); Callan (1998); Dolnicar and Otter (2003); Lewis 
(1987); M atte (2003); Yavas and Babakus (2003)
Artworks Berman and Evans (1995);
Colour
Bellizzi and Hite (1992); Crowly(1993); Gibbs(2005a); Johnson, 
Mayer, and Champaner (2004); Lin(2004); Smith(1978)
Crowding
Baum and Paulus(1987); Eroglu and Machleit (1990); Mandel, Baron 
and Fisher (1980); Russell and Snodgrass(1987); Schiffenbauer 
(1979); Stokols (1972); Wakefield and Blodgett (1994)
Lighting
Areni and Kim (1993); Baker, Levy, and Grewal (1992); Baker, 
Grewal, and Parasuraman (1994); Gee (1994); Gifford (1988); 
Lin(2004); Lockyer (2005)
HVAC
Dubé and Renagham (2000); Fisher, Bell and Baum (1984); Rayfield 
(1994)
Signage/
Brochure
Akbaba (2006); Dolnicar and Otter (2003); Newman (2007); 
Parasuraman et ai (1991)
Music
Areni and Kim (1993); Hui, Dube and Chebat (1997); Baker et al. 
(1992); Bruner (1990); Macinnis and Park (1991); Yalch and 
Spangenberg (1990); Milliman (1986); Milliman (1982); Herrington 
and Capella (1996); Mattila and Wirtz (2001)
Temperature
Baiche and Walliman (2000); Johnson, Mayer, and Champaner 
(2004); Szokolay (2004); Yavas and Babakus (2003)
Furnishings Berman and Evans (1995); Davis (1984); Lin(2004)
Layout
Brady and Cronin (2001); Callan and Bowman (2000); Johnson, 
Mayer, and Champaner (2004); Wakefield and Blodgett (1994)
Décor
Buttle and Bok (1996); Callan and Bowman (2000); Ekinci and Riley 
(2001); Johnson, Mayer, and Champaner (2004); Lewis (1987); 
Lockyer (2005)
Humidity Baiche and Walliman, 2000; Szokolay, 2004
Scent/
Odour
Engen (1982); Henion (1971); Levin and McBurney (1986); Lorig and 
Schwartz (1988); Morrin and Ratneshwar (2000); Spangenberg et al. 
(1996); Zemke and Shoemaker (2007)
Noise Johnson, Mayer, and Champaner (2004); Kryter (1985); Stipanuk
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(2002); Szokolay (2004); Yavas and Babakus (2003)
Fabrics Gibbs, 2005); Pretty (2005); Tangaz (2006)
Floor
covering
Berman and Evans (1995); Davis (1984);Dolnicar and Otter (2003)
Exterior
Berman and Evans (1995); Lewis (1987); Vallen and Vallen (2005); 
Wakefield and Blodgett (1994); Ward, Bitner and Barnes (1992); 
Yavas and Babakus(2003)
Uniform
Johnson, Mayer, and Champaner (2004); Nguyen and Leblanc 
(2002); Mudi and Cottam (2003); Solomon (1985)
Logo
End (1978); Lawson (1995); Oliver (1999); Raajpoot (2002) Herstein, 
Mitki and Jaffe (2007)
Facilities
Callan (1998); Dolnicar and Otter (2003); Oh and Jeong (2004); Yavas 
and Babakus(2003)
Plants
Campbell (1979); Davis (1984); De Chiara et al (2001);Ching and 
Binggeli (2005); Gibbs (2005)
Safety&
security
Callan and Bowman (2000);Dubé and Renagham (1999); Lockyer 
(2002); Yavas and Babakus (2003)
Spaciousness
Callan and Bowman (2000); Dolnicar and Otter (2003); Lin (2004); 
Machleit, Kellaris and Eroglu (1994);Newman (2007)
Cleanliness
Berman and Evans (1995); Callan and Bowman (2000); Lewis (1987); 
Yavas and Babakus(2003)
Table 7.1 Initial Hotel Servicescape Attributes and Item Support References
T h e n , th e s e  i te m s  n e e d e d  to  b e  re c a s t  in  th e  fo rm  o f  s ta te m e n ts .  T h e  
r e s e a rc h e r  a n d  tw o  s u p e rv is o rs  h a d  s e v e ra l m e e tin g s  to  d e v e lo p  th e  
s ta te m e n ts  t h a t  s h o u ld  b e  w e ll-d e s c r ib e d  th e  v a r io u s  k in d s  o f  h o te l  
s e rv ic e sc a p e  a tt r ib u te s .  A  fo cu s  g ro u p  in te rv ie w  o f  s ix  P h D  re s e a rc h e rs  
w o rk in g  o n  to p ic s  r e la te d  to  h o s p ita l i ty  m a n a g e m e n t  w a s  a lso  c o n d u c te d  to  
a d d  th e  n e w ly  c re a te d  s ta te m e n ts  a n d  re f in e  th e  s ta te m e n ts  t h a t  h a d  
d e v e lo p e d  e a rlie r . M o re o v e r, in  o r d e r  to  c h e c k  th e  a p p ro p r ia te n e s s  o f  th e  s e t  
o f  s ta te m e n ts  th e  s u p e rv is o rs  w e re  a s k e d  to  c o m m e n t o n  th e  s ta te m e n ts  w ith  
p o te n t ia l  u s e  in  th e  re s e a rc h . S e v e ra l w o rd s  w e re  a m e n d e d  to  m a k e  th e  
s ta te m e n ts  c le a re r  a n d  so m e  o f  s ta te m e n ts  w e re  e x c lu d e d . F in a lly , th e  f i r s t  
d r a f t  o f  th e  s e t  o f  s ta te m e n ts  w a s  d e s ig n e d . T a b le  7 .2  sh o w s  6 2  in it ia l
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s ta te m e n ts  to  m e a s u re  h o te l  se rv ic esc a p e . T h e se  6 2  s ta te m e n ts  c o v e re d  e a c h  
d im e n s io n  a n d  th is  m e a n s  t h a t  in itia lly  in  th e  ra n g e  o f  15-17 s ta te m e n ts  fo r  
p e r  d im e n s io n  w a s  n o m in a te d .
No. Statem ents
1 The tem perature of this area is comfortable.
2 This area is crowded.
3 The exterior of this area is attractive.
4 The signs displayed are easy to  understand.
5 This area is stuffy.
6 The furniture looks elegant.
7 The seats are comfortable.
8
The height of the tables, seats and other furniture in this area are 
appropriate.
9 The style of this area is refined.
10 The amount of space betw een seats is so close.
11 Music played in this area is pleasant.
12 This area is uncluttered.
13 The ornamental items and artworks are pleasant to look at.
14 The seats and tables in this area make me want to linger.
15 The humidity o f this area is comfortable.
16 The colours used in this area make me comfortable.
17 The photos and paintings displayed match this area.
18 The seats and tables are too  close together for people to m ove freely.
19 The em ployee uniforms reflect the character o f this hotel.
20
The signage, graphics, brochures and other communication materials reflect 
the character of this hotel.
21 The furniture is of high quality.
22 The odour is pleasant.
23 The equipm ent provided works properly.
24 The tableware m atches the style o f this area.
25 This area is easy to get around.
26 The em ployee uniforms look attractive.
27 The signs used in this area are helpful.
28 The plants and flowers arranged in this area are attractive.
29 Sunlight entering this area is not enough.
30 The colour o f the lighting is attractive.
31 The floor/carpet of this area is kept clean.
32 The curtains/blinds are well matched with the overall style o f this area.
33 The brochures and other communication materials are easy to  understand.
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34 The smells from the kitchen are acceptable.
35 The colour schem es o f this area are beautiful.
36 The signage orients me to this area.
37 This area needs additional entrances/exits.
38 The style and décor reflect the them e of this area.
39 The various kinds of facilities are provided here.
40 The fabrics used go well with the overall style o f this area.
41 The type of flooring is a practical choice for this area.
42
The aisles in this area are large enough to  facilitate the flow of custom ers 
and staff.
43 Fine tableware is used.
44 This area is noisy.
45 The furniture o f this area is kept clean.
46 The seats and tables are easy to m ove and rearrange.
47 The layout retains a feeling of balance.
48 The tableware is clean.
49 The signage provides me with imm ediate information.
50 The size o f the room is appropriate.
51 The brochures and other communication materials are visually appealing.
52 The furniture arrangements are appropriate.
53 The interior décor is attractive.
54 The size of the tables, seats and other furniture in this area are appropriate.
55 The artificial lighting is comfortable.
56 The curtains or blinds are helpful to  reduce glare.
57 Som e of the equipm ent doesn’t work properly.
58
The ornamental items and artworks go well with the overall style o f this 
area.
59 This area needs to be reallocated to enlarge space.
60 The equipm ent is of high quality.
61 The interior materials used are o f high quality.
62 The allocation of space in this area is good.
Table 7.2 Initial 62 Statem ents o f Hotel Servicescape.
7.3.2 Generating Em otional States Item s
A s e x p lo re d  in  C h a p te r  3 , se v e ra l s tu d ie s  in  e n v iro n m e n ta l  p sy c h o lo g y  a n d  
m a rk e tin g  h a v e  e x a m in e d  th e  r e la t io n s h ip  b e tw e e n  th e  p h y s ic a l e n v iro n m e n t  
in  m a n y  d if fe re n t  in d u s tr ie s  a n d  c u s to m e rs ’ e m o tio n a l  s ta te s . M e h ra b ia n  a n d
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R u sse ll’s  (1974) m o d e l h a s  b e e n  w id e ly  u s e d  to  a s se s s  e m o tio n a l re s p o n s e s  to  
s o m e  ty p e s  o f  m a rk e tin g  s tim u li. D o n o v a n  a n d  R o s s ite r  (1 9 8 2 ) c a s t  th e s e  
v a r ia b le s  o n to  th e  s t im u lu s - o r g a n is m - r e s p o n s e  (SO R ) f ra m e w o rk  a n d  te s te d  
th e  lin k a g e  b e tw e e n  th e  O a n d  th e  R  v a r ia b le s , w ith  p ro m is in g  re s u l ts .  I n  th is  
c o n te x t, th e  h o te l  se rv ic e sc a p e  (S) is  a  s t im u lu s  t h a t  c a u se s  a  g u e s t  e m o tio n a l 
e v a lu a tio n  a n d  c a u se s  b e h a v io u ra l  re s p o n s e  (R ). T h e  h o te l  s e rv ic e sc a p e  
m ig h t  a ffe c t g u e s ts ’ e m o tio n a l s ta te s . T h e  e m o tio n a l re s p o n s e s  c a n  h e lp  
e x p la in  h o w  e n v iro n m e n ta l  e ffec ts  c o m e  a b o u t, b u t  u lt im a te ly  th e  e ffec ts  o n  
b e h a v io u ra l  r e s p o n s e s  a re  o f  m a in  in te r e s t .  T o  e x a m in e  h o w  c u s to m e rs  
r e s p o n s e  to  th e  h o te l  s e rv ic e sc a p e  th ro u g h  th e i r  e m o tio n a l  e v a lu a tio n , i t  w as  
n e c e s s a ry  to  g e n e ra te  a n  in it ia l  p o o l o f  i te m s  fo r  e m o tio n a l  r e s p o n s e s  b a s e d  
o n  p re v io u s  s tu d ie s . T a b le  7 .3  sh o w s  e m o tio n  i te m s  t h a t  h a v e  b e e n  e m p lo y e d  
in  p re v io u s  s tu d ie s .
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Items Citation
Unhappy-Happy, Annoyed-Pleased, Unsatisfied-Satisfied, 
Melancholic-Contended, Despairing-Hopeful, Bored-Relaxed, 
Relaxed-Stimulated, Calm-Excited, Sluggish-Frenzied, Dull- 
Jittery, Sleepy-wide awake, Unaroused-Aroused
Mehrabian and 
Russell (1974)
Pleasant-Unpleasant, Arousing-Sleepy, Exciting-Gloomy, 
Distressing-Relaxing
Russell and Pratt 
(1980)
Contented-Depressed, Happy-Unhappy, Satisfied-Unsatisfied, 
Pleased-Annoyed, Relaxed Bored, Important-Insignificant, 
Free-Restricted, Hopeful-Despairing, Stimulated-Relaxed, 
Excited-Calm, Jittery-Dull, Aroused-Unaroused, Frenzied- 
Sluggish, Overcrowded-Uncrowded, Widewake-Sleepy, 
Controlling-Controlled, Dominant-Submissive, Influential- 
Influenced
Donovan and 
Rossitter (1982)
Interest, Joy, Anger, Contempt, Disgust, Shame, Guilt, 
Sadness, Fear, Surprise
W estbrook and 
Oliver (1991)
Unattractive-Attractive, Tense-Relaxed, Uncomfortable- 
Comfortable, Depressing-Cheerful, Closed-Open, Drab- 
Colourful, Negative-Positive, Boring-Stimulating, Bad-Good, 
Unlively-Lively, Dull-Bright, Unmotivating-Motivating, 
Uninteresting-Interesting, Unpleasant-Pleasant, Outdated-Up 
to date, Inadequate-Adequate
Spangenberg, 
Crowley and 
Henderson (1996)
Anger, Discontent, Worry, Sadness, Fear, Shame, Envy, 
Loneliness, Romantic love, Love, Peacefulness, Contentment, 
Optimism, Joy, Excitement, Surprise
Richins (1997)
1 feel angry, 1 feel hopeful, 1 feel depressed, 1 feel positively 
surprised, 1 feel guilty, 1 feel humiliated
Liljander and 
Strandvik (1997)
Stressful, Tense, Rushed, Frustrated, Irritated, Dissatisfied Hui, Dube and 
C hebat(1997)
Anger, Sadness, Happiness, Disgust, Fear, Surprise
Mayer, Caruso 
and Salovey 
(1998)
Unimportant-Important, Unexciting-Exciting, Unappealing- 
Appealing, Means nothing-Means a lot, Doesn't matter- 
Matter, Boring-Interesting, Monotonous-Sensational
Wakefield and 
Baker(1998)
Unattractive-Attractive, Uninteresting-Interesting, bad-Good, 
Depressing-Cheerful, Dull-Bright, uncomfortable-Comfortable, 
Unpleasant-Pleasant
Mattila and Wirtz 
(2001)
Comfortable, Content, Elegant, Entertained, Excited, 
Extravagant, Hip (or cool), Important, Inspired, Pampered, 
Practical, Relaxed, Respected, Secure, Sophisticated, 
Welcome
Barsky and Nash 
(2002)
Anger: Angry, Mad, Outraged, Enraged, Furious, Infuriated, 
Irate, Ticked, Pissed, Ballistic, Hostile, Vengeful, Blaming, 
Sarcastic
Discontent: Discouraged, Distressed, Disturbed, Dismayed, 
Impatient, Agitated, Irritated, Perturbed, Annoyed, 
Aggravated, Frustrated, Exasperated, Fed up, Cranky, Upset,
Smith and Bolton 
(2002)
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Unpleasant Unhappy, Bad, Disgruntled, Displeased, 
Dissatisfied, Disgusted
Disappointment: Surprised, Astounded, Shocked, 
Disappointed, Unimpressed, Underwhelmed 
Self-Pity: Inconvenienced, Put out, Ripped off, Unappreciated, 
Tired, Unimportant, Unwanted, Neglected, Ignored, 
Uncomfortable, Embarrassed, Ashamed, Rebuffed, 
Mistreated, Offended, Insulted, Betrayed, Disregarded, 
Discriminated against
Anxiety: Confused, Anxious, Bothered, Concerned
Angry, Frustrated, Irritated, Hostility, Unfulfilled, 
Discontented, Scared, Afraid, Panicky, Nervous, Worried, 
Tense, Depressed, Sad, Miserable, Helpless, Nostalgia, Guilty, 
Embarrassed, Ashamed, Humiliated, Contented, Fulfilled, 
Peaceful, Optimistic, Encouraged, Hopeful, Happy, Pleased, 
Joyful, Relieved, Thrilled, Enthusiastic
Laros and 
Steenkamp (2003)
Anger: Angry, Frustrated, Irritated, Hostility, Unfulfilled, 
Discontented
Fear: Scared, Afraid, Panicky, Nervous, Worried, Tense 
Sadness: Depressed, Sad, Miserable, Helpless, Nostalgia, 
Guilty
Shame: Embarrassed, Ashamed, Humiliated 
Contentment: Contented, Fulfilled, Peaceful 
Happiness: Optimistic, Encouraged, Hopeful, Happy, Pleased, 
Joyful, Relieved, Thrilled, Enthusiastic
Laros and 
Steenkamp (2005)
Current, Refined, Artful, Beautiful, Impressive, Graceful, 
Proportionate, Accommodating, Uncluttered, Soothing, 
Pleasant, Appropriate, inviting, Positive, Comfortable, High 
quality. Good
Countryman and 
Jang (2006)
Unhappy-Happy, Annoyed-Pleased, Bored-Entertained, 
Disappointed, Delighted, Depressed-Cheerful, Calm-Excited, 
Indifferent-Surprised
Ryu and Jang 
(2007)
Happy-Unhappy, Pleased-Annoyed, Satisfied-Unsatisfied, 
Contented-Melancholic, Hopeful-Despairing, Relaxed-Bored
Lin, Gregor and 
Ewing (2008)
Table 7.3 Emotion Items and Sources
F ro m  th is , a  s e t  o f  b ip o la r  e m o tio n a l r e s p o n s e  d e s c r ip to r  w a s  d e v e lo p e d  
p ro v id in g  a p p ro p r ia te  s e m a n tic  d if fe re n tia l  sc a le s  to  in v e s tig a te  th e  
e m o tio n a l a re a s  o f  h o te l  s e rv ic e sc a p e  m e a n in g  w ith  re fe re n c e  to  th e  c u s to m e r . 
T h e  p ro c e d u re s  fo r  g e n e ra tin g  th e  e m o tio n  sc a le  w e re  th e  s a m e  a s  fo r  h o te l  
s e rv ic e sc a p e  s ta te m e n ts .  S evera l m e e tin g s  w ith  s u p e rv is o rs  a n d  fo c u s  g ro u p  
in te rv ie w s  w ith  P h D  re s e a rc h e rs  w e re  a lso  c o n d u c te d  to  g e n e ra te  a n d  re f in e
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i te m s . S o m e  o f  M e h ra b ia n  a n d  R u sse ll i te m s  a n d  o th e r  i te m s  u s e d  in  
p re v io u s  r e s e a rc h  w e re  s lig h tly  m o d if ie d  to  f it  th e  h o te l  in d u s t r y  c o n te x t. 
M e h ra b ia n  a n d  R u sse ll’s (1974) w o rk  is  th e o re tic a l ly  g r o u n d e d  a n d  
e x te n s iv e ly  re fe re n c e d  in  th e  m a rk e tin g  l i te r a tu r e ,  th u s  p ro v id e s  a c a d e m ic  
c re d ib ility . T w o ite m s , ‘ill a t  e a se  -  a t  e a se ’ a n d  ‘n e rv o u s  -  c o n f id e n t’ w e re  
n e w ly  d e v e lo p e d  i te m s  w h ic h  h a v e  n o t  b e e n  c a p tu re d  in  p re v io u s  re s e a rc h . 
T h e  e m o tio n  d e s c r ip to r s  fo r  th is  s tu d y  c o n s is t  o f  e ig h t b ip o la r  m e a s u re s  a n d  
a re  g iv en  in  T a b le  7 .4 .
No. Items
1 Annoyed -  Pleased
2 U n happy- Happy
3 Bored -  Entertained
4 Disappointed -D elighted
5 Depressed -  Cheerful
6 Uninspired -  Inspired
7 III at ease -  At ease
8 Nervous -  Confident
Table 7.4 Items to  M easure Emotional Responses to Hotel Servicescape
7.3.3 G enerating B ehavioural R esponse Item s
H o te l s e rv ic e sc a p e  m a y  b e  o n e  o f  th e  f a c to rs  t h a t  h a v e  a n  in f lu e n c e  o n  
c o n s u m e r  b e h a v io u ra l  r e s p o n s e s . C o n s u m e r  re s p o n s e s  to  t h e  h o te l  
se rv ic e sc a p e  c a n  b e  c h a ra c te r is e d  a s  a p p ro a c h  b e h a v io u rs  o r  a v o id a n c e  
b e h a v io u rs . T o  u n d e r s ta n d  th e  r e la t io n s h ip  b e tw e e n  th e  h o te l  s e rv ic e sc a p e
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d im e n s io n s  a n d  c u s to m e rs ’ b e h a v io u ra l  re s p o n s e s , i t  w as  n e c e s sa ry  to  
d e v e lo p  a  m e a s u re m e n t  to o l to  a s se s s  th e  im p a c t  o f  th e  h o te l  se rv ic esc a p e  o n  
c u s to m e r  b e h a v io u r . A s a  f i r s t  s te p , p u b l is h e d  a r t ic le s  d e a lin g  w ith  
b e h a v io u ra l  re s p o n s e s  w e re  re v ie w e d  to  d e v e lo p  a n  in it ia l  p o o l o f  i te m s  fo r  
th e  b e h a v io u ra l  re s p o n s e  sca le s . T a b le  7 .5  sh o w s  p r io r  s tu d ie s  t h a t  p ro v id e d  
th e  b a s is  fo r  th e  b e h a v io u ra l  re s p o n s e  sca le s .
Items Citation
Would you enjoy shopping in this store?
How much tim e would you like to  spend browsing in this 
store?
Would you avoid ever having to return to this store?
Is this a place in which you would feel friendly and talkative 
to  a stranger who happens to be near you?
Would you want to  avoid looking around or exploring this 
environment?
Do you like this store environment?
Is this a place w here you might try to avoid other people, 
and avoid having to talk to  them ?
Is this the sort o f place where you might end up spending  
more m oney than you originally set out to  spend?
Donovan and 
Rossiter 
(1982)
This shopping trip was truly a joy.
Compared to other things 1 could have done, the tim e spent 
shopping was truly enjoyable.
During the trip, 1 felt the excitem ent of the hunt.
This shopping trip truly felt like an escape.
1 enjoyed being immersed in exciting new  products.
1 enjoyed the shopping trip for its own sake, not just for the  
items 1 may have purchased.
1 continued to shop, not because 1 had to, but because 1 
wanted to.
1 had a good tim e because 1 was able to  act on the "spur of  
the moment."
While shopping, 1 was able to  forget my problems.
While shopping, 1 felt a sense of adventure.
This shopping trip was not a very nice tim e out.
Babin, Darden 
and Griffin 
(1994)
164
1 felt really unlucky during this trip.
1 accomplished just what 1 wanted to  on this shopping trip.
1 couldn't buy what 1 really needed.
While shopping, 1 found just the items 1 was looking for.
1 was disappointed because 1 had to  go to another store to  
com plete my shopping.
1 feel this shopping trip was successful.
1 feel really smart about this shopping trip.
This was a good store visit because it was over very quickly.
Say positive things about XYZ to  other people.
Recommend XYZ to som eone who seeks your advice. 
Encourage friends and relatives to  do business with XYZ. 
Consider XYZ your first choice to buy services.
Do more business with XYZ in the next few  years.
Do less business with XYZ in the next few  years.
Take som e of your business to  a com petitor that offers 
better prices.
Continue to  do business with XYZ if its prices increase 
som ew hat.
Pay a higher price than com petitors charge for the benefits 
you currently receive from XYZ.
Switch to a com petitor if you experience a problem with 
XYZ's service.
Complain to other custom ers if you experience a problem  
with XYZ's service. Complain to external agencies, such as 
the Better Business Bureau, if you experience a problem  
with XYZ's service.
Complain to XYZ's em ployees if you experience a problem  
with XYZ's service.
Zeithaml,Berry
and
Parasuraman
(1996)
1 like the bank.
1 will recommend the bank to  my friends. 
1 will stay as a custom er of the bank.
Hui, Dube and 
C hebat(1997)
1 like to  spend much tim e browsing in this store.
1 want to  avoid looking around or exploring this store.
This is a place where 1 try to  avoid other people, and avoid 
talking with them .
This is a place in which 1 feel friendly and talkative to store 
personnel who happens to  be near me.
1 like this store environment.
1 enjoy shopping in this store.
1 would avoid ever having to  return to this store.
This is the sort of place w here 1 might end up spending 
more m oney than 1 originally set out to  spend.
Kenhove and 
Desrumaux 
(1997)
1 Like to  stay at this mall as long as possible. 
1 enjoy spending tim e at this mall.
Wakefield and 
Baker(1998)
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In the future,
my shopping will be: not at all-very frequent, 
unlikely-likely, 
not probable-very probable, 
impossible- very possible.
Continue to  attend < festival > if the admission price was 
increased.
Pay a higher price than other festivals in the area charge.
Say positive things about < festival > to other people.
Attend < festival > again next year or the year after.
Get tired of coming back to  < festival > every year.
Encourage friends and relatives to  go to  < festiva ls
If < festival > was not available it would make little
difference to me, since 1 would just go to  another festival.
Baker and 
Crompton 
(2000)
1 will definitely consider buying a XX computer.
If 1 w ere to buy a computer for myself, 1 would definitely 
consider buying XX computer.
The likelihood of purchasing this product is very high.
Sharma and 
Stafford 
(2000)
1 enjoy shopping in this Airport Terminal. 
Generally, 1 like this shopping atm osphere.
1 would happily spend extra tim e browsing.
I'm inclined to spend more m oney in th ese  shops. 
1 avoid coming in to th ese  shops.
1 avoid browsing around th ese  shops.
1 avoid talking to  people in this setting.
Newman
(2007)
1 would like to com e back to this restaurant in the future.
1 would recommend this restaurant to  my friends.
1 am willing to stay longer than 1 planned at this restaurant.
1 am willing to  spend more than 1 planned at this restaurant.
Ryu and Jang 
(2007)
Table 7.5 Behavioural Response Items in Previous Studies
A fte r  th e  rev ie w  o f  r e le v a n t  l i te r a tu re ,  la rg e  n u m b e r  o f  is s u e s  w a s  r e d u c e d  to  
a  s m a lle r  n u m b e r  o f  i te m s  w h ic h  w e re  d e e m e d  to  a d e q u a te ly  c o v e r  th e  a re a  
u n d e r  in v e s tig a tio n . T h e n , th e  sc a le s  s u g g e s te d  b y  p re v io u s  s tu d ie s  w e re  
a d a p te d  a n d  a d ju s te d  to  th e  c o n te x t o f  h o te ls . F o r  e x a m p le , i t  c a n  b e  
p re d ic te d  t h a t  p e rs o n s  w ill e n jo y  s p e n d in g  m o re  t im e  a n d  m o n e y  in  th e  h o te l  
w h e re  th e y  fee l p le a s u re . T h e  h o te l  s e rv ic e sc a p e  m a y  e n c o u ra g e  th e  c o n s u m e r  
to  lin g e r  o r  b ro w s e  o n  th e  b a s is  t h a t  th is  is  l ik e ly  to  in c re a s e  th e  v a lu e  th e i r
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t im e  s p e n t.  T h e  c o rre c t  e m o tio n a l  c o m b in a tio n  o f  p le a s a n tn e s s  a n d  a ro u s a l  
c re a te d  b y  h o te l  se rv ic e sc a p e  c a n  s t im u la te  se rv ice  e x p e rie n c e  w ith in  th e  
h o te l . I n  th is  s e n se , th e  i te m s  o f  b e h a v io u ra l  r e s p o n s e s  in c lu d e d  c u s to m e r  
lo y a lty , re p u rc h a s e  in te n t io n s  a n d  p o s itiv e  w o rd -o f-m o u th . T h e  m e a s u re m e n t  
i te m s  fo r  b e h a v io u ra l  r e s p o n s e  a re  l is te d  in  T a b le  7 .6 .
No. Statem ents
1 This is one o f the best hotels that 1 have stayed in.
2 1 enjoyed myself in the hotel.
3 1 made the right decision to  stay at this hotel.
4
1 will recommend this hotel to  friends, family and/or work 
colleagues.
5 1 will com e back to this hotel.
6 1 would like to  have stayed for longer.
7 1 spent more than 1 originally planned.
8 1 will say positive things about this hotel.
Table 7.6 Items Used to M easure Behavioural Responses
7.4 Content Adequacy A ssessm ent via Q Sort 
Technique
F o llo w in g  th e  i te m  g e n e ra tio n  s te p , th e  c o n te n t  a d e q u a c y  w a s  e v a lu a te d . A n  
o f te n  o v e rlo o k e d  y e t  n e c e s s a ry  s te p  in  th e  sc a le  d e v e lo p m e n t p ro c e s s  is  
p r e te s t in g  i te m s  fo r  c o n te n t  a d e q u a c y  (H in k in , T ra c e y  a n d  E n z , 1997). 
C o n te n t a d e q u a c y  is  m o s t  o f te n  d e f in e d  a s  a  p s y c h o m e tr ic  p r o p e r ty  w h ic h  
ex is ts  w h e n  th e  c o n te n t  o f  a  m e a s u re  c o v e rs  a  r e p re s e n ta tiv e  s a m p le  o f  th e  
d o m a in  to  b e  m e a s u re d  (A n a s ta s i, 1 9 8 2 ). A c c o rd in g  to  S c h w ab  (1 9 8 0 ), i f  t h e
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c o n te n t  o f  a  m e a s u re  is  n o t  th e o re tic a l ly  a d e q u a te , t h a t  m e a s u re  c a n n o t  b e  a  
v a lid  o p e ra t io n a l  p ro c e d u re  fo r  m e a s u r in g  a  p a r t ic u la r  c o n s tru c t.  I t  c a n  a lso  
b e  s e e n  th a t  c o n te n t  a d e q u a c y  h a s  b e e n  v ie w e d  a s  e x is tin g  w h e n  a  m e a s u re  is 
ju d g e d  b y  o n e  o r  m o re  p e rs o n s  a s  c o n ta in in g  a  r e a s o n a b le  a n d  r e p re s e n ta tiv e  
s a m p le  o f  i te m s  f ro m  th e  c o n s tru c t’s  th e o re tic a l  d o m a in  (S c h rie sh e im  e t  a l, 
1993). H o w ev er, i f  th e  p e r s o n  d e v e lo p in g  a n  in s t r u m e n t  fo r  c o n te n t  a d e q u a c y  
h a s  to  re ly  o n  h i s /h e r  o w n  ju d g e m e n t,  th is  is  c le a rly  n o t  a  s a tis fa c to ry  
s i tu a tio n . T h e re fo re , m o re  o b jec tiv e  m e th o d  o f  a s se s s in g  th e  c o n te n t  
a d e q u a c y  is  n e e d e d .
7.4.1 Q Sort Technique
S ev e ra l c o n te n t  a s s e s s m e n t  m e th o d s  h a v e  b e e n  d e s c r ib e d  in  th e  re s e a rc h  
m e th o d s  l i te r a tu re .  A m o n g  th e m , th e  Q s o r t  te c h n iq u e  c a n  b e  a d a p te d  to  
a s se s s  th e  c o n te n t  a d e q u a c y  o f  a  s e t  o f  n e w ly  d e v e lo p e d  i te m s . Q 
m e th o d o lo g y  is  a  p a t t e r n  a n a ly tic  r e s e a rc h  m e th o d  d e v ise d  b y  B r itish  
p h y s ic is t-p sy c h o lo g is t  W illia m  S te p h e n s o n  in  1935. H o w ev er, S te p h e n s o n ’s 
id e a s  h a v e  g a in e d  in  p ro m in e n c e  o u ts id e  p sy ch o lo g y . T h e  m e th o d o lo g y  h a s  
b e e n  a p p lie d  in  m a n y  d isc ip lin e s  s u c h  a s  p o lit ic a l sc ie n c e , m a rk e tin g , 
socio logy , p u b lic  p o lic y  a n d  h e a l th  c a re . A c c o rd in g  to  E k in c i a n d  R iley  (2 0 0 1 ), 
Q m e th o d o lo g y  is  s u i te d  to  c a se s  w h e re  th e  v e ry  e x is te n c e  o f  c o n c e p ts  h a s  n o t  
b e e n  e s ta b lis h e d . I t  h a s  a lso  b e e n  sh o w n  to  b e  p a r t ic u la r ly  w ell s u i te d  fo r  
ju d g m e n ts  a b o u t  v isu a l m a te r ia ls  a n d  is  n o t  h ig h ly  d e p e n d e n t  o n  v e rb a l  o r  
l in g u is tic  in te r p re ta t io n s  (S te p h e n s o n , 1 9 8 8 ) a s  w ell a s  c a se s  in v o lv in g  
a e s th e tic  ju d g m e n t  (S te w a rt, 1981). T h e  e v a lu a tio n  o f  th e  h o te l  s e rv ic e sc a p e
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c o m e s  in to  th is  c a te g o ry . T h e re fo re , th e  Q -S o r t te c h n iq u e  is  c o n s id e re d  a s  a n  
a p p ro p r ia te  m e th o d  to  c o n d u c t  c o n te n t  a s s e s s m e n t  fo r  th is  re s e a rc h  b e c a u s e  
i t  is  a  p ra c tic a l  m e a n s  o f  e s ta b lis h in g  th e  v a lid ity  o f  th e  n e w ly  id e n tif ie d  h o te l  
s e rv ic e sc a p e  d im e n s io n s  a n d  c la ss ify in g  e a c h  h o te l  s e rv ic e sc a p e  a t t r ib u te  in to  
o n e  o f  fo u r  d im e n s io n s . M o re o v e r, i t  p ro v id e s  a  r a n g e  o f  a d v a n ta g e s  
in c lu d in g  th e  a b ility  to  e n c o m p a s s  a  w id e  v a r ie ty  o f  th e  h o te l  se rv ic e sc a p e  
a t t r ib u te s  a n d  in te r p r e t  a n  in d iv id u a l’s  o p in io n  o n  th e  h o te l  p h y s ic a l 
e n v iro n m e n t.
T h e  in s t r u m e n ta l  b a s is  o f  Q m e th o d o lo g y  is  th e  Q s o r t  te c h n iq u e . A s S te rg io u , 
A irey  a n d  R iley  ( 2 0 0 3 )  m e n tio n e d , a  b r ie f  d e s c r ip tio n  o f  th e  te c h n iq u e  is  
d e c ep tiv e ly  s im p le , y e t  i t  p ro v id e s  a n  o rg a n is in g  f ra m e w o rk  fo r  
u n d e rs ta n d in g  th e  u n iq u e  p ro c e d u re s  t h a t  a re  in te g ra l  to  th is  m e th o d  o f  
in v e s tig a tio n . Q m e th o d  p ro v id e s  a  s y s te m a tic  a n d  r ig o ro u s  m e a n s  o f  
o b jec tiv e ly  d e s c r ib in g  h u m a n  s u b je c tiv ity  th ro u g h  th e  c o m b in a tio n  o f  
q u a li ta t iv e  a n d  q u a n ti ta t iv e  a n a ly s is  (B ro w n , 1996). I t  a lso  g ives  s o m e  
fa s c in a tin g  in s ig h t  in to  u n d e r ly in g  p h ilo s o p h ic  s tr u c tu r e s  w h ic h  c o m p r ise  
su b je c tiv e  p h e n o m e n a . S u b jec tiv ity , in  th e  lex ic o n  o f  Q m e th o d o lo g y , is  
a lw ay s a n c h o re d  in  s e lf -re fe re n c e , t h a t  is , th e  p e r s o n ’s in te r n a l  f ra m e  o f  
re fe re n c e , b u t  th is  d o e s  n o t  r e n d e r  i t  in a c c e ss ib le  to  r ig o ro u s  e x a m in a t io n  
(M cK eow n  a n d  T h o m a s , 1 9 8 8 ). E s se n tia lly  Q m e th o d o lo g y  is  a b o u t  f in d in g  
c o n c e p ts  a n d  c a te g o rie s  a n d  a t te m p ts  to  c o n v e r t  su b je c tiv e  r e s p o n s e s  in to  
m e a s u ra b le  d im e n s io n s .
Q s o r t  is  a  re la tiv e ly  s im p le  ta s k  to  b o th  le a r n  a n d  p e rfo rm . I n  a d d it io n , th e  
r e s e a rc h e r  h e r s e l f  o r  h im s e lf  c a n  b e  c o n s id e re d  a s  a  s u b je c t  b y  p a r t ic ip a t in g  
in  a  Q s tu d y , a lo n g  w ith  th e  r e s p o n d e n ts ,  th u s  th e r e  is  n o t  th e  s t r u c tu r a l
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p o w e r  im b a la n c e  in h e r e n t  in  th e  s u b je c t /o b je c t  d u a li ty  o f  su rv e y  re s e a rc h  
(D ryzek , 1 9 9 0 ). F o r  e x p e r im e n ta l  p u rp o s e , a  s u b s e t  o f  s ta te m e n ts  p re v io u s ly  
d e v e lo p e d  is  c a lle d  a  “Q s a m p le ” a n d  i t  is  th is  s e t  o f  s ta te m e n ts  w h ic h  is  
e v e n tu a lly  g iv en  to  p a r t ic ip a n ts .  T h e n  th e  m e th o d  e n a b le s  h e r /h im  to  e x p re s s  
th e  v ie w p o in ts  v ia  th e  m e d iu m  o f  s o r t in g  a  s e t  o f  s ta te m e n ts ,  a n  o p e ra t io n  
r e f e r r e d  to  a s  “Q s o r t in g ”. T h e  n u m b e r  o f  i te m s  to  b e  s o r te d  c a n  v a ry  b e tw e e n  
3 0  a n d  1 0 0 , b u t  is  ty p ic a lly  b e tw e e n  5 0  a n d  70 . In s t ru c t io n s  fo r  c o m p le tin g  
th e  Q s o r t  w o u ld  r e q u e s t  th e  r e s p o n d e n t  to  c le a r  a n  a d e q u a te  a m o u n t  o f  
s p a c e  to  c o m p le te  th e  ta s k  (a  d e s k  to p  o r  f lo o r  sp a c e , fo r  in s ta n c e )  a n d  a llo w  a  
r e a s o n a b le  a m o u n t  o f  t im e . T h e  Q s o r t in g  o p e ra t io n  is  w h o lly  s u b je c tiv e  in  
th e  s e n se  t h a t  i t  p r e s e n ts  “m y  p o in t  o f  v iew .” T h e  o u tp u t  o f  a  s a m p le  o f  Q s o r t  
t e s ts  s h o u ld  b e  s e e n  a s  p r o o f  o f  a  c o g n itiv e  p a t t e r n  (T h o m a s  a n d  B aas, 1992 ). 
A s S te rg io u  e t  a l. (2 0 0 3 )  p o in te d  o u t, i t  m a y  h e lp  to  re d u c e  p o te n t ia l  
re lia b ili ty  a n d  v a lid ity  p ro b le m s .
7.4.2 Q Sort Procedure
A s d e s c r ib e d  in  6 .6 .2 .1 , 6 2  s ta te m e n ts  w h ic h  c o v e re d  a  v a r ie ty  o f  d e s ig n e d  
h o te l  se rv ic esc a p e  c h a ra c te r is t ic s  w e re  d e v e lo p e d . A c c o rd in g  to  A d d a m s  a n d  
P ro o p s  ( 2 0 0 0 ) ,  th e  s ize  o f  a  Q se t, w h ic h  p a r t ic ip a n ts  c o n d u c t  th e  Q s o r t ,  is  
ty p ic a lly  in  th e  ra n g e  o f  4 8 -6 4  s ta te m e n ts .
T h e  s a m p le  s ize  s h o u ld  b e  la rg e  e n o u g h  to  in c lu d e  th e  v a r ie ty  o f  v ie w p o in ts  
a v a ilab le . T h e  s a m p le  u s e d  fo r  th e  Q s o r t  in  th is  s tu d y  c o n s is te d  o f  6 3  
s u b je c ts . I n  Q s tu d ie s , p a r t ic ip a n ts  s h o u ld  b e  c h o s e n  fo r  th e o re tic a l  s a lie n c e  
to  th e  a r e n a  b e in g  in v e s tig a te d  (B ro w n , 1 9 8 0 ). 4 0  o f  th e m  w e re  p o s tg r a d u a te
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s tu d e n ts  o f  th e  S ch o o l o f  M a n a g e m e n t a t  U n iv e rs ity  o f  S u r re y  a n d  23  w e re  
e m p lo y e e s  f ro m  o n e  c o m p a n y  a n d  w e re  f re q u e n t  b u s in e s s  t ra v e lle rs . 33  
(52% ) o f  th e  r e s p o n d e n ts  w e re  m a le  a n d  3 0  (4 8 % ) w e re  fe m a le s . T h e  
in fo rm a t io n  s h e e t  fo r  p a r t ic ip a n ts  w a s  s u p p lie d  a n d  r e s p o n d e n ts  w e re  a s k e d  
to  r e a d  it. T h e n , e a c h  p a r t ic ip a n t  w a s  p ro v id e d  a  s e t  o f  6 2  s ta te m e n ts  t h a t  h a d  
b e e n  p r in te d  o n to  s e p a ra te  c a rd s  a n d  th o ro u g h ly  sh u ff le d  to  e n s u re  r a n d o m  
v iew in g  o f  th e  s ta te m e n ts .  T h e n  th e y  w e re  a s k e d  to  s o r t  th e  s ta te m e n ts  in to  
fo u r  h o te l  s e rv ic e sc a p e  d im e n s io n s  - p h y s io lo g ica l c o n d it io n s , s p a tia l  la y o u t, 
fu n c tio n a lity , a n d  a e s th e tic  q u a lity . R e s p o n d e n ts  w e re  in s t r u c te d  to  ta k e  a s  
m u c h  t im e  a s  th e y  n e e d e d , u n t i l  th e y  w e re  c o m fo r ta b le  w ith  th e  f in a l so r t . 
D u r in g  a n d  a f te r  th e  Q s o r t , s u b je c ts  gav e  e x p la n a tio n s  fo r  th e i r  s o r t in g  a n d  
th e i r  re a c tio n s  a n d  th o u g h ts  a b o u t  th e  h o te l  se rv ic e sc a p e  g e n e ra te d  b y  th e  
s ta te m e n ts .  C o m p le tio n  o f  th e  Q s o r ts  to o k  ra n g in g  f ro m  2 0  to  5 0  m in u te s . 
T h e  re s u l ts  o f  th e  c o m p le te d  Q s o r ts  w e re  r e c o rd e d  u s in g  a n  E xcel a n d  to  
d e te rm in e  th e  f re q u e n c y  o f  e a c h  s ta te m e n t  o c c u rre d  u n d e r  e a c h  d im e n s io n .
7.4.3 Q Sort Results and D istribution o f Statem ents
T h e  Q s o r t  r e s u l ts  o ffe re d  th e  v a r io u s  a n a ly tic a l p o ss ib ili tie s . F u r th e rm o re ,  
h o w  fo u r  n e w ly  d e v e lo p e d  d im e n s io n s  a re  to  b e  u n d e r s to o d  w a s  e x p re s s e d  b y  
th e  Q s o r t  p ro c e d u re . I t  w a s  a  p re l im in a ry  t e s t  o f  w h e th e r  th e  fo u r  
d im e n s io n s  a re  v a lid  a s  e v a lu a tiv e  c o n s tru c ts .
I n  th e  p r e s e n t  s e c tio n , a n  a n a ly s is  a t  th e  lev e l o f  s ta te m e n t- b y - s ta te m e n t  
c o m p a r is o n s  w ill b e  d isc u sse d . In  a d d it io n , in  a  m o re  to ta l  w ay , a n a ly s is  o f
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th e  c o m p a r is o n  o f  Q  s a m p le  p la c e m e n ts  in  o n e  g ro u p  o f  in d iv id u a ls  w ith  
th o s e  in  a n o th e r  g ro u p  o f  in d iv id u a ls  a n d  th e  te n d e n c y  o f  a  s e t  o f  s ta te m e n ts  
to w a rd  o n e  o f  fo u r  d im e n s io n s  w ill b e  p re s e n te d . A lth o u g h  i t  d o e s  n o t  m a k e  
a n y  s e n se  a sk in g  fo r  m e a n s , s ta n d a r d  d e v ia tio n s  fo r  c a te g o ric a l v a r ia b le s  
s u c h  a s  th e  s ta te m e n ts  u s e d  in  th is  s tu d y , d e sc r ip tiv e  s ta t is t ic s  c a n  b e  
o b ta in e d  b y  u s in g  fre q u e n c y . T h e  ra t io n a le  fo r  u s in g  Q s o r t  w a s  to  c re a te  a  
s e t  o f  s ta te m e n ts  t h a t  r e p r e s e n t  th e  fo u r  id e n tif ie d  h o te l  se rv ic e sc a p e  
d im e n s io n s .
T a b le  7 .7  sh o w s  th e  s ta te m e n ts  u s e d  in  th e  te s ts  w ith  p e rc e n ta g e s  o f  th e  
f re q u e n c y  fo r  e a c h  o f  th e s e  fo u r  d im e n s io n s . A lth o u g h  th e  s ta te m e n ts  in  th e  
T a b le  7 .7  w e re  p r e s e n te d  in  o r d e r  o f  p re c e d e n c e , th e y  w e re  ju m b le d  a n d  
a r r a n g e d  in  a  r a n d o m  o r d e r  in  th e  te s ts .
T h e  Q s o r t  r e s u l ts  re f le c te d  th e  p a r t ic ip a n ts ’ o p in io n s  o n  a  r e la t io n s h ip  
b e tw e e n  th e  s ta te m e n ts  a n d  d im e n s io n s . O v er a ll, m a n y  s ta te m e n ts  (4 7  
s ta te m e n ts )  o b ta in e d  re la tiv e ly  h ig h  f re q u e n c y  (70%  o r  b e t te r ) .  I t  m e a n s  t h a t  
th o s e  s ta te m e n ts  w e re  id e n tif ie d  b y  7 0  % o r  m o re  r e s p o n d e n ts  t h a t  i t  
b e lo n g e d  to  a  p a r t ic u la r  d im e n s io n . I t  m a y  a lso  m e a n  t h a t  th e y  w e re  
re la tiv e ly  m o re  s tr a ig h tfo rw a rd  to  b e  c a te g o ris e d  t h a n  s o m e  s ta te m e n ts  
w h ic h  fa ile d  to  a c h ie v e  a  h ig h  lev e l o f  fre q u e n c y . F o r  e x a m p le , s ta te m e n t  1 ,1 5 , 
17, 2 2 , 23 , 3 4 , 3 9 , 4 4 , 4 9 , 5 7 a n d  6 2  w e re  a llo c a te d  to  a  d im e n s io n  w ith  o v e r  
90 %  f re q u e n c y  a n d  e v e n  s ta te m e n t  59 , ‘T h is  a re a  n e e d s  to  b e  r e a l lo c a te d  to  
e n la rg e  s p a c e .’ s h o w e d  100% .
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Statem ents
Dimensions
Physiological
conditions Functionality 1 *patial 1| layout | quality
1
The temperature of this 
area is comfortable.
94% 6% 0% 0%
2 This area is crowded. 35% 2% 63% 0%
3
The exterior of this area 
is attractive. 6% 3% 5% 86%
4
The signs displayed are 
easy to understand. 8% 90% 2% 0%
5 This area is stuffy. 84% 0% 14% 2%
6
The furniture looks 
elegant. 6% 3% 2% 89%
7
The seats are 
comfortable.
60% 37% 0% 3%
8
The height of the tables, 
seats and other furniture 
in this area are 
appropriate.
14% 70% 13% 3%
9
The style of this area is 
refined. 6% 5% 19% 70%
10
The amount of space 
between seats is so close. 16% 2% 83% 0%
11
Music played in this area 
is pleasant.
84% 0% 0% 16%
12 This area is uncluttered. 13% 3% 83% 2%
13
The ornamental items 
and artworks are 
pleasant to look at.
16% 3% 0% 81%
14
The seats and tables in 
this area make me want 
to linger.
65% 11% 22% 2%
15
The humidity of this area 
is comfortable.
97% 3% 0% 0%
16
The colours used in this 
area make me 
comfortable.
75% 2% 0% 24%
17
The photos and paintings 
displayed match this 
area.
2% 3% 2% 94%
18
The seats and tables are 
too close together for 
people to move freely.
6% 8% 84% 2%
19
The employee uniforms 
reflect the character of 
this hotel.
5% 49% 0% 46%
20
The signage, graphics, 
brochures and other 
communication materials 
reflect the character of 
this hotel.
6% 59% 0% 35%
21
The furniture is of high 
quality. 8% 35% 2% 56%
22 The odour is pleasant. 92% 2% 0% 6%
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23 The equipment provided 
works properly. 2% 97% 0% 2%
24 The tableware matches 
the style of this area. 3% 21% 0% 76%
25 This area is easy to get around. 5% 17% 78% 0%
26 The employee uniforms 
look attractive.
17% 10% 0% 73%
27 The signs used in this 
area are helpful. 8% 90% 2% 0%
28
The plants and flowers 
arranged in this area are 
attractive.
11% 0% 8% 81%
29 Sunlight entering this area is not enough. 75% 19% 6% 0%
30 The colour of the lighting 
is attractive. 25% 3% 0% 71%
31 The floor/carpet of this area is kept clean. 59% 22% 0% 19%
32
The curtains/blinds are 
well matched with the 
overall style of this area.
5% 6% 2% 87%
33
The brochures and other 
communication materials 
are easy to understand.
8% 90% 0% 2%
34 The smells from the 
kitchen are acceptable. 95% 2% 3% 0%
35
The colour schemes of 
this area are beautiful. 17% 2% 0% 81%
36 The signage orients me to this area. 5% 90% 2% 3%
37
This area needs
additional
entrances/exits.
2% 41% 57% 0%
38
The style and décor 
reflect the theme of this 
area.
2% 21% 2% 76%
39
The various kinds of 
facilities are provided 
here.
2% 95% 3% 0%
40
The fabrics used go well 
with the overall style of 
this area.
6% 6% 2% 86%
41
The type of flooring is a 
practical choice for this 
area.
2% 83% 6% 10%
42
The aisles in this area are 
large enough to facilitate 
the flow of customers 
and staff.
2% 24% 75% 0%
43 Fine tableware is used. 11% 17% 0% 71%
44 This area is noisy. 92% 5% 3% 0%
45 The furniture of this area 
is kept clean. 59% 21% 0% 21%
46 The seats and tables are 0% 65% 35% 0%
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easy to move and 
rearrange.
47 The layout retains a feeling of balance. 37% 6% 46% 11%
48 The tableware is clean. 67% 21% 0% 13%
49
The signage provides me 
with immediate 
information.
3% 95% 2% 0%
50 The size of the room is appropriate. 8% 6% 86% 0%
51
The brochures and other 
communication materials 
are visually appealing.
17% 22% 0% 60%
52
The furniture 
arrangements are 
appropriate.
6% 13% 76% 5%
53 The interior décor is attractive. 10% 6% 2% 83%
54
The size of the tables, 
seats and other furniture 
in this area are 
appropriate.
5% 56% 35% 5%
55 The artificial lighting is 
comfortable.
75% 17% 0% 8%
56 The curtains or blinds are helpful to reduce glare. 21% 76% 0% 3%
57 Some of the equipment doesn't work properly. 3% 97% 0% 0%
58
The ornamental items 
and artworks go well 
with the overall style of 
this area.
5% 6% 0% 89%
59
This area needs to be 
reallocated to enlarge 
space.
0% 0% 100% 0%
60 The equipment is of high 
quality. 5% 79% 0% 16%
61
The interior materials 
used are of high quality. 6% 33% 0% 60%
62 The allocation of space in this area is good. 2% 0% 95% 3%
Table 7 .7  62  S ta te m e n ts  U sed  in th e  Q sort Tests  and Frequency
However, there were several examples that the classification of the 
statements into one of four dimensions was not always straightforward, for 
example, ‘The employee uniforms reflect the character of this hotel.’ 
(statement 19) was listed under ‘functionality’ dimension with 49%
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o c c u rre n c e  b u t  c o u ld  h a v e  b e e n  c la ss if ie d  u n d e r  ‘a e s th e tic  q u a li ty ’ (46% ). 
S im ila rly , ‘T h is  a re a  n e e d s  a d d it io n a l  e n tr a n c e s /e x i t s .’ ( s ta te m e n t  37) w as  
l is te d  u n d e r  ‘fu n c t io n a l ity ’ a s  w ell a s  u n d e r  ‘s p a tia l  la y  o u t ’ w ith  41%  a n d  57% , 
resp e c tiv e ly .
M o re o v e r, w h e n  th e  s ta te m e n t  d id  n o t  o b ta in  th e  h ig h  p e rc e n ta g e  o f  re s p o n s e  
in  a  p a r t ic u la r  d im e n s io n  a n d  w a s  a llo c a te d  to  th r e e  o r  fo u r  d im e n s io n s , i t  
c a n  b e  a s s u m e d  t h a t  th e  s ta te m e n t  is  m o re  d iff ic u lt to  c a te g o rise  i t  in to  a  
c e r ta in  d im e n s io n . S ta te m e n t  31 ( ‘T h e  f lo o r /c a rp e t  o f  th is  a re a  is  k e p t  c le a n .’), 
4 8  (‘T h e  ta b le w a re  is  c le a n .’), a n d  5 4  (‘T h e  s ize  o f  th e  ta b le s , s e a ts  a n d  o th e r  
f u rn i tu r e  in  th is  a re a  a re  a p p ro p r ia te .’) a re  c a se s  in  p o in t. S ta te m e n t  31, fo r  
e x a m p le , a l th o u g h  59%  o f  th e  r e s p o n d e n ts  r e g a rd e d  th e  c le a n lin e s s  o f  f lo o r  
o r  c a rp e t  a s  o n e  o f  a t t r ib u te s  o f  p h y s io lo g ica l c o n d it io n s  o f  th e  h o te l , s o m e  o f  
th e m  c o n s id e re d  i t  c lo se  to  a  fu n c tio n a lity  o r  a e s th e tic  q u a li ty  c h a ra c te r is t ic .
T o  se le c t th e  s ta te m e n ts  w h ic h  r e p r e s e n t  e a c h  o f  fo u r  d im e n s io n s  o f  th e  h o te l  
se rv ic e sc a p e , e a c h  s ta te m e n t  s h o u ld  b e  p la c e d  in to  o n e  o f  d im e n s io n s  b a s e d  
o n  th e  h ig h e s t  p e rc e n ta g e  sc o re s . T h e n , c u t-o f f  c o n d it io n s  a re  r e q u i r e d  in  
o rd e r  to  o b ta in  g re a te r  c la r ity  a n d  a  m a n a g e a b le  n u m b e r  o f  s ta te m e n ts  fo r  
e a c h  d im e n s io n . A c c o rd in g  to  H in k in  a n d  S c h r ie sh e im  (1 9 8 9 ) a n d  E k in c i a n d  
R iley  (2 0 0 1 ), a  s ta te m e n t  is  le g itim a te  i f  a t  le a s t  6 0  p e rc e n t  o f  th e  s a m p le  
a llo c a te d  i t  to  th e  s a m e  ca te g o ry . H o w ev er, a s  sh o w n  in  T a b le  6 .7 , 5 4  o f  6 2  
s ta te m e n ts  w e re  q u a lif ie d  u n d e r  th is  ru le  a n d  th u s  a n o th e r  c o n d it io n  is  
n e e d e d  to  e s ta b l is h  a  f irm e r  b a s is . T w o  c o n d it io n s  to  ju d g e  th e  v a lid ity  o f  th e  
s ta te m e n ts  in  th is  re s e a rc h  a re :
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1. 6 o  p e rc e n t  o f  th e  p a r t ic ip a n ts  h a v e  a llo c a te d  a  s ta te m e n t  to  th e  s a m e  
d im e n s io n  a n d  a t  th e  s a m e  t im e ,
2. A  s ta te m e n t  s h o u ld  n o t  b e  a llo c a te d  to  o n e  o f  o th e r  d im e n s io n s  w ith  o v e r 
2 0  p e rc e n t  fre q u e n c y .
T h e se  c irc u m s ta n c e s  s h o w  m o re  t h a n  6o %  a g re e m e n t  a m o n g  th e  s u b je c ts  in  
s o r t in g  p ro c e d u re  a n d  re d u c e  th e  r is k  o f  o v e r la p p in g  th e  s ta te m e n t  in  o th e r  
d im e n s io n s . M o re o v e r, th e s e  m e a n  th a t  th e  s ta te m e n ts  in  e a c h  d im e n s io n  a re  
in te rn a l ly  c o n s is te n t  fo r  d e fin in g  th e  d im e n s io n . T h e  n e x t  s e c tio n  d e a ls  in  
m o re  d e ta il  w ith  e a c h  d im e n s io n  a n d  a  s e t  o f  s ta te m e n ts  s a tis f ie d  th e s e  tw o  
ru le s .
Physiological Conditions
U n d e r  ‘p h y s io lo g ica l c o n d it io n s ’ d im e n s io n , 15 s ta te m e n ts  w e re  a llo c a te d  b y  
th e  r e s p o n d e n ts .  A m o n g  th e m , 5 s ta te m e n ts  (15, 3 4 , 1, 2 2  a n d  4 4 )  e x c e e d e d  
9 0  % o f  th e  f re q u e n c y  o f  r e s p o n s e s  a n d  th e  h ig h e s t  w a s  a  s ta te m e n t  r e la te d  to  
h u m id i ty  (S ta te m e n t  15), re a c h in g  97% . I t  is  in te r e s t in g  to  n o te  t h a t  a l th o u g h  
‘m u s ic ’ w a s  c o n s id e re d  to  b e  a s so c ia te d  w ith  th is  d im e n s io n  (w ith  n o  d o u b t) ,  
16% o f  p a r t ic ip a n ts  th o u g h t  t h a t  i t  b e lo n g e d  to  ‘a e s th e tic  q u a li ty ’ d im e n s io n . 
S ta te m e n t  5 , ‘T h is  a re a  is  s tu ffy .’ s h o w e d  a  s im ila r  s i tu a t io n  t h a t  i t  w a s  a lso  
a llo c a te d  in  ‘s p a tia l  la y o u t’ w ith  14% fre q u e n c y .
H u m id ity , o d o u r , t e m p e ra tu re  a n d  n o ise  s e e m e d  to  b e  m o re  s tr a ig h tfo rw a rd  
to  b e  c a te g o ris e d  c o m p a re d  to  th e  s ta te m e n ts  r e la te d  to  c le a n lin e s s  (31, 4 5  
a n d  4 8 ) .
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A c c o rd in g  to  th e  s e c o n d  ru le  re g a rd in g  th e  o v e rla p  o f  th e  s ta te m e n t  in  o th e r  
d im e n s io n , s ta te m e n t  7 ,1 4 , a n d  16 w e re  a lso  d is c a rd e d  d e s p ite  th e y  a c h ie v e d  
o v e r  6 0%  o c c u rre n c e . F o r  in s ta n c e , s ta te m e n t  7 o b ta in e d  60 %  u n d e r  th is  
d im e n s io n  a n d  37%  u n d e r  ‘fu n c tio n a lity ’. I n  a d d it io n , s ta te m e n t  3 4 , ‘T h e  
sm e lls  f ro m  th e  k i tc h e n  a re  a c c e p ta b le .’ w a s  fo u n d  to  b e  to o  sp ec ific  to  b e  
u s e d  fo r  th e  h o te l  a re a  in  g e n e ra l  a n d  i t  w o u ld  b e  c o v e re d  b y  s ta te m e n t  2 2  
a n d  th e re fo re , i t  w a s  a lso  e x c lu d e d . In  te r m s  o f  c le a n lin e s s , s ta te m e n t  31 a n d  
4 5  o b ta in e d  59%  f re q u e n c y  u n d e r  th is  d im e n s io n  a n d  s ta te m e n t  4 8  a c h ie v e d  
67%  u n d e r  th is  d im e n s io n  a n d  a t  th e  s a m e  t im e  o b ta in e d  21% in  
‘fu n c t io n a l ity ’, t h u s  th e y  h a v e  to  b e  d isc a rd e d . T a b le  7 .8  sh o w s  8  s ta te m e n ts  
r e ta in e d  to  r e p r e s e n t  ‘p h y s io lo g ica l c o n d it io n ’ d im e n s io n . 8  s ta te m e n ts  h a d  
a b o v e  60 %  a g re e m e n t  a n d  o c c u rre d  in  o th e r  d im e n s io n s  w ith  le s s  t h a n  20%  
f re q u e n c y  a n d  o n e  w a s  a n  a d d it io n a l  s ta te m e n t .
Statem ents
Physiological
Conditions
15 The humidity o f this area is comfortable. 97%
1 The tem perature of this area is comfortable. 94%
22 The odour is pleasant. 92%
44 This area is noisy. 92%
5 This area is stuffy. 84%
11 Music played in this area is pleasant. 84%
29 Sunlight entering this area is not enough. 75%
55 The artificial lighting is comfortable 75%
Table 7.8 Statem ents for 'Physiological condition'
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S patia l L ayou t
In  ‘s p a tia l  la y o u t’ d im e n s io n , th e  s ta te m e n ts  c o n c e rn e d  w ith  th e  a llo c a tio n  
a n d  s ize  o f  th e  sp a c e , f u rn i tu r e  a r r a n g e m e n ts  a n d  th e  a m o u n t  o f  sp a ce  
b e tw e e n  s e a ts  w e re  in c lu d e d . I n  th is  d im e n s io n , th e  lo w e s t  n u m b e r s  o f  
s ta te m e n ts ,  12 Q s a m p le s  w e re  a llo c a te d . M o re o v e r, th e r e  w e re  se v e ra l 
s ta te m e n ts  w h ic h  w e re  re a s s ig n e d  to  th is  d im e n s io n  d u r in g  th e  te s ts .  F o r  
e x a m p le , s ta te m e n t  2 , 10 a n d  12 h a d  b e e n  c o n s id e re d  to  b e  a s so c ia te d  w ith  
‘p h y s io lo g ica l c o n d it io n ’ b y  th e  re s e a rc h e r . H o w ev er, th e y  a c h ie v e d  h ig h  
f re q u e n c y  sc o re s  in  th is  d im e n s io n  (1 0 ,1 2 : 83%  a n d  2: 63% ).
E sp ec ia lly , th e  r e s e a rc h e r  h a d  in te n d e d  to  su g g e s t th e  d iffe re n c e  b e tw e e n  
“p h y s ic a l d is ta n c e ” w ith  s ta te m e n t  18 ( ‘T h e  s e a ts  a n d  ta b le s  a re  c lo se  to g e th e r  
fo r  p e o p le  to  m o v e  fre e ly .’) a n d  “e m o tio n a l o r  p sy c h o lo g ic a l d is ta n c e ” w ith  
s ta te m e n t  10 (‘T h e  a m o u n t  o f  sp a c e  b e tw e e n  s e a ts  is  c lo se .’). H o w e v er, th e  
r e s u l ts  s h o w e d  th a t  a  s m a ll n u m b e r  o f  r e s p o n d e n ts  d is t in g u is h e d  th is  
d iffe re n c e . 6%  o f  p a r t ic ip a n ts  d is t r ib u te d  s ta te m e n t  18 in  p h y s io lo g ica l 
c o n d it io n  a n d  84%  a llo c a te d  i t  in  s p a tia l  la y o u t. O n  th e  o th e r  h a n d , s ta te m e n t  
10 a c h ie v e d  16%, a  s lig h tly  h ig h e r  p e rc e n ta g e  o f  fre q u e n c y , in  p h y s io lo g ica l 
c o n d it io n  a n d  83%  in  th is  d im e n s io n . I n  s h o r t ,  in  th is  r e s e a rc h , th e  sp a c e  
b e tw e e n  s e a ts  a n d  b e tw e e n  s e a ts  a n d  ta b le s  s e e m e d  to  b e  m o re  r e la te d  to  
s p a tia l  la y o u t r a th e r  t h a n  p h y s io lo g ica l c o n d it io n .
S u rp ris in g ly , s ta te m e n t  5 9  (‘T h is  a re a  n e e d s  to  b e  re a l lo c a te d  to  e n la rg e  
s p a c e .’) a c h ie v e d  100%  f re q u e n c y  u n d e r  th is  d im e n s io n . I t  w a s  th e  o n ly  
s ta te m e n t  th a t  a c h ie v e d  100%  a m o n g  6 2  s ta te m e n ts .  T h is  m a y  s u g g e s t  t h a t  i t  
w a s  c o n s id e re d  to  b e  th e  m o s t  in a rg u a b le  s ta te m e n t  to  p r e s e n t  ‘s p a tia l  la y o u t’ 
d im e n s io n .
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A m o n g  12 s ta te m e n ts ,  s ta te m e n t  2  a n d  4 2  w e re  e l im in a te d  d e s p ite  th e y  
a c h ie v e d  o v e r  6 0 %  o c c u rre n c e  u n d e r  th is  d im e n s io n  d u e  to  th e  a llo c a tio n  in  
o n e  o f  o th e r  d im e n s io n s  w ith  o v e r  2 0 %  f re q u e n c y  level. 3 7  a n d  4 7  w e re  a lso  
d is c a rd e d  a s  th e y  d id  n o t  ac h ie v e  6 0 % , th e  r e q u i r e d  f re q u e n c y  p e rc e n ta g e . A s 
a  r e s u l t ,  a  to ta l  o f  8  s ta te m e n ts  w e re  r e m a in e d  to  r e p r e s e n t  th is  d im e n s io n  
(T a b le  7 .9 ).
Statem ents Spatial Layout
59
This area needs to  be reallocated to enlarge 
space. 100%
62 The allocation of space in this area is good. 95%
50 The size of the room is appropriate. 86%
18
The seats and tables are too  close together for 
people to  m ove freely. 84%
10 The amount o f space betw een seats is so close. 83%
12 This area is uncluttered. 83%
25 s area is easy to get around. 78%
52 The furniture arrangements are appropriate. 76%
Table 7.9 Statem ents for 'Spatial layout'
Functionality
T h is  d im e n s io n  in c lu d e s  a t t r ib u te s  s u c h  a s  e q u ip m e n t  q u a lity , s ig n a g e , 
b ro c h u re , s ize  a n d  h e ig h t  o f  th e  ta b le s  a n d  s e a ts , th e  ty p e s  o f  f lo o r in g  a n d  
e m p lo y e e  u n ifo rm s . 16 s ta te m e n ts  w e re  p la c e d  in  th is  d im e n s io n . S ta te m e n t  
23  ( ‘T h e  e q u ip m e n t  p ro v id e d  w o rk s  p ro p e r ly .’) r e a c h e d  97%  a n d  w as  
fo llo w e d  b y  3 9  a n d  4 9  w ith  95%  fre q u e n c y . 9 0 %  o f  th e  p a r t ic ip a n ts  a llo c a te d  
s ta te m e n t  4 , 27, 3 3  a n d  3 6  in  th is  d im e n s io n  a n d  th e  ty p e  o f  f lo o r in g  
( s ta te m e n t  41) w a s  c la ss if ied  b y  83%  o f  th e m .
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T h re e  i te m s , s ta te m e n t  2 0 , 5 4  a n d  19 w e re  d is c a rd e d  b e c a u s e  th e y  d id  n o t  
a c h ie v e  th e  r e q u ir e d  f re q u e n c y  p e rc e n ta g e . E sp ec ia lly , s ta te m e n t  19, ‘T h e  
e m p lo y e e  u n ifo rm s  re f le c t th e  c h a ra c te r  o f  th is  h o te l .’, s e e m e d  d iff ic u lt to  
c la ss ify  a s  i t  h a s  b e e n  p la c e d  b o th  in  th is  d im e n s io n  a n d  in  ‘a e s th e tic  q u a li ty ’ 
d im e n s io n  w ith  49 %  a n d  46% , re sp e c tiv e ly . A lth o u g h  s ta te m e n t  56 , ‘T h e  
c u r ta in s  o r  b l in d s  a re  h e lp fu l  to  re d u c e  g la re .’ a n d  4 6 , ‘T h e  s e a ts  a n d  ta b le s  
a re  e a sy  to  m o v e  a n d  r e a r ra n g e .’ w e re  p la c e d  in  th is  d im e n s io n  w ith  o v e r 
60 % , th e y  w e re  a lso  re m o v e d  d u e  to  th e  a llo c a tio n  in  o n e  o f  o th e r  d im e n s io n s  
w ith  o v e r  20 %  f re q u e n c y  lev e l (56 : fu n c t io n a l ity  -76% , p h y s io lo g ica l 
c o n d it io n s  -  21%, 4 6 : fu n c tio n a lity  -  65% , s p a tia l  la y o u t  -35% ) . A d d itio n a lly , 
s ta te m e n t  4 , 27, 3 6  a n d  57  w e re  e l im in a te d  a s  th e y  w e re  s e e n  to  b e  re p e tit iv e . 
T h e re fo re , 7 s ta te m e n ts  w e re  s e le c te d  a s  a p p ro p r ia te  c o m p o n e n ts  o f  th is  
d im e n s io n  (se e  T a b le  7 .10). A ll o f  th e m  a lso  m e t  tw o  c r i te r ia  m e n t io n e d  
e a rlie r .
Statem ents Functionality
23 The equipm ent provided works properly. 97%
39 The various kinds of facilities are provided here. 94%
49 The signage provides me with imm ediate information. 92%
33
The brochures and other communication materials are 
easy to understand. 92%
41 The type of flooring is a practical choice for this area. 84%
60 The equipm ent is of high quality. 75%
8
The height of the tables, seats and other furniture in this 
area are appropriate. 75%
Table 7.10 Statem ents for 'Functionality'
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A esthetic Q uality
‘A e s th e tic  q u a li ty ’ w a s  th e  d im e n s io n  th a t  h a d  th e  la rg e s t  n u m b e r  o f  
s ta te m e n ts ,  19 s ta te m e n ts . C o n se q u e n tly , s o m e  s ta te m e n ts ,  w h ic h  h a d  
in itia lly  b e e n  th o u g h t  to  b e lo n g  to  o th e r  d im e n s io n s , w e re  p la c e d  in  th is  
d im e n s io n . S ta te m e n t  21, 2 6 , 4 3  a n d  61 h a d  b e e n  c o n s id e re d  to  b e  a s so c ia te d  
w ith  ‘fu n c t io n a l ity ’ b u t  th e y  w e re  re lo c a te d  to  th is  d im e n s io n  d u r in g  th e  Q 
s o r t  te s ts .  S im ila rly , s ta te m e n t  9 a c h ie v e d  70%  o c c u rre n c e  in  th is  d im e n s io n  
a lth o u g h  i t  h a d  b e e n  s e e n  to  b e  a s s o c ia te d  w ith  ‘s p a tia l  la y o u t’. M o re o v e r, 
m o s t  o f  th e  s ta te m e n ts  in  th is  d im e n s io n  re a c h e d  o v e r  60 %  fre q u e n c y  o f  
r e s p o n s e s  e x c e p t s ta te m e n t  21, w h ic h  a c h ie v e d  56%  in  th is  d im e n s io n . 10 
s ta te m e n ts  (3 , 6 , 13, 17, 2 8 , 3 2 , 35 , 4 0 , 53  a n d  5 8 )  e x c e e d e d  8 0  % o f  th e  
f re q u e n c y  o f  r e s p o n s e s  a n d  th e  h ig h e s t  w a s  s ta te m e n t  17 w ith  94% . T h e  
b ig g e s t c o n c e n tra t io n  a n d  th e  h ig h  lev e l o f  f re q u e n c y  in  th is  d im e n s io n  m a y  
su g g e s t t h a t  th e  p a r t ic ip a n ts  c o n s id e re d  ‘a e s th e tic  q u a li ty ’ a s  th e  m o s t  
d is t in c t  a n d  c le a re s t  d im e n s io n  o f  th e  h o te l  se rv ic e sc a p e  to  c a te g o ris e  a m o n g  
fo u r.
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Statem ents
Aesthetic
quality
17 The photos and paintings displayed match this area. 94%
6 The furniture looks elegant. 89%
58
The ornamental items and artworks go well with 
the overall style o f this area.
89%
32
The curtains/blinds are well matched with the  
overall style of this area.
87%
3 The exterior of this area is attractive. 86%
40
The fabrics used go well with the overall style of 
this area. 86%
53 The interior décor is attractive. 83%
13
The ornamental items and artworks are pleasant to  
look at.
81%
28
The plants and flowers arranged in this area are 
attractive. 81%
35 The colour schem es of this area are beautiful. 81%
26 The em ployee uniforms look attractive. 73%
43 Fine tableware is used. 71%
9 The style of this area is refined. 70%
Table 7.11 Statem ents for 'Aesthetic quality'
H o w ev er, a  n u m b e r  o f  s ta te m e n ts  h a d  to  b e  d is c a rd e d  b e c a u s e  o f  th e  
o c c u rre n c e  in  o th e r  d im e n s io n s  w ith  o v e r  2 0 %  f re q u e n c y  ( s ta te m e n t  2 4 , 3 0 , 
3 8 , 51 a n d  61) a n d  th e  lo w  lev e l o f  f re q u e n c y  in  th is  d im e n s io n  ( s ta te m e n t  21). 
A s a  r e s u l t ,  13 s ta te m e n ts  w e re  r e ta in e d  in  th is  d im e n s io n  (T a b le  7.11).
7.4.4 Summary o f Q Sort Results
So fa r , th e  p r e s e n t  s tu d y  h a s  a t te m p te d  to  d e v e lo p  d im e n s io n s  a n d  in it ia l  
s ta te m e n ts  fo r  m e a s u r in g  th e  se rv ic e sc a p e  q u a li ty  in  h o te ls . T h e  p ro c e s s  w a s  
d iv id e d  in to  th e  fo llo w in g  th re e  s ta g e s . F ir s t  s ta g e  w a s  to  d e v e lo p  a p p ro p r ia te  
a n d  d is t in c t  d im e n s io n s  fo r  th e  h o te l ’s  se rv ic e sc a p e . F o u r  d im e n s io n s
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e m e rg e d  w e re  p h y s io lo g ica l c o n d it io n s , s p a tia l  la y o u t, fu n c tio n a lity  a n d  
a e s th e tic  q u a lity . S e c o n d  s ta g e  w a s  to  g e n e ra te  s ta te m e n ts  t h a t  c o u ld  re f le c t 
th e  c h a ra c te r is t ic s  o f  th e  h o te l  se rv ic e sc a p e  a n d  e lu c id a te  e a c h  d im e n s io n . In  
th is  s ta g e , 6 2  s ta te m e n ts  w e re  d e v e lo p e d . T h ird  s ta g e  w a s  to  c lass ify  th e s e  
s ta te m e n ts  in to  o n e  o f  fo u r  d im e n s io n s . T h e  m e th o d  a p p lie d  in  th is  s ta g e  w a s  
th e  Q so r t in g . 63  s u b je c ts  to o k  p a r t  in  th e  Q s o r t  t e s t  a n d  w e re  a s k e d  to  p la c e  
th e  s ta te m e n t  in to  o n e  o f  th e  d im e n s io n s . A s a  r e s u l t ,  a  g ro u p  o f  s ta te m e n t  
p e r  d im e n s io n  w e re  v a lid a te d .
T h e  n u m b e r  o f  s ta te m e n ts  d is t r ib u te d  to  e a c h  d im e n s io n  w a s  a s  fo llow s: 
p h y s io lo g ica l c o n d it io n s  -  15; s p a tia l  la y o u t  -  12; fu n c t io n a l ity  -  16; a e s th e tic  
q u a li ty  -  19. H o w ev er, tw o  c u t-o f f  c o n d it io n s  w e re  r e q u i r e d  to  ju d g e  th e  
v a lid ity  o f  th e  s ta te m e n ts .  F irs t , 6 0  p e rc e n t  o f  th e  p a r t ic ip a n ts  h a v e  a llo c a te d  
a  s ta te m e n t  to  th e  s a m e  d im e n s io n  a n d  se c o n d , a  s ta te m e n t  s h o u ld  n o t  b e  
a llo c a te d  to  o n e  o f  o th e r  d im e n s io n s  w ith  o v e r  20 %  fre q u e n c y . U n d e r  th e s e  
ru le s , 3 6  s ta te m e n ts  w e re  r e ta in e d  (8  o f  th e s e  w e re  c h o s e n  in  p h y s io lo g ica l 
c o n d it io n s , 8  in  s p a tia l  la y o u t, 7 in  fu n c t io n a l i ty  a n d  13 in  a e s th e tic  q u a lity ) .
I n  g e n e ra l, t h e  p a r t ic ip a n ts  h a d  n o  d iff ic u ltie s  w ith  u n d e r s ta n d in g  th e  
m e a n in g  o f  e a c h  s ta te m e n t  a n d  d im e n s io n . A  la rg e  n u m b e r  o f  s ta te m e n ts  
o b ta in e d  h ig h e r  f re q u e n c y  th a n  r e q u i r e d  c o n d it io n . F u r th e rm o re ,  th e  Q s o r t  
te s ts  h e lp e d  to  r e d u c e  p o te n t ia l  re l ia b ili ty  a n d  v a lid ity  p ro b le m s  a n d  a  la rg e  
n u m b e r  o f  s ta te m e n ts  o b ta in e d  h ig h e r  f re q u e n c y  th a n  r e q u i r e d  c o n d it io n . A s 
H in k in  (1 9 9 8 ) m e n tio n e d , th e  r e ta in e d  i te m s  th ro u g h  Q s o r t  r e p r e s e n te d  a  
re a s o n a b le  m e a s u re  o f  th e  c o n s tru c t  u n d e r  e x a m in a t io n  a n d  r e d u c e d  th e  
n e e d  fo r  s u b s e q u e n t  sc a le  m o d if ic a tio n . I n  a d d it io n , th e y  a lso  p ro v id e d  
e v id e n c e  o f  c o n te n t  a d e q u a c y  (S c h rie sh e im  e t  a l., 1993). F ro m  th is  p o in t  o f
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view , i t  c a n  b e  s a id  t h a t  d im e n s io n s  a n d  a  g ro u p  o f  s ta te m e n ts  b e lo n g e d  to  
e a c h  d im e n s io n  a re  re la te d . T h e re fo re , th e s e  c a n  p ro v id e  e v id e n c e  th a t  th e y  
c o u ld  b e  u s e d  in  th e  m a in  re s e a rc h .
7.5 Q uestionnaire Developm ent
S ince  i t  h a s  b e e n  d e c id e d  to  c o n d u c t  q u a n ti ta t iv e  a n a ly s is  in  th e  m a in  
re s e a rc h , th e  fo u r th  s te p  in  th e  sc a le  d e v e lo p m e n t w a s  to  d e s ig n  a  
q u e s tio n n a ire  b a s e d  o n  3 6  h o te l  s e rv ic e sc a p e  i te m s  r e ta in e d  a f te r  th e  Q s o r t  
te c h n iq u e  u s in g  sca lin g , 8  e m o tio n a l  r e s p o n s e  i te m s  a n d  8  b e h a v io u ra l  
re s p o n s e  ite m s . Q u e s t io n n a ire  su rv e y s  u s u a lly  in v o lv e  q u a n tif ic a tio n  a n d  
h a v e  th e  a d v a n ta g e  o f  o b ta in in g  d a ta  m o re  e ff ic ie n tly  in  te r m s  o f  r e s e a rc h e r  
t im e , e n e rg y  a n d  c o s ts  (V eal, 1997). I n  a d d it io n , m a rk e te r s  h a v e  te n d e d  to  
ta k e  a n  e m p ir ic a l a p p ro a c h  to  m e a s u r e m e n t  o f  e m o tio n s  a n d  to  re ly  o n  
q u e s tio n n a ire s  (B agozzi, G o p in a th  a n d  N y er, 1999 ). F o r  th e s e  r e a s o n s , th e  
q u e s tio n n a ire  is  c o n s id e re d  to  b e  a  s u ita b le  to o l fo r  th e  m a in  re s e a rc h .
T h e  q u e s tio n n a ire  u s e d  in  th e  p r e s e n t  s tu d y  w a s  d iv id e d  in to  five  p a r ts .  T h e  
f i r s t  s e c tio n  w a s  d e s ig n e d  to  o b ta in  d e m o g ra p h ic  in fo rm a t io n  s u c h  a s  g e n d e r  
a n d  ag e  a s  w ell a s  f u r th e r  u s e fu l  in fo rm a t io n  s u c h  a s  p u rp o s e  o f  s ta y  a n d  
n u m b e r  o f  v is its .
I n  th e  s e c o n d  se c tio n , 3 6  a t t r ib u te s  d e r iv e d  f ro m  th e  Q s o r t  t e s t  w e re  
p r e s e n te d  in  th e  fo rm  o f  a  s e lf -c o m p le tio n  q u e s tio n n a ire . T h e  r e s p o n d e n ts  
w e re  a s k e d  to  in d ic a te  th e  im p o r ta n c e  o f  th e s e  h o te l  se rv ic e sc a p e  a t t r ib u te s .
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R e sp o n se s  w e re  m e a s u r e d  o n  a  f iv e -p o in t  L ik e rt sca le , r a n g in g  f ro m  ( i)  
u n im p o r ta n t  to  (5) v e ry  im p o r ta n t .
In  th e  th i r d  se c tio n , th e  r e s p o n d e n t  w e re  g iv en  th e  sa m e  l is t  o f  3 6  a t t r ib u te s  
a n d  a s k e d  to  in d ic a te  h o w  w ell th e  h o te ls  p e r fo rm e d  o n  th o s e  a t t r ib u te s .  
R e sp o n se s  w e re  m e a s u re d  o n  a  f iv e -p o in t  L ik e rt sc a le  a n c h o re d  a t  (1) v e ry  
d is s a tis f ie d  a n d  (5 ) c o m p le te ly  sa tis f ie d .
T h e  f o u r th  s e c tio n  c o n ta in s  e m o tio n a l  s ta te s  r e p re s e n t in g  p le a s u re  a n d  
a ro u s a l  d im e n s io n s . C u s to m e rs  w e re  a s k e d  to  e v a lu a te  th e i r  e m o tio n a l  
re s p o n s e s  to  th e  h o te l  se rv ic e sc a p e . T h e  sc a le  c o n s is ts  o f  8  b ip o la r  m e a s u re s :  
a n n o y e d  -  p le a se d ; u n h a p p y  -  h a p p y ; b o r e d  -  e n te r ta in e d ;  d is a p p o in te d  -  
d e lig h te d ; d e p re s s e d  -  c h e e rfu l;  u n in s p i r e d  -  in s p ire d ;  ill a t  e a se  -  a t  ea se ; 
n e rv o u s  -  c o n fid e n t. P le a s u re  a n d  a ro u s a l  i te m s  w e re  m e a s u re d  w ith  five- 
p o in t  L ik e rt sca le  ra n g in g  f ro m  (1) s tro n g ly  d isa g re e  to  (5 ) s tro n g ly  a g re e .
I n  th e  la s t  se c tio n , su b je c ts  w e re  a s k e d  to  r e a c t  to  th e  fo llo w in g  e ig h t 
s ta te m e n ts  r e la te d  to  b e h a v io u ra l  re s p o n s e s :  “T h is  is  o n e  o f  th e  b e s t  h o te ls  I 
h a v e  s ta y e d .”; “I h a v e  e n jo y e d  m y se lf  in  th is  h o te l .”; “I t  w a s  th e  r ig h t  d e c is io n  
to  s ta y  in  th is  h o te l .”; “I w ill sa y  p o s itiv e  th in g s  a b o u t  th is  h o te l .”; “I w ill 
re c o m m e n d  th is  h o te l  to  m y  f r ie n d s  a n d  re la t iv e s .”; “I w ill c o m e  b a c k  to  th is  
h o te l  in  th e  f u tu re .”; “I w o u ld  lik e  to  s ta y  lo n g e r .”; a n d  “I w o u ld  b e  h a p p y  to  
s p e n d  m o re  t h a n  I p la n n e d .” T h e s e  i te m s  w e re  m e a s u re d  w ith  a  f iv e -p o in t  
sca le  w ith  (1) r e p re s e n tin g  “s tro n g ly  d is a g re e ” a n d  (5 ) r e p re s e n t in g  “s tro n g ly  
a g re e ”.
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7.6 Pre-testing
D illm an , S m y th  a n d  C h r is t ia n  ( 2 0 0 9 )  r e c o m m e n d e d  a  p r e - te s t in g  w ith  
p e o p le  w h o  h a v e  sp e c ia lis e d  k n o w le d g e  o n  s o m e  a s p e c ts  o f  q u e s tio n n a ire  
q u a lity . P r io r  to  a d m in is t ra t io n , th e  q u e s t io n n a ir e  w a s  c ritic a lly  re v ie w e d  a n d  
a s se s s e d  b y  se v e n  fe llo w  a c a d e m ic s , tw o  s u p e rv is o rs  a n d  h o te l ’s  C u s to m e r  
In s ig h t  te a m  m e m b e rs . O v era ll, t h e  p a n e l  a g re e d  th a t  th e  q u e s t io n n a ir e  w a s  
c o m p re h e n s iv e  e n o u g h  to  re f le c t th e  c o n te n t  o f  th e  c o n s tru c ts  a n d  th e  la y o u t  
w a s  u n c lu t te r e d  a n d  e a sy  to  fo llow . B a se d  o n  th e i r  fee d b a c k , s o m e  c h a n g e s  
w e re  m a d e . F irs t , th e y  ra is e d  c o n c e rn s  a b o u t  th e  le n g th  o f  th e  s ta te m e n ts  in  
s e c tio n  2 a n d  3. S a m e  3 6  q u e s tio n s  in  s e c tio n  2 a n d  3 w e re  s e n te n c e s  
a d d re s s in g  h o te l  se rv ic e sc a p e  d im e n s io n s . H o w ev er, a s  s u g g e s te d  b y  th e  
p a n e l m e m b e rs , th e s e  s e n te n c e s  w e re  c h a n g e d  in to  p h ra s e s  o r  s im p le  
s e n te n c e s  to  b e  k e p t  a s  s h o r t  a s  p o s s ib le  fo r  th e  c o n v e n ie n c e  o f  r e s p o n d e n ts  
(i.e . ‘T h e  p h o to s  a n d  p a in t in g s  d isp la y e d  m a tc h  th is  a re a .’ to  ‘T h e  p ic tu re s  
a n d  p h o to s  o n  d isp la y .’). S e co n d , s o m e  i te m s  w e re  fo u n d  to  b e  to o  sp ec ific  to  
u s e  in  g e n e ra l  a n d  s o m e  c o u ld  b e  c o v e re d  b y  o th e r  q u e s tio n s . A s a  r e s u l t ,  t e n  
i te m s  w e re  d ro p p e d . D e le te d  i te m s  a re  a s  fo llow s:
• T h is  a re a  n e e d s  to  b e  re a llo c a te d  to  e n la rg e  sp a ce .
• T h e  s e a ts  a n d  ta b le s  a re  to o  c lo se  to g e th e r  fo r  p e o p le  to  m o v e  free ly .
• T h e  c u r ta in s /b l in d s  a re  w ell m a tc h e d  w ith  th e  o v e ra ll s ty le  o f  th is  a re a .
• T h e  e m p lo y e e  u n ifo rm s  lo o k  a ttra c tiv e .
• F in e  ta b le w a re  is  u se d .
• T h e  e q u ip m e n t  p ro v id e d  w o rk s  p ro p e r ly .
• T h e  v a r io u s  k in d s  o f  fac ilitie s  a re  p ro v id e d  h e re .
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• T h e  b ro c h u re s  a n d  o th e r  c o m m u n ic a t io n  m a te r ia ls  a re  ea sy  to  
u n d e rs ta n d .
• T h e  e q u ip m e n t  is  o f  h ig h  q u a lity .
• T h is  a re a  is  s tu ffy .
T h ird , o n e  i te m , ‘T h e  fee lin g  o f  s a fe ty  a n d  se c u r ity  in  th e  h o te l ' w a s  a d d e d  
s in c e  th e  h o te l  e x p re s s e d  th e  in te r e s t  in  th is  a t t r ib u te  a n d  w a n te d  to  rece iv e  
c u s to m e r  re s p o n s e s . S u b se q u e n tly , s e c tio n  2  a n d  3  c o n s is te d  o f  2 7  i te m s  to  
m e a s u re  th e  im p o r ta n c e  a n d  p e rfo rm a n c e  o f  th e  h o te l  se rv ic e sc a p e  a t t r ib u te s .  
F o u r th , s ta te m e n ts  o f  b e h a v io u ra l  r e s p o n s e  w e re  a m e n d e d . O rig in a lly :
T h is  is  o n e  o f  th e  b e s t  h o te ls  I h a v e  s ta y e d  in .
I h a v e  e n jo y e d  m y se lf  in  th is  h o te l .
I t  w a s  th e  r ig h t  d e c is io n  to  s ta y  in  th is  h o te l.
I w ill r e c o m m e n d  th is  h o te l  to  m y  f r ie n d s  a n d  re la tiv e s .
I w ill c o m e  b a c k  to  th is  h o te l  in  th e  fu tu re .
I w o u ld  lik e  to  s ta y  lo n g e r .
I w o u ld  b e  h a p p y  to  s p e n d  m o re  h e re  t h a n  I o r ig in a lly  p la n n e d , 
w e re  re v ise d  as:
T h is  is  o n e  o f  th e  b e s t  h o te ls  t h a t  I h a v e  s ta y e d  in .
I e n jo y e d  m y se lf  in  th e  h o te l.
I m a d e  th e  r ig h t  d e c is io n  to  s ta y  a t  th is  h o te l.
I w ill r e c o m m e n d  th is  h o te l  to  f r ie n d s , fa m ily  a n d /o r  w o rk  c o lle a g u e s .
I w ill c o m e  b a c k  to  th is  h o te l.
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I w o u ld  lik e  to  h a v e  s ta y e d  fo r  lo n g e r .
I s p e n t  m o re  t h a n  I o r ig in a lly  p la n n e d .
M o re o v e r, th e  p a n e l a g re e d  to  e lim in a te  ‘I w ill sa y  p o s itiv e  th in g s  a b o u t  th is  
h o te l ’ s in c e  i t  w o u ld  b e  c o v e re d  b y  r e m a in in g  i te m  s u c h  a s  ‘I w ill r e c o m m e n d  
th is  h o te l  to  f r ie n d s , fa m ily  a n d /o r  w o rk  c o lle a g u e s ’. I n s te a d , ‘T h is  is  o n e  o f  
m y  fa v o u r ite  h o te ls  in  L o n d o n .’ w a s  a d d e d .
A s a  r e s u l t  o f  th is  p r e - te s t in g , 27  i te m s  to  m e a s u re  th e  im p o r ta n c e  a n d  
p e rfo rm a n c e  o f  th e  h o te l  se rv ic e sc a p e  a t t r ib u te s ,  8  i te m s  to  m e a s u re  
e m o tio n a l re s p o n s e s  a n d  b e h a v io u ra l  re s p o n s e s  e a c h  w e re  f in a l is e d  fo r  th e  
p i lo t  s tu d y .
7.7 Pilot Study
S u rv ey  p ilo tin g  is  c ru c ia l to  a c h ie v in g  re s e a rc h  g o a ls  a n d  e n s u r in g  th a t  
s u b je c ts  c o m p le te  th e  su rv e y  (A n d rew s, N o n n e c k e  a n d  P re e c e , 2 0 0 3 ) .  B e fo re  
s ta r t in g  th e  d a ta  c o lle c tio n , a  p i lo t  s tu d y  w a s  c a r r ie d  o u t  o n  th e  ta r g e t  
p o p u la t io n . T h e  m a in  a im  o f  th is  p i lo t  s tu d y  w a s  to  re f in e  th e  q u e s t io n n a ir e  
a n d  e n s u re  t h a t  r e s p o n d e n ts  h a d  n o  p ro b le m s  in  a n s w e r in g  th e  q u e s tio n s  a n d  
th e r e  w e re  n o  p ro b le m s  in  r e c o rd in g  th e  d a ta  (H a ir  e t  a l., 2 0 0 6 ) .
T o  e v a lu a te  th e  a d e q u a c y  o f  th e  w o rd in g s  a n d  la y o u t  o f  th e  q u e s t io n n a ir e  a n d  
to  a s se s s  th e  su c c e ss  o f  d a ta  c o lle c tio n , a  p i lo t  o n lin e  su rv e y  w a s  c o n d u c te d  a t  
th e  o n e  o f  th e  lu x u ry  h o te ls  in  L o n d o n . T h is  h o te l  w a s  s e le c te d  fo r  th e  p i lo t
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s tu d y  d u e  to  i ts  f a ir  r e p r e s e n ta t io n  o f  th e  u p s c a le  h o te l  c a te g o ry  a n d  th u s  i t  
w a s  e x p e c te d  t h a t  th e  h o te l  c o u ld  p ro v id e  a  g o o d  o p p o r tu n i ty  o f  a s se s s in g  th e  
c o m p le x  a t t r ib u te s  o f  th e  h o te l  se rv ic esc a p e .
100  su rv e y  in v ita t io n s  a n d  q u e s tio n n a ire s  w e re  d is t r ib u te d  b y  e m a il to  a c tu a l  
c u s to m e rs . T h e y  w e re  a s k e d  to  se le c t a  l in k  a n d  th e  l in k  d ire c te d  th e  
r e s p o n d e n t  to  th e  q u e s tio n n a ire . A  to ta l  o f  8 7  e ffec tive  r e s p o n s e s  w e re  
rec e iv e d , y ie ld in g  a n  87%  re s p o n s e  r a te  a n d  t h a t  is  17.4 % o f  th e  ta r g e te d  
sa m p le . 4 4  p e r  c e n t o f  th e  r e s p o n d e n ts  w e re  fe m a le s , w h ile  m a le s  a c c o u n te d  
fo r  o n  5 6  p e r  c e n t. T h e  la rg e s t  ag e  g ro u p  w a s  a g e d  b e tw e e n  5 0  a n d  5 9  (33% ) 
a n d  th e  n e x t  la rg e s t  g ro u p  w e re  a g e d  b e tw e e n  4 0  a n d  4 9  (2 9 % ). T h e y  a re  
th e n  fo llo w e d  b y  th o s e  in  th e  ag e  g ro u p  ‘6 o  o r  o v e r’ w h ic h  c o m p r ise s  19 p e r  
c e n t  a n d  fo u r th ly  10 p e r  c e n t  w e re  618 to  2 9 ’. L astly , o n ly  9 p e r  c e n t  w e re  
a g e d  b e tw e e n  3 0  a n d  3 9 . T h e  m a in  r e a s o n  o f  a  h o te l  s ta y  w a s  fo r  le is u re  
(72% ). 2 7  p e r  c e n t  o f  th e  r e s p o n d e n ts  d e s c r ib e d  th e  p u rp o s e  o f  th e i r  s ta y  a s  
b e in g  a  b u s in e s s  t r ip  a n d  1 p e r  c e n t  a s  o th e r .
R e s p o n d e n ts  in  th is  p i lo t  s tu d y  d id  n o t  f in d  a n y  m a jo r  p ro b le m s  s u c h  a s  
a m b ig u ity , th e  a d e q u a c y  o f  th e  la y o u t  a n d  u n d e r s ta n d in g  th e  c o n te x t  o f  th e  
q u e s tio n s . T h e re fo re , i t  c a n  b e  s a id  t h a t  th e  p i lo t  s tu d y  p ro v e d  th e  c la r ity  o f  
th e  q u e s tio n n a ire . C o n se q u e n tly , n o  c h a n g e s  w e re  m a d e  a t  th is  s ta g e  a n d  th e  
q u e s tio n n a ire  w a s  f in a lis e d . T h e  f in a l  v e rs io n  o f  th e  q u e s tio n n a ir e  is  p ro v id e d  
in  A p p e n d ix  1.
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y.8 Sam ple Size Determ ination
T h e  s ize  o f  a  s a m p le  is  a lso  re la te d  to  h o w  i t  is  u s e d  in  s ta t is t ic a l  a n a ly se s  
(A b b o tt a n d  M cK inney , 2 0 1 3 ). O n e  o f  th e  m a jo r  is s u e s  in  d e te rm in in g  th e  
s a m p le  s ize  is  f a c to r  a n a ly s is . A lth o u g h  m o s t  r e s e a rc h e rs  g e n e ra lly  a g re e d  
th a t  th e  f a c to r  p a t t e r n  t h a t  e m e rg e s  f ro m  a  la rg e  s a m p le  fa c to r  a n a ly s is  is  
m o re  s ta b le  t h a n  th a t  e m e rg in g  f ro m  a  s m a lle r  sa m p le , id e a l  s a m p le  s ize  is  a n  
u n s e t t le d  d isp u te . A c c o rd in g  to  R o sc o e 's  ru le  o f  th u m b  (R o sco e , 1975; c ite d  in  
S e k a ra n  (2 0 0 3 ) ) ,  a  s a m p le  t h a t  is  la rg e r  t h a n  3 0  a n d  le s s  t h a n  5 0 0  is  
a p p ro p r ia te  fo r  m o s t  re s e a rc h . C o m rey  (1973) c la ss if ie s  a  s a m p le  o f  1 0 0  a s  
p o o r , 2 0 0  a s  fa ir , 3 0 0  a s  g o o d , 5 0 0  a s  v e ry  g o o d , a n d  1 ,0 0 0  a s  e x c e lle n t.
I t  a p p e a rs  t h a t  th e  n u m b e r  o f  v a r ia b le s  o r  i te m s  to  b e  a s s e s s e d  w ill d ic ta te  th e  
s a m p le  s ize  n e e d e d  to  o b ta in  r o b u s t  r e s u l ts  (H in k in , T ra c e y  a n d  E n z , 1997). 
G o rsu c h , (1 9 8 3 ) su g g e s t t h a t  th e r e  s h o u ld  b e  a n  a b s o lu te  m in im u m  o f  5 
su b je c ts  p e r  v a r ia b le  a n d  n o t  le s s  t h a n  100  in d iv id u a ls  p e r  a n a ly s is . T in s le y  
a n d  T in s le y  (1987) su g g e s t a  r a t io  o f  a b o u t  5 to  10 s u b je c ts  p e r  i te m  u p  to  
a b o u t  3 0 0  su b je c ts . C o m rey  (1 9 8 8 ) s ta te  t h a t  a  s a m p le  size  o f  2 0 0  is  
a d e q u a te  in  m o s t  c a se s  o f  o rd in a ry  fa c to r  a n a ly s is  t h a t  in v o lv e  n o  m o re  t h a n  
4 0  ite m s . I n  g e n e ra l, a  r a t io  o f  s u b je c ts  to  i te m s  b e tw e e n  5:1 a n d  10:1 is  
s u g g e s te d  b y  c o n te m p o ra ry  re s e a rc h e rs  (F ie ld , 2 0 0 9 ;  H a ir  e t  a l., 2 0 0 6 ;  
P a lla n t, 2 0 0 7 ; T a b a c h n ic k  a n d  F id e ll, 2 0 0 7 ) .
In  th is  re s e a rc h  th e r e  w e re  27  i te m s  b e fo re  fa c to r  a n a ly s is , w h ic h  re q u ir e s  
b e tw e e n  a  m in im u m  o f  135 a n d  a  m a x im u m  o f  2 7 0  c a se s  to  c o n d u c t  a  f a c to r  
a n a ly s is . I n  c o n s id e ra t io n  o f  th e  n o n - re s p o n s e  e r r o r  a n d  in c o m p le te  o r
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illeg ib le  re s p o n s e s , i t  w a s  d e te r m in e d  t h a t  a t  le a s t  a  to ta l  o f  5 0 0  w o u ld  b e  
re a s o n a b le  e n o u g h  to  re f le c t p o p u la t io n .
7.9 Q uestionnaire Adm inistration
S ince  th e  c u r r e n t  s tu d y  a im s  to  e x a m in e  th e  e ffec ts  o f  th e  h o te l  se rv ic e sc a p e  
o n  c u s to m e rs ’ e m o tio n a l  s ta te s  a n d  b e h a v io u ra l  r e s p o n s e s  a n d  to  p ro v id e  a  
sy s te m a tic  m e th o d o lo g y  fo r  h o te ls  to  d e te rm in e  th e  p e rc e iv e d  im p o r ta n c e  
lev e l o f  se rv ic e sc a p e  a t t r ib u te s ,  i t  w a s  d e c id e d  to  ta r g e t  u p s c a le  h o te ls  in  th e  
U K  b e c a u s e  o f  th e  s ig n if ic a n t ro le  o f  th e i r  se rv ic esc a p e . G e n e ra lly  u p s c a le  
h o te ls  a re  d if fe re n tia te d  f ro m  e c o n o m y  o r  m id sc a le  h o te ls  b y  th e i r  d e ta i le d  
a n d  c o m p le x  se rv ic e sc a p e  a n d  d e s ig n . W ith  th e  h ig h  d e g re e  o f  c o m p le x ity  o f  
th e  se rv ic e sc a p e  e le m e n ts , th e  u p s c a le  h o te ls ’ se rv ic e sc a p e  m a y  a c t  a s  th e  
s t im u lu s  m o re  a p p ro p r ia te ly  t h a n  e c o n o m y  o r  b u d g e t  h o te ls ’ s e rv ic e sc a p e , 
th u s  g u e s ts  w o u ld  h a v e  m o re  c o n ta c ts  w ith  s e rv ic e sc a p e  a t t r ib u te s .  I n  th is  
re s p e c t, i t  w a s  c o n s id e re d  th a t  e x a m in in g  th e  in f lu e n c e  o f  th e  s e rv ic e sc a p e  in  
u p s c a le  h o te ls  m a y  b e  m o re  c o n v e n ie n t a n d  s u ita b le  t h a n  in  e c o n o m y  o r  
m id sc a le  h o te ls .
O n e  o f  th e  in te r n a t io n a l  h o te l  c o m p a n ie s  w a s  c o n ta c te d  a n d  th e y  g r a n te d  
p e rm is s io n . In  a n  a t te m p t  to  g a th e r  a  su ff ic ie n t s a m p le  size , d a ta  w a s  
c o lle c te d  f ro m  five  lu x u ry  h o te ls  in  L o n d o n , UK. L o n d o n  a t t r a c t s  b o th  
b u s in e s s  a n d  le is u re  tra v e lle rs .
A  s u rv e y  w a s  la u n c h e d  o n lin e  in  2 3 rd N o v e m b e r  a n d  c lo se d  in  7th D e c e m b e r  
2 0 0 9  to  a ll five  o f  th e  h o te ls  s im u lta n e o u s ly . F o r  th is  o n l in e  su rv e y ,
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c o n s u m e rs  w h o  h a d  in d ic a te d  in te r e s t  in  rec e iv in g  e m a ils  f ro m  th e  h o te l  
re g a rd in g  n e w s le t te r s  o r  su rv e y s  a n d  h a d  s ta y e d  a t  o n e  o f  i ts  five  h o te ls  a t  
le a s t  o n e  d a y  w e re  se le c te d .
T h e n , th e  h o te l  C u s to m e r  In s ig h t  te a m  s e n t  th e m  a n  e m a il m e ssa g e  th a t  
e x p la in e d  th e  p u rp o s e  o f  th e  r e s e a rc h  a n d  in v ite d  th e m  to  p a r t ic ip a te  in  th e  
s tu d y . I n  a d d it io n , to  o v e rc o m e  th e  l im ita tio n  o f  n o n -p ro b a b il i ty  c o n v e n ie n c e  
s a m p lin g  su rv e y , s a m p le  s ize  w a s  m a x im ise d . A  w e b  U R L  w a s  in c lu d e d  in  th e  
e m a il m e ssa g e  t h a t  l in k e d  to  th e  o n lin e  su rv ey . T h e re  w e re  a  to ta l  o f  8 0 2  
q u e s tio n n a ire s  r e tu r n e d . I n  to ta l ,  6 9 6  fu lly  c o m p le te d  a n d  u s a b le  
q u e s tio n n a ire s  fo rm e d  th e  d a ta  fo r  th is  s tu d y .
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8 .1  Introduction
I n  th is  c h a p te r ,  t h e  r e s u l ts  o f  th e  d a ta  a n a ly s is  w ill b e  p re s e n te d . F irs t , th is  
c h a p te r  p r e s e n ts  th e  r e s p o n d e n ts ’ p ro file  b y  g e n d e r , age , th e  r e a s o n  o f  a  h o te l  
s ta y  a n d  f re q u e n c y  o f  h o te l  s ta y s . S eco n d , a f te r  a s se s s in g  th e  s u ita b il i ty  o f  th e  
d a ta  fo r  f a c to r  a n a ly s is , th e  v a lid ity  a n d  re lia b ili ty  o f  h o te l  se rv ic e sc a p e , 
e m o tio n a l r e s p o n s e  a n d  b e h a v io u ra l  r e s p o n s e  sc a le s  w ill b e  d isc u sse d . T h ird , 
to  a n a ly se  th e  im p o r ta n c e  a n d  p e r fo rm a n c e  o f  th e  h o te l  se rv ic e sc a p e  
a t t r ib u te s ,  th e  Im p o r ta n c e -P e r fo rm a n c e  A n a ly s is  w ill b e  u se d . L ast, 
h y p o th e s e s  w ill b e  te s te d  u s in g  re g re s s io n  a n a ly s is . T h e  s ta t is t ic a l  so f tw a re  
to o l, SPSS 19 w a s  u s e d  to  c o d e  th e  q u e s tio n n a ire s  a n d  a n a ly s e  th e  d a ta  w h ic h  
a llo w e d  d e sc r ip tiv e  a n a ly s is , f a c to r  a n a ly s is , re l ia b ili ty  a n a ly s is  a n d  
re g re s s io n  a n a ly s is .
8.2 Demographic Characteristic of the Respondents
T h is  s e c tio n  is  m a in ly  c o n c e rn e d  w ith  p re s e n t in g  a  d e s c r ip tiv e  a n a ly s is  o f  th e  
s a m p le  c h a ra c te r is t ic s . I t  a im s  to  p ro v id e  a  b r ie f  d e s c r ip tio n  o f  th e  
r e s p o n d e n ts ' d e m o g ra p h ic  c h a ra c te r is t ic s  s u c h  a s  g e n d e r , a g e  a n d  re a s o n  fo r  
s tay .
T h e  ta r g e t  w a s  a  s a m p le  o f  a t  le a s t  1 0 0  p e r  h o te l , 5 0 0  in  to ta l .  A  to ta l  o f  8 0 3  
q u e s tio n n a ire s  w a s  c o lle c te d  f ro m  five  h o te ls , a n d  o f  th e s e  6 9 9  w e re  r e ta in e d  
a n d  th r e e  o f  th e m  w e re  e x c lu d e d  f ro m  th e  su rv e y  d u e  to  la rg e  a m o u n ts  o f  
m is s in g  in fo rm a tio n . A  to ta l  o f  6 9 6  q u e s tio n n a ir e s  w e re  th e re fo re  u s e d  in  th e
195
analysis. As Figure 8.1 shows, 64.5 per cent of the respondents were males, 
while females accounted for on 35.5 per cent.
-emale
35.5%
Male
64.5%
Figure 8 .1  G en d er  Distribution o f  R esp o n d en ts
Five age groupings were used for this research. Figure 8.2 represents the 
distribution of sample by age. The data displays a wide distribution on the 
age categories. The largest age group was aged between 50 and 59 (29.9%) 
and the next largest group were aged between 40 and 49 (28.8%). They are 
then followed by those in the age group ‘30 to 39’ which comprises 17.9 per 
cent and fourthly 17.1 per cent were 60 or over. Lastly, only 6.2 per cent were 
aged betweeniS and 29.
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Figure 8 .2  Distribution o f  Sam ple  by Age
As shown in Figure 8.3, the main reason of a hotel stay was for leisure (50%). 
39 per cent of the respondents described the purpose of their stay as being a 
business trip and 11 per cent as other.
O thers
11%
Leisure
50%business
39%
Figures. 3 R easons  for Stay
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Respondents were also asked how many times they had stayed in a hotel. As 
illustrated in Figure 8. 4, the largest number was 49.4 per cent who stayed at 
a hotel once, 27.2 per cent 2 to 5 times, and 10.3 per cent 6 to 10 times. There 
were also 6.8 per cent of the respondents who had stayed over 20 times and 
6.3 per cent who had stayed 11 to 20 times.
60
50
40
30
10
2 to 5 6 to  10 11 to  20 Over 20
N um ber of Stays
Figure 8 .4  Frequency  o f  Flotel Stays
8.3 Factor Analyses
To examine the underlying structure of data and to reduce the attributes into 
a smaller number of factors, a factor analysis was employed. Prior to 
performing factor analysis, the suitability of data for factor analysis should be 
assessed.
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8.3.1 A ssessm ent o f the Suitability o f the Data for 
Factor Analysis
T h e  fa c to r  a n a ly s is  l i te r a tu r e  c o n ta in s  a  v a r ie ty  o f  r e c o m m e n d a tio n s  
r e g a rd in g  th e  a p p ro p r ia te  s a m p le  s ize  to  u s e  fo r  c o n d u c tin g  a  fa c to r  a n a ly s is  
a n d  r e c o m m e n d a tio n s  f ro m  d if fe re n t  s o u rc e s  v a ry  g re a tly . G o rsu c h  (1 983 ) 
h a s  p ro p o s e d  a n  a b s o lu te  m in im u m  o f  five  p a r t ic ip a n ts  p e r  v a r ia b le  a n d  n o t  
le s s  th a n  100  in d iv id u a ls  p e r  a n a ly s is . T a b a c h n ic k  a n d  F id e ll (2 0 0 7 )  su g g e s t 
th a t  ‘i t  is  c o m fo r tin g  to  h a v e  a t  le a s t  3 0 0  c a se s  fo r  fa c to r  a n a ly s is ’ (p . 613) a n d  
C o m rey  a n d  L ee (1992 ) c la ss  3 0 0  a s  a  g o o d  s a m p le  size , 1 0 0  a s  p o o r  a n d  
1 0 0 0  a s  ex c e lle n t. N u n n a lly  (1978 ) re c o m m e n d s  a  10 to  1 ra t io ;  t h a t  is, t e n  
c a se s  fo r  e a c h  i te m  to  b e  fa c to r  a n a ly se d . H e n c e , w ith  2 7  i te m s  a n d  6 9 6  ca se s  
w a s  c o n s id e re d  su ff ic ie n t e n o u g h  to  c o n d u c t  re l ia b le  f a c to r  a n a ly se s .
T w o  s ta t is t ic a l  m e a s u re s  a lso  h e lp  a s se s s  th e  fa c to ra b ili ty  o f  th e  d a ta :  th e  
K a ise r-M e y e r-O lk in  (K M O ) m e a s u re  o f  s a m p lin g  a d e q u a c y  (K a ise r, 1970, 
1974) a n d  B a r tle t t ’s  t e s t  o f  s p h e r ic ity  (B a rtle t t ,  1954). T h e  K M O  s ta t is t ic  
v a r ie s  b e tw e e n  0  a n d  1. T a b a c h n ic k  a n d  F id e ll (2 0 0 7 )  s u g g e s t  .6  a s  th e  
m in im u m  v a lu e  fo r  a  g o o d  fa c to r  a n a ly s is . B a r t le t t ’s  t e s t  o f  s p h e r ic ity  
e x a m in e s  w h e th e r  th e  c o rre la t io n s  b e tw e e n  v a r ia b le s  d iffe r  s ig n if ic a n tly  f ro m  
z e ro  (B ry m a n  a n d  C ra m e r , 2 0 0 9 ) .  B a r tle t t ’s  t e s t  o f  s p h e r ic ity  s h o u ld  b e  
s ig n if ic a n t (p  < .5). I f  th e  v a lu e  o f  th e  t e s t  s ta t is t ic  fo r  s p h e r ic i ty  is  la rg e  a n d  
th e  a s so c ia te d  s ig n if ic a n ce  leve l is  sm a ll, i t  is  u n lik e ly  t h a t  th e  p o p u la t io n  
c o rre la t io n  m a tr ix  is  a n  id e n tity .
A s w ell a s  ch e ck in g  th e  o v e ra ll K M O  s ta tis t ic , i t  is  im p o r ta n t  to  e x a m in e  th e  
d ia g o n a l e le m e n ts  o f  th e  a n ti- im a g e  c o rre la t io n  m a tr ix . I t  is  th e  n e g a tiv e  o f
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th e  p a r t ia l  c o rre la t io n s , p a r t ia l l in g  o u t  a ll o th e r  v a ria b le s . F ie ld  (2 0 0 9 )  
su g g e s ts  t h a t  th e  v a lu e  s h o u ld  b e  a b o v e  th e  b a re  m in im u m  o f  .5 fo r  a ll 
v a r ia b le s  a n d  p re fe ra b ly  h ig h e r .
8.3.2 Factor Extraction
F a c to r  e x tra c t io n  in v o lv es  d e te rm in in g  th e  s m a lle s t  n u m b e r  o f  f a c to rs  t h a t  
c a n  b e  u s e d  to  b e s t  r e p r e s e n t  th e  in te r re la t io n s  a m o n g  th e  s e t  o f  v a r ia b le s  
(P a lla n t, 2 0 0 7 ) . I n  th is  s tu d y , th e  p r in c ip a l  c o m p o n e n t  a n a ly s is  w a s  u s e d  
s in c e  p r in c ip a l  ax is  fa c to r in g  is  a ffe c te d  b y  fa c to r  in d e te rm in a c y , w h ic h  m a y  
c a u se  s u b s ta n t ia l ly  d if fe re n t  f a c to r  in te r p re ta t io n s  to  b e  o b ta in e d  f ro m  th e  
o r ig in a l  d a ta . M o re o v e r, p r in c ip a l  c o m p o n e n t  a n a ly s is  is  a  p s y c h o m e tr ic a lly  
s o u n d  p ro c e d u re  a n d  c o n c e p tu a lly  le s s  c o m p le x  th a n  p r in c ip a l  ax is  fa c to r in g  
(F ie ld , 2 0 0 9 ) .
8.3.3 Factor Rotation
T h e  n e x t  s ta g e  is  to  ro ta te  th e  fa c to rs  to  im p ro v e  fa c to r  s t r u c tu r e  
in te rp re ta b i l i ty . T h e  d e c is io n  to  r o ta te  o r th o g o n a lly  o r  o b liq u e ly  is  o f te n  
d iff ic u lt fo r  re s e a rc h e rs  a s  d if fe re n t  ro ta t io n  m e th o d s  m a y  r e s u l t  in  th e  
id e n tif ic a tio n  o f  s o m e w h a t  d if fe re n t fa c to rs . O n e  a p p ro a c h  is  to  r u n  th e  
a n a ly s is  u s in g  b o th  ty p e s  o f  ro ta t io n . T a b a c h n ic k  a n d  F id d e ll  (2 0 0 7 , p . 6 4 6 )  
a rg u e  th a t
“P e rh a p s  th e  b e s t  w a y  to  d e c id e  b e tw e e n  o r th o g o n a l  a n d  o b liq u e  r o ta t io n  is  
to  r e q u e s t  o b liq u e  ro ta t io n  w ith  th e  d e s ir e d  n u m b e r  o f  fa c to rs  a n d  lo o k  a t  th e
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c o rre la t io n s  a m o n g  fa c to rs .. . i f  f a c to r  c o rre la t io n s  a re  n o t  d r iv e n  b y  th e  d a ta , 
th e  s o lu t io n  re m a in s  n e a r ly  o r th o g o n a l. L o o k  a t  th e  fa c to r  c o r re la t io n  m a tr ix  
fo r  c o rre la t io n s  a ro u n d  .32  a n d  above . I f  c o rre la t io n s  e x c e e d  .32 , t h e n  th e r e  is  
10 p e r  c e n t  (o r  m o re )  o v e rla p  in  v a r ia n c e  a m o n g  fa c to rs , e n o u g h  v a r ia n c e  to  
w a r ra n t  o b liq u e  ro ta t io n  u n le s s  th e r e  a re  c o m p e llin g  re a s o n s  fo r  o r th o g o n a l 
ro ta t io n .”
T h e  n e x t  d e c is io n  to  b e  m a d e  is  to  d e te rm in e  a  ty p e  o f  r o ta t io n  to  u se . A s 
m e n t io n e d  e a r l ie r , th e r e  a re  s e v e ra l o th e r  m e th o d s  fo r  o r th o g o n a l  r o ta t io n  
su c h  a s  V a rim a x  w h ic h  is  th e  m o s t  p o p u la r  o r th o g o n a l  f a c to r  r o ta t io n  m e th o d  
fo c u s in g  o n  s im p lify in g  th e  c o lu m n s  in  a  f a c to r  m a tr ix  (H a ir  e t  a l., 2 0 0 6 ) ,  th e  
Q u a r tim a x  ro ta t io n , w h ic h  m in im is e s  th e  n u m b e r  o f  f a c to rs  n e e d e d  to  
e x p la in  e a c h  v a ria b le , a n d  th e  E q u im a x  ro ta t io n  w h ic h  is  a  c o m p ro m is e  
b e tw e e n  V a rim a x  a n d  Q u a r tim a x  (A bdi, 2 0 0 3 ) .
In  th is  s tu d y , V a rim a x  w a s  u s e d  a s  a  m e th o d  o f  ro ta t io n  to  m in im is e  th e  
n u m b e r  o f  v a r ia b le s  t h a t  h a v e  h ig h  lo a d in g s  o n  a  fa c to r  a n d  e n h a n c e  th e  
in te rp re ta b i l i ty  o f  th e  fa c to rs . K im  a n d  M u e lle r  (1978 ) a d v ise  t h a t  b e g in n e rs  
ch o o se  o n e  o f  th e  c o m m o n ly  a v a ila b le  m e th o d s  o f  ro ta t io n , V a r im a x  if  
o r th o g o n a l ro ta t io n  is  s o u g h t  o r  D ire c t O b lim in  i f  o b liq u e  r o ta t io n  so u g h t. 
T h e  s t r e n g th  o f  V a rim a x  r o ta t io n  is  a lso  u n d e r l in e d  b y  N u n n a lly  (1978 ) w h o  
e m p h a s ise s  t h a t  “W h e n  a n  in v e s t ig a to r  is  d is s a tis f ie d  w ith  th e  P r in c ip a l  
C o m p o n e n ts  p lu s  V a rim a x  so lu tio n , u s u a lly  i t  is  b e c a u s e  n o  s im p le , c le a r  
fa c to r  s o lu t io n  c o u ld  b e  o b ta in e d  b y  a n y  o th e r  m e th o d " .
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8 .3 .4  Factor Loadings
T h e  fa c to r  lo a d in g s  a r e  g a u g e  o f  th e  s u b s ta n t iv e  im p o r ta n c e  o f  a  g iv en  fa c to r  
(F ie ld , 2 0 0 9 ) .  H a ir  e t  a l. ( 2 0 0 6 )  c la im  th a t  a  d e c is io n  m u s t  b e  m a d e  
re g a rd in g  th e  f a c to r  lo a d in g s  s e e n  a s  w o r th  c o n s id e ra t io n  a n d  a t te n t io n  w h e n  
fa c to rs  a re  in te rp re te d .  H a ir  e t  a l. (2 0 0 6 )  s u g g e s te d  g u id e lin e s  (T a b le  8 .1) fo r  
id e n tify in g  s ig n if ic a n t f a c to r  lo a d in g s  b a s e d  o n  s a m p le  s ize  b y  a s se s s in g  
s ta t is t ic a l  s ig n ifican ce .
Factor Loading
Sample Size Needed  
for Significance
0.30 350
0.35 250
0.40 200
0.45 150
0.50 120
0.55 100
0.60 85
0.65 70
0.70 60
0.75 50
Table 8.1 Guidelines for Identifying Significance Factor Loadings Based on 
Sample Size (Source: Hair et al., 2006. p. 128)
S te v en s  (2 0 0 2 )  r e c o m m e n d s  t h a t  fo r  a  s a m p le  s ize  o f  5 0  a  lo a d in g  o f  0 .7 2 2  
c a n  b e  c o n s id e re d  s ig n if ic a n t, fo r  100  th e  lo a d in g  s h o u ld  b e  g r e a te r  t h a n  
0 .512 , fo r  2 0 0  i t  s h o u ld  b e  g re a te r  t h a n  0 .3 6 4 , fo r  3 0 0  i t  s h o u ld  b e  g r e a te r  
th a n  0 .2 9 8 , fo r  6 0 0  i t  s h o u ld  b e  g re a te r  t h a n  0 .21 , a n d  fo r  1 0 0 0  i t  s h o u ld  b e  
g re a te r  t h a n  0 .162 .
C o n s id e rin g  th e  s a m p le  s ize  o f  th e  p r e s e n t  s tu d y  w h ic h  is  6 9 6 , 0 .3 0  is  s e t  a s  
a n  a c c e p ta b le  fa c to r  lo a d in g  a n d  c u t  o f f  v a lu e  fo r  th is  s tu d y .
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8.3.5 The Scale’s In te rn a l C onsistency
In te r n a l  re lia b ili ty  is  p a r t ic u la r ly  im p o r ta n t  in  c o n n e c tio n  w ith  m u lt ip le  i te m  
sca les . I t  ra is e s  th e  q u e s tio n  o f  w h e th e r  e a c h  sc a le  is  m e a s u r in g  a  s in g le  id e a  
a n d  h e n c e  w h e th e r  th e  i te m s  th a t  m a k e  u p  th e  sc a le  a re  in te rn a l ly  c o n s is te n t  
(B iy m a n  a n d  C ra m e r , 2 0 0 9 ) .  O n e  o f  th e  m o s t  c o m m o n ly  u s e d  in d ic a to r s  o f  
in te rn a l  c o n s is te n c y  is  C ro n b a c h ’s a lp h a  co e ffic ien t. I t  is  u s e d  to  e s t im a te  th e  
d e g re e  o f  re lia b ili ty  w ith  e s t im a te s  ra n g in g  f ro m  o  to  1.0. T h e  h ig h e r  th e  
co effic ien t, th e  s tro n g e r  th e  l in e a r  r e la t io n s h ip  o f  th e  i te m s  b e in g  c o rre la te d  
a n d  th e  h ig h e r  th e  in te r n a l  c o n s is ten c y . N u n n a lly  (1978) a n d  D e V a n s  (2 0 0 2 )  
s ta te  t h a t  a n  a lp h a  e q u a l to  o r  a b o v e  0 .7 0  sh o w s  t h a t  th e  i te m s  m a k e  a  
re lia b le  se t. C ro n b a c h  a lp h a  v a lu e s  a re , h o w e v e r, q u i te  s e n s it iv e  to  th e  
n u m b e r  o f  i te m s  in  th e  sc a le  (P a lla n t, 2 0 0 7 ) . W ith  s h o r t  sc a le s  (e .g . sc a le s  
w ith  few e r t h a n  t e n  ite m s ) , i t  is  c o m m o n  to  f in d  q u ite  lo w  C ro n b a c h  v a lu e s  
s u c h  a s  .5. K line  (1999 ) n o te s  t h a t  w h e n  d e a lin g  w ith  p sy c h o lo g ic a l c o n s tru c ts  
v a lu e s  b e lo w  ev en  .7 c a n , rea lis tic a lly , b e  e x p e c te d  b e c a u s e  o f  th e  d iv e rs ity  o f  
th e  c o n s tru c ts  b e in g  m e a s u re d . I n  a d d it io n , a c c o rd in g  to  H a ir  e t  a l (2 0 0 6 ) ,  in  
e a rly  s ta g e s  o f  re s e a rc h , re lia b ili t ie s  o f  .5 to  .6  c a n  b e  c o n s id e re d  su ff ic ie n t. 
T h is  r e s e a rc h  is  o n e  o f  th e  f i r s t  a t te m p ts  to  e x a m in e  th e  im p o r ta n c e  o f  
s e rv ic e sc a p e  in  th e  h o te l  in d u s try  c o n te x t  f ro m  th e  a c a d e m ic  p e rs p e c tiv e . A  
c u t-o f f  v a lu e  o f  .6  - .7  is  th e re fo re  c h o s e n  fo r  C ro n b a c h ’s a lp h a .
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8.3.6 Determ ining the Number o f Factors
V a rio u s  a u th o r s  h a v e  c o m m e n te d  o n  th e  im p o r ta n c e  o f  d e c id in g  h o w  m a n y  
fa c to rs  o r  c o m p o n e n ts  to  r e ta in  w h e n  a p p ly in g  fa c to r  a n a ly s is  (e .g ., F a b r ig a r , 
W e g e n e r , M acC a llu m , a n d  S tra h a n , 1999 ; H a y to n , A llen , a n d  S c a rp e llo , 
2 0 0 4 ;  L e d e sm a  a n d  V a le ro -M o ra , 2 0 0 7 ) .
T h e re  a re  a  n u m b e r  o f  d if fe re n t  c r i te r ia  u s e d  to  d e te rm in e  th e  “o p t im a l” 
n u m b e r  o f  fa c to rs  b y  e x a m in in g  th e  d a ta . T h e  f ir s t, k n o w n  a s  K a ise r’s 
c r i te r io n , is  to  se le c t th o s e  fa c to rs  w h ic h  h a v e  a n  e ig e n v a lu e  o f  g re a te r  t h a n  
o n e . I t  is  p e rh a p s  th e  b e s t  k n o w  a n d  m o s t  u t i l is e d  in  p ra c tic e  (F a b r ig a r  e t  a l., 
1999 ; P a lla n t, 2 0 0 7 ) . H o w ev er, K a ise r’s  c r i te r io n  h a s  b e e n  c r i t ic is e d  a s  
re s u l t in g  in  th e  r e te n t io n  o f  to o  m a n y  fa c to rs  in  so m e  s itu a tio n s .
T h e  s e c o n d  m e th o d  is  th e  g ra p h ic a l  s c re e  t e s t  p ro p o s e d  b y  C a tte ll (1966 ). 
T h e  ra t io n a le  fo r  th e  s c re e  t e s t  is  t h a t  a  few  m a jo r  f a c to rs  a c c o u n t  fo r  m o s t  o f  
th e  v a r ia n c e , r e s u l tin g  in  a  s te e p  ‘c li f f ,  a s  th e s e  fa c to rs  a re  id e n t if ie d  f ir s t,  
fo llo w e d  b y  a  sh a llo w  ‘s c re e ’ d e s c r ib in g  th e  sm a ll a n d  re la tiv e ly  c o n s is te n t  
v a r ia n c e  a c c o u n te d  fo r  b y  th e  n u m e ro u s  m in o r  fa c to rs . O n ly  fa c to rs  t h a t  
o c c u r  b e fo re  th e  sc re e  a n d  a b o v e  th e  b r e a k p o in t  b e tw e e n  th e  sc re e  a n d  c liff  
a re  r e ta in e d  (H a y to n  e t  a l., 2 0 0 4 ) .  T h is  m e th o d  h a s  b e e n  c r i t ic is e d  fo r  i ts  
su b je c tiv ity , s in c e  th e r e  is  n o t  a n  o b je c tiv e  d e f in itio n  o f  th e  c u to f f  p o in t  
b e tw e e n  th e  im p o r ta n t  a n d  tr iv ia l  fa c to rs  (L e d e sm a  a n d  V a le ro -M o ra , 2 0 0 7 ) . 
A n  a d d it io n a l  p o p u la r  a p p ro a c h  is  H o r n ’s p a ra lle l  a n a ly s is  (H o rn , 1965). 
E a c h  e ig e n v a lu e  w h ic h  r e p re s e n ts  th e  s ize  o f  th e  f a c to r  is  c o m p a re d  a g a in s t  
a n  e ig e n v a lu e  fo r  th e  c o r re s p o n d in g  f a c to r  in  m a n y  ra n d o m ly  g e n e ra te d  d a ta  
s e ts  t h a t  h a v e  th e  sa m e  c h a ra c te r is t ic s  a s  th e  d a ta  b e in g  a n a ly se d . O n ly  th o s e
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e ig e n v a lu e s  th a t  e x c e e d  th e  c o rre s p o n d in g  v a lu e s  f ro m  th e  r a n d o m  d a ta  s e t  
a re  r e ta in e d  (P a lla n t, 2 0 0 7 ) . V a rio u s  s tu d ie s  in d ic a te  t h a t  o f  p a ra lle l  an a ly s is , 
th e  s c re e  p lo t  a n d  K a ise r’s  c r i te r io n , p a ra l le l  a n a ly s is  h a s  b e e n  c o n s id e re d  to  
b e  th e  m o s t  a c c u ra te , sh o w in g  th e  le a s t  v a r ia b il i ty  a n d  s e n s it iv ity  to  d if fe re n t 
fa c to rs  (H u m p h re y s  a n d  M o n ta n e lli , 1975; H u b b a r d  a n d  A llen , 1987; Z w ick  
a n d  V elicer, 1986 ).
8.3.7 Exam ination o f the Im portance o f the Hotel 
Servicescape Scale
S ince  o n e  o f  th e  ta s k s  w a s  to  e x a m in e  th e  a t t r ib u te s  a n d  p o s s ib le  u n d e r ly in g  
d im e n s io n s  fo r  th e  h o te l  se rv ic e sc a p e , a  f a c to r  a n a ly s is  w a s  p e r fo rm e d  to  
e x a m in e  th e  d im e n s io n a l ity  o f  th e  h o te l  se rv ic e sc a p e  sca le . T h is  p a r t  o f  
a n a ly s is  in v o lv es  th e  r e s p o n d e n t  p e rc e p tio n s  r e g a rd in g  th e  h o te l  se rv ic e sc a p e . 
H en c e , to  o p e ra t io n a l is e  th e  h o te l  se rv ic e sc a p e  c o n s tru c t ,  t h e  s c o re s  fo r  th e  
im p o r ta n c e  se c tio n  w e re  u se d .
8 3.7.1 Validity o f the H otel Servicescape Scale
P r io r  to  p e rfo rm in g  fa c to r  a n a ly s is , th e  s u ita b il i ty  o f  d a ta  fo r  f a c to r  a n a ly s is  
w as  a s se s se d . T a b le  8 .2  sh o w s  th e  o u tp u t  fo r  K M O  m e a s u re  o f  s a m p lin g  
a d e q u a c y  a n d  th e  B a r tle t t ’s  t e s t  o f  s p h e r ic ity  o n  th e  27  a t t r ib u te s  o f  th e  h o te l  
se rv ic esc a p e .
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Kaiser-Meyer-Olkin r 
Adeq
Measure of Sampling 
uacy
.903
Bartlett's Test of 
Sphericity
Approx. Chi-Square 7700.420
df 351
Sig. .000
Table 8. 2 KMO and Bartlett's Test for the 27 Hotel Servicescape Items
T h e  K a ise r-M e y e r-O lk in  (K M O ) v a lu e  w a s  .9 0 3 , e x c ee d in g  th e  r e c o m m e n d e d  
v a lu e  o f  .6  a n d  th e  B a r tle t t ’s  t e s t  o f  s p h e r ic ity  p ro v id e d  a  s ig n if ic a n t x 2 v a lu e  
o f  7 7 0 0 .4 2  (p < .o o o ) ,  s u p p o r t in g  th e  f a c to ra b ili ty  o f  th e  c o rre la t io n  m a tr ix . 
F u r th e rm o re , th e  d ia g o n a ls  o f  th e  a n ti- im a g e  c o rre la t io n  m a tr ix  w e re  a ll 
o v e r  .5, s u p p o r t in g  th e  in c lu s io n  o f  e a c h  i te m  in  th e  fa c to r  a n a ly s is .
T h e  n e x t s ta g e  w a s  to  r o ta te  th e  f a c to rs  to  im p ro v e  fa c to r  s t r u c tu r e  
in te rp re ta b i li ty . A s P e d h a u z u r  a n d  S c h m e lk in  (1991) a n d  T a b a c h n ic k  a n d  
F id d e ll (2 0 0 7 )  su g g e s te d , in it ia l ly  o b liq u e  r o ta t io n  (D ire c t O b lim in )  w a s  
a p p lie d  to  27  s ta te m e n ts  o n  p e rc e p tio n  o f  th e  h o te l  s e rv ic e sc a p e . T h e  
re s u l t in g  c o rre la t io n  m a tr ix  fo r  th e  fa c to rs  t h a t  th e  a n a ly s is  p r o d u c e d  is  
sh o w n  in  T a b le  8 .3 . T h e  h ig h e s t  c o r re la t io n  is  .313. S in ce  n o n e  o f  th e  
c o rre la t io n s  ex c ee d s  th e  T a b a c h n ik  a n d  F id d e ll  th re s h o ld  o f  .32 , th e  s o lu t io n  
r e m a in s  n e a r ly  o r th o g o n a l. T h u s , i t  c a n  b e  c o n c lu d e d  t h a t  a n  o r th o g o n a l  
m e th o d  w o u ld  b e  p re fe ra b le  to  a n  o b liq u e  m e th o d .
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Component 1 2 3 4 5 6
1 1.000 .164 .203 -.390 .313 -.286
2 .164 1.000 .130 -.264 .189 -.274
3 .203 .130 1.000 -.176 .182 -.079
4 -.390 -.264 -.176 1.000 -.296 .263
5 .313 .189 .182 -.296 1.000 -.158
6 -.286 -.274 -.079 .263 -.158 1.000
Extraction Method: Principal Com ponent Analysis.
Rotation Method: Oblimin with Kaiser Normalization.
Table 8. 3 Correltation Matrix with Direct Oblimin for 27 Statem ents on Perception 
of Hotel Servicescape
T h e n , a  p r in c ip a l  c o m p o n e n t  a n a ly s is  w a s  c o n d u c te d  o n  th e  2 7  i te m s  w ith  
o r th o g o n a l ro ta t io n  (V arim ax ) to  o b ta in  e ig e n v a lu e s  fo r  e a c h  c o m p o n e n t  in  
th e  d a ta . F a c to r  lo a d in g s  o f  le s s  t h a n  .3 o m it te d  fo r  e a se  o f  in te r p re ta t io n .
S ix c o m p o n e n ts  h a d  e ig e n v a lu e s  o v e r  K a ise r’s  c r i te r io n  o f  1 a n d  a s  s h o w n  in  
T a b le  8 .4 , ‘(7) T h e  c o lo u r  s c h e m e (s )  u s e d ’, ‘(16) T h e  f u rn i tu r e  a r r a n g e m e n ts ’, 
‘(2 3 ) F ra g ra n c e s  u s e d ’ a n d  ‘(2 0 )  T h e  fee lin g  o f  sa fe ty  a n d  s e c u r ity  in  th e  h o te l ’ 
c ro s s - lo a d e d  o n  tw o  o r  th r e e  d if fe re n t  fa c to rs . A s th e  p re s e n c e  o f  c ro s s ­
lo a d in g s  w o u ld  p r e s e n t  a  d is c r im in a n t  v a lid ity  p ro b le m  (H a ir  e t  a l., 2 0 0 6 )  
th e s e  fo u r  i te m s  s h o u ld  b e  e lim in a te d . A fte r  re m o v in g  th e  fo u r  c ro s s - lo a d e d  
ite m s , th e  in te r n a l  c o n s is te n c y  o f  th e  r e m a in in g  2 3  i te m s  w ith in  e a c h  fa c to r  
w a s  e v a lu a te d  u s in g  th e  C ro n b a c h 's  a lp h a  fo rm u la . T h is  q u e s t io n e d  4  i te m s ; 
‘(15) T h e  h o te l ’s  in te r io r  s ig n s ’, ‘(3 ) T h e  e a se  o f  a c cess  to  a ll a re a s  o f  th e  h o te l ’, 
‘(4 ) T h e  la y o u t  o f  th e  g u e s t  ro o m s ’ a n d  ‘(6 ) T h e  d e c o r  o f  th e  g u e s t  ro o m s ’. I f  
th e  d e le t io n  o f  th e s e  i te m s  in c re a s e s  C ro n b a c h ’s a lp h a  th e n  th is  m e a n s  t h a t  
th e  d e le t io n  o f  th e s e  i te m s  im p ro v e s  re lia b ility . T h e re fo re , th e s e  fo u r  i te m s  
w e re  re m o v e d  f ro m  s u b s e q u e n t  a n a ly s is .
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Component
1 2 3 4 5 6
10. Picture photos .828
11. Ornaments style .812
9. Fabrics .776
8. Furniture style .764
12. Flowers .707
13. Flooring design .655
14. Exterior .651
7. Colour scheme .612 .439
5. Décor Hotel .554
17. space bt. Furniture .768
18. Height table .768
19. Flooring Practicality .751
15. Signs .585
16. Furniture arrangement .459 .581
27. Artificial Lighting .713
25. Music .696
26. Natural Light .693
23. Fragrances .554 .402
24. Noise .467
2. Free space .832
1. Spaciousness .735
3. Easy access .596
6. Décor room .757
4. Layout room .730
20. Safety Security .308 .389 .334
22. Humidity .793
21. Temperature .785
Extraction Method: Principal Component Analysis. 
Rotation Method: Varimax with Kaiser Normalization.
Table 8.4 Rotated Component Matrix for the 27 Importance o f the Hotel 
Servicescape Variables
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Although principal component analysis revealed the presence of six 
components with eigenvalues exceeding i, this criterion could not be used in 
isolation as it tends to produce too many factors. Therefore, to identify the 
number of underlying factors, a scree plot was also examined on the 19 hotel 
servicescape items. As illustrated in Figure 8.5, an inspection of the scree plot 
revealed that the graph possesses several breaks and it may lead to subjective 
and ambiguous interpretation.
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Figure 8 .5  Scree Plot for t h e  19 Hotel S erv icesca p e  Item s
Therefore, parallel analysis was performed to identify the number of factors. 
If actual eigenvalue from principal component analysis is larger than the 
criterion value from parallel analysis, the factor is retained. If it is less, then it 
is rejected.
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Component
Number
Actual 
Eigenvalue 
from PCA
Criterion Value 
from Parallel 
Analysis
Decision
1 8.800 1.3791 Accept
2 2.372 1.3228 Accept
3 1.703 1.2810 Accept
4 1.586 1.2456 Accept
5 1.244 1.2154 Accept
6 1.062 1.1836 Reject
7 .960 1.1575 Reject
TableS. 5 Comparison of Eigenvalues from Principal Component Analysis 
and Criterion Values from Parallel Analysis (Hotel Servicescape Scale)
T h e  p a ra l le l  a n a ly s is  w a s  c o n d u c te d  u s in g  1 0 0  ra n d o m  d a ta  s e ts  a n d  a s  s e e n  
in  th e  ta b le  8 .5 , th e  r e s u l t  s h o w e d  five  c o m p o n e n ts  w ith  e ig e n v a lu e s  
e x c ee d in g  th e  c o rre s p o n d in g  c r i te r io n  v a lu e s  fo r  a  ra n d o m ly  g e n e ra te d  d a ta  
m a tr ix  o f  th e  s a m e  size .
T h e  n e x t  s te p  w a s  to  r e p e a t  a ll th e  p ro c e d u re s  a n d  fo rc e  a  f iv e - fa c to r  s o lu t io n  
w ith  th e  re m a in in g  19 ite m s . E a c h  i te m  w a s  fo u n d  to  lo a d  s tro n g ly  o n  o n ly  
o n e  fa c to r  e x c e p t fo r  ‘(5) T h e  d é c o r  o f  th e  h o te l ’. A fte r  re m o v in g  th is  i te m  th e  
re m a in in g  18 i te m s  o f  th e  h o te l  se rv ic e sc a p e  w e re  a g a in  f a c to r  a n a ly s e d . 
T a b le  8 .6  p re s e n ts  th e  f in a l r e s u l ts  o f  f a c to r  a n a ly s is . I t  sh o w s  t h a t  f iv e  f a c to rs  
w e re  s u g g e s te d  a s  th e  d im e n s io n s  o f  th e  h o te l  s e rv ic e sc a p e  e le m e n ts . T h e  
K a ise r-M e y e r-O lk in  m e a s u re  v e r if ie d  th e  s a m p lin g  a d e q u a c y  fo r  th e  a n a ly s is , 
K M O = .8 6 y , w h ic h  is  c o n s id e re d  a s  ‘g r e a t ’ a c c o rd in g  to  H u tc h e s o n  a n d  
S o fro n io u  (1999 ). B a r tle t t ’s t e s t  o f  s p h e r ic ity  x 2 = 5 10 1 -6 o i ,  p = o .o o o ,  
in d ic a te d  th a t  c o rre la t io n s  b e tw e e n  i te m s  w e re  su ff ic ie n tly  la rg e  fo r  p r in c ip a l  
c o m p o n e n t  an a ly s is .
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Kaiser-Meyer-Olkin Measure o f Sampling Adequacy : .867
Bartlett's Test of Sphericity: 5101.601
Significance: .000
Scale
Factor Loadings
FI F2 F3 F4 F5 Communality
10. The pictures and 
photos on display .845 .741
11. The style of the 
ornaments .826 .728
9. The fabrics used .789 .687
8. The style of the 
furniture used .766 .669
12.The use of flowers 
and plants .723 .569
IB.The flooring design .677 .637
M.The design of the 
hotel's exterior .665 .509
18. The height of the 
tables and chairs .820 .773
19. The practicality of 
the flooring .781 .708
17. The space between 
furniture .770 .715
25. Background music .740 .574
27. The artificial lighting .699 .594
26. The amount of 
natural light .686 .580
24. Noise levels .593 .416
1. The feeling of 
spaciousness .868 .825
2. The amount of free 
space in the hotel .862 .815
21. Temperature .889 .825
22. Humidity .840 .791
Eigenvalue 6.448 2.057 1.343 1.232 1.075
% of Variance 35.82 11.43 7.46 6.84 5.98
Total of Variance 
Explained
67.53
Table 8.6 Results of Factor Analysis for the Hotel Servicescape Scale
T h u s , tw o  te s ts  r e q u ir e d  fo r  a s se s s in g  th e  a d e q u a c y  o f  d a ta  fo r  f a c to r  a n a ly s is  
in d ic a te d  th a t  i t  w a s  a c c e p ta b le .
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In  th e  l i te r a tu r e  rev iew , h o te l  se rv ic e sc a p e  e le m e n ts  w e re  d e f in e d  a s  
c o n s is t in g  o f  th e  fo llo w in g  fo u r  d im e n s io n s :  p h y s io lo g ica l c o n d it io n s , sp a tia l  
la y o u t, fu n c tio n a lity  a n d  a e s th e tic  q u a lity . H o w ev er, th e  o u tc o m e  o f  th e  
fa c to r  a n a ly s is  re v e a le d  th e  d if fe re n t  r e s u l ts  f ro m  th is  f a c to r  s t r u c tu re .  E a c h  
fa c to r  w a s  s u b s e q u e n tly  r e n a m e d  in  a c c o rd a n c e  w ith  th e  c o n s tru c t  t h a t  th e y  
re p r e s e n te d  in  o rd e r  to  b e t t e r  re f le c t th e  in te r p re ta t io n  o f  f a c to r  a n a ly s is . T h e  
i te m s  t h a t  c lu s te r  o n  th e  s a m e  fa c to rs  su g g e s t  t h a t  F a c to r  i  r e p re s e n ts  
‘A e s th e tic  q u a li ty ’, F a c to r  2  ‘F u n c tio n a li ty ’, F a c to r  3 ‘A tm o s p h e re ’, F a c to r  4  
‘S p a c io u sn e ss ’ a n d  F a c to r  5 ‘P h y sio lo g ic a l c o n d it io n s ’. S ev en  i te m s  lo a d e d  o n  
F a c to r  1, th r e e  i te m s  o n  F a c to r  2 , fo u r  i te m s  o n  F a c to r  3 , a n d  tw o  i te m s  o n  
F a c to r  4  a n d  F a c to r  5 each .
T a b le  8 .6  a lso  sh o w s  th a t  F a c to r  1 (A e s th e tic  q u a lity )  h a s  a n  e ig e n v a lu e  o f  6. 
4 4 8  w h ic h  e x p la in s  3 5 .8 2 %  o f  th e  to ta l  v a ria n c e , w h e re a s  F a c to r  2 
(F u n c tio n a lity )  h a s  a n  e ig e n v a lu e  o f  2 .0 5 7  a n d  e x p la in s  11.43%  o f  th e  to ta l  
v a r ia n c e . F a c to r  3 (A tm o sp h e re )  h a s  a n  e ig e n v a lu e  o f  1 .343  a n d  e x p la in s  
7 .4 6  % o f  v a r ia n c e , w h ile  F a c to r  4  (S p a c io u sn e ss )  a n d  F a c to r  5 (P h y s io lo g ic a l 
c o n d it io n s )  h a v e  e ig e n v a lu e s  o f  1 .2 3 2 ,1 .0 7 5  a n d  e x p la in  6 .8 4 % , 5 .9 8 %  o f  th e  
v a r ia n c e  re sp e c tiv e ly . T h e  to ta l  v a r ia n c e  e x p la in e d  b y  th e  five  fa c to rs  is  
7 6 .5 3 %.
8 3.7.2 Reliability o f the H otel Servicescape Scale
I n  o rd e r  to  e s ta b l is h  th e  in te rn a l  c o n s is te n c y  a n d  re lia b ili ty  o f  th e  h o te l  
se rv ic e sc a p e  sc a le  a n d  i ts  five  su b sc a le s , c o e ff ic ien t a lp h a  w a s  c o m p u te d .
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T a b le  8 .7  d isp la y s  th e  C ro n b a c h ’s a lp h a  C o effic ien ts  a n d  i te m  to  to ta l  
c o rre la t io n s  o f  th e  h o te l  se rv ic e sc a p e  sca le .
Construct
Name
Items
Item-Total
Correlation
Cronbach'
Alpha
Aesthetic
Quality
10. The pictures and photos 
on display
.771
.900
11. The style of the ornam ents .764
9. The fabrics used .748
8. The style o f the furniture 
used
.732
12.The use o f flowers and 
plants
.656
IS.The flooring design .686
M.The design of the hotel's 
exterior
.604
Functionality
18. The height o f the tables 
and chairs
.730
.823
19. The practicality o f the  
flooring
.638
17. The space betw een  
furniture
.670
Atmosphere
25. Background music .454
.693
27. The artificial lighting .552
26. The amount o f natural 
light
.529
24. Noise levels .403
Spaciousness
1. The feeling o f spaciousness .640
.7782. The amount of free space in 
the hotel
.640
Physiological
conditions
21. Temperature .620
.750
22. Humidity .620
Table 8.7 Reliability of the Hotel Servicescape Scale
R e su lts  in  th e  a b o v e  ta b le  sh o w  a  s a tis fa c to ry  lev e l o f  re l ia b ili ty  c o e ff ic ie n ts  
fo r  th e  five  su b sc a le s  o f  th e  h o te l  se rv ic e sc a p e  sca le . I t  r a n g e s  f ro m  .6 9 3  
to  .9 0 0 , in d ic a tin g  a  g o o d  in te r n a l  c o n s is te n c y  (i.e . th e  C ro n a b c h ’s a lp h a
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v a lu e s  fo r  th e  five sc a le s  e x c e e d  th e  re c o m m e n d e d  c r i te r io n , a lp h a  > .6 - .7 ) .  
A lth o u g h  ‘A tm o s p h e re ’ h a s  a lp h a  v a lu e  is  .6 9 3 , i t  is  o n ly  m a rg in a lly  b e lo w  .7. 
H e n c e , i t  w a s  c o n f irm e d  t h a t  th e  i te m s  in  e a c h  fa c to r  a re  c o n s is te n t  w ith  e a ch  
o th e r  a n d  e a c h  fa c to r  c a n  b e  r e g a rd e d  a s  a  re l ia b le  c o n s tru c t.  M o re o v e r, a ll 
d a ta  h a v e  i te m - to ta l  c o r re la t io n  a b o v e  .3 w h ic h  m e a n s  t h a t  i te m s  c o rre la te  
v e ry  w ell w ith  th e  sc a le  o v e ra ll.
8.3 .8  Exam ination o f the Em otional R esponse Scale
T o id e n tify  a n d  c o n firm  th e  u n d e r ly in g  s t r u c tu r e  o f  th e  e m o tio n a l  r e s p o n s e  
i te m s , f a c to r  a n a ly s is  w a s  p e rfo rm e d .
8.3 8.1 Validity o f the Em otional Response Scale
F irs t, th e  s u ita b il i ty  o f  th e  d a ta s e t  fo r  fa c to r  a n a ly s is  w a s  a s s e s s e d  b y  
c a lc u la tin g  th e  K a ise r-M e y e r-O lk in  s ta t is t ic  a n d  B a r tle t t ’s  t e s t  o f  s p h e r ic ity  
o n  th e  8  e m o tio n a l re s p o n s e  ite m s .
Kaiser-Meyer-Olkin r 
Adeq
Measure of Sampling 
uacy
.887
Bartlett's Test of 
Sphericity
Approx. Chi-Square 2824.490
df 28
Sig. .000
Table 8.8 KMO and Bartlett's Test for the 8 Emotional Response Items
A s sh o w n  in  T a b le  8 .8 , th e  r e s u l t  o f  K a ise r-M e y e r-O lk in  M e a s u re  o f  s a m p lin g  
a d e q u a c y  ( .8 8 7 ), B a r tle t t ’s  t e s t  o f  s p h e r ic ity  (2 8 2 4 .4 9 0 )  a n d  s ig n if ic a n c e
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( .o o o )  in d ic a te s  s u ita b il i ty  fo r  g o o d  fa c to r  an a ly s is . In s p e c t io n  o f  th e  a n ti  
im a g e  c o rre la t io n  m a tr ix  re v e a ls  t h a t  a ll m e a s u re s  o f  s a m p lin g  a c c u ra c y  a re  
w ell a b o v e  th e  a c c e p ta b le  lev e l .5.
S e co n d , s c o re s  o n  th e  e m o tio n a l  r e s p o n s e  sc a le  w e re  f a c to r  a n a ly s e d  w ith  th e  
P r in c ip a l  C o m p o n e n t m e th o d  w ith  V a rim a x  ro ta t io n . T o  m a k e  in te r p re ta t io n  
s im p le r , o n ly  fa c to r  lo a d in g s  w ith  a n  a b s o lu te  v a lu e  g re a te r  t h a n  .3 w e re  
in te rp re te d .  T h e  in it ia l  p o o l o f  8  i te m s  p ro d u c e d  a  s o lu t io n  o f  tw o  fa c to rs  w ith  
e ig e n v a lu e s  g re a te r  t h a n  1. T h is  w a s  f u r th e r  s u p p o r te d  b y  th e  r e s u l ts  o f  
P a ra lle l  a n a ly s is , w h ic h  s h o w e d  tw o  c o m p o n e n ts  w ith  e ig e n v a lu e s  e x c ee d in g  
th e  c o r re s p o n d in g  c r i te r io n  v a lu e s  fo r  a  ra n d o m ly  g e n e ra te d  d a ta  m a tr ix  o f  
th e  s a m e  s ize  (see  T a b le  8 . 9 ).
Component
Number
Actual Eigenvalue 
from PCA
Criterion Value 
from  
Parallel Analysis
Decision
1 4.610 1.1626 Accept
2 1.262 1.1019 Accept
3 .533 1.0552 Reject
4 .469 1.0147 Reject
Table 8.9 Comparison of Eigenvalues from Principal Component Analysis
and Criterion Values from Parallel Analysis (Emotional Response Scale)
A t th is  s ta g e , o n e  c ro s s - lo a d in g  i te m  w a s  e lim in a te d . A s c a n  b e  s e e n  in  T a b le  
8 .1 0 , th e  i te m  ‘D e lig h te d -D is a p p o in te d ’ h a d  a  f a c to r  lo a d in g  o f  .4 4 2  o n  F a c to r  
1 a n d  a  c ro s s - lo a d in g  o f  .701 o n  F a c to r  2. T h e  re m a in in g  7 i te m s  w e re  a g a in  
f a c to r  a n a ly se d . E a c h  i te m  w a s  fo u n d  to  lo a d  s tro n g ly  o n  o n ly  o n e  fa c to r .
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Component
1 2
Pleased-Annoyed .841
Happy-Unhappy .829
Inspired-Uninspired .802
At ease- III at ease .775
Confident- Nervous .846
Cheerful- Depressed .841
Entertained- Bored .787
Delighted - Disappointed .442 .701
Table 8.10 Rotated Component Matrix for the 8 Emotional Response Variables
T a b le  8.11 p re s e n ts  f in a l  f a c to r  lo a d in g s , e ig e n v a lu e s  fo r  th e  tw o  fa c to rs  a n d  
th e  c o m m u n a li ty  fo r  e a c h  v a ria b le .
Kaiser-Meyer-Olkin M easure of Sampling Adequacy : .857
Bartlett's Test o f Sphericity: 2320.377
Significance: .000
Scale Factor Loadings
FI F2 Communality
Pleased-Annoyed .850 .839
Happy-Unhappy .836 .783
Inspired-Uninspired .803 .645
At ease- III at ease .783 .725
Confident- Nervous .875 .772
Cheerful- Depressed .835 .783
Entertained- Bored .774 .704
Eigenvalue 4.022 1.228
% o f Variance 57.45 17.55
Total o f Variance Explained 75.00
Table 8.11 Results o f Factor Analysis for the Emotional Response Scale
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T h e  K M O  fo r  th e  d a ta  s e t  w a s  .8 5 7  in d ic a tin g  th e  a p p lic a b il ity  o f  th e  
e x p lo ra to ry  f a c to r  a n a ly s is . T h e  B a r tle t t  t e s t  fo r  s p h e r ic ity  t h a t  is  b a s e d  o n  ch i 
s q u a re  s ta t is t ic s  w a s  fo u n d  to  b e  s ig n if ic a n t (2 3 2 0 .3 7 7 ; p  = .0 0 0 ) .  T h e  v a lu e s  
in d ic a te d  to  p ro c e e d  c o m fo r ta b ly  w ith  fa c to r  a n a ly s is .
R e su lts  o f  f a c to r  a n a ly s is  y ie ld e d  a  tw o  fa c to r  so lu tio n , in te r p re ta b le  in  te r m s  
o f  tw o  d is t in c t  c o n s tru c ts  o f  e m o tio n a l r e s p o n s e  a n d  la b e lle d  a s  ‘P le a s u re ’ 
(F a c to r  1) a n d  ‘A ro u sa l’ (F a c to r  2 ). T h e  tw o  fa c to rs  a c c o u n te d  fo r  75%  o f  
v a r ia n c e . F ro m  in it ia l  8  i te m s , 7 i te m s  w e re  r e ta in e d  in to  tw o  fa c to rs . F a c to r  1, 
‘P le a s u re ’ h a d  4  i te m s  a n d  3 i te m s  lo a d e d  o n  F a c to r  2 , ‘A ro u s a l’. T h e  fa c to r  
la b e ls  p ro p o s e d  b y  M e h ra b ia n  a n d  R u sse ll (1974) s u i te d  th e  e x tra c te d  fa c to rs  
a n d  th u s  w e re  u se d . F a c to r  1 (P le a su re )  h a s  a n  e ig e n v a lu e  o f  4 .0 2  w h ic h  
e x p la in s  57 .45%  o f  th e  to ta l  v a r ia n c e , w h e re a s  F a c to r  2  (A ro u sa l)  h a s  a n  
e ig e n v a lu e  o f  1 .228  a n d  e x p la in s  17.55%  o f  th e  to ta l  v a r ia n c e . T h e s e  re s u l ts  
p ro v id e  e v id e n c e  fo r  th e  c o n s tru c t  v a lid ity  o f  th e  sca le .
8.3.8 2 Reliability o f the Emotional Response Scale
In  o r d e r  to  a s se s s  th e  re lia b ili ty  o f  th e  e m o tio n a l  r e s p o n s e  sc a le  a n d  s u b ­
sca le s , th e  c ro n b a c h ’s a lp h a  is  u s e d  to  a s se s s  th e  in te r n a l  c o n s is te n c y  o f  th e  
sc a le  a n d  tw o  su b sc a le s  e x tra c te d  f ro m  th e  fa c to r  a n a ly s is . T a b le  8 .12  
s u m m a ris e s  th e  r e s u l t  o f  th e  re lia b ili ty  t e s t  f o r  th e  e m o tio n a l r e s p o n s e  sca le . 
T h e  r e s u l ts  o f  th e  re l ia b ili ty  a n a ly s is  in d ic a te d  t h a t  th e  e m o tio n a l  r e s p o n s e  
sc a le  e x h ib its  g o o d  in te r n a l  c o n s is te n c y  (a= .875  fo r  ‘P le a s u re ’, a =  .8 2 3  fo r  
‘A ro u s a l’).
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Construct
Name
Items
Item-Total
Correlation
Cronbach’
Alpha
Pleasure
Pleased-Annoyed .832
.875
Happy-Unhappy .593
Inspired-Uninspired .738
At ease- III at ease .785
Arousal
Confident- Nervous .656
.823Cheerful- Depressed .734
Entertained- Bored .676
Table 8.12 Reliability o f the Emotional Response Scale
T h e  r e s u l ts  o f  th e  i te m - to - to ta l  c o rre la t io n  co e ff ic ien ts  fo r  th e  sc a le  a lso  
a p p e a r  s u ff ic ie n t a n d  ra n g e  f ro m  .593  to  .8 3 2  fo r  th e  ‘P le a s u re ’ d im e n s io n  
a n d  .6 5 6  to  .7 3 4  fo r  th e  ‘A ro u sa l’ d im e n s io n  w h ic h  in d ic a te  a c c e p ta b le  lev e ls  
o f  re liab ility . T h e re fo re , th e  e m o tio n a l re s p o n s e  sc a le  w ith  tw o  fa c to rs  a n d  7 
i te m s  a p p e a r s  to  b e  v a lid  a n d  re liab le , b a s e d  o n  th e  f a c to r  a n a ly s is  a n d  
re lia b ili ty  a n a ly s is .
8.3.9 Examination o f the Behavioural Response Scale
T h e  b e h a v io u ra l  r e s p o n s e  sca le  h a s  b e e n  r e p r e s e n te d  b y  8  i te m s  in  th e  
q u e s tio n n a ire . T o  e x p lo re  th e  u n d e r ly in g  s t r u c tu r e  o f  th e s e  i te m s , a  p r in c ip a l  
c o m p o n e n t  a n a ly s is  w a s  u n d e r ta k e n  u s in g  V a r im a x  ro ta t io n .
8.3.9.1 Validity o f the Behavioural Response Scale
In  o rd e r  to  fa c ili ta te  th e  in te rp re ta t io n , f a c to r  lo a d in g s  w ith  v a lu e s  < .3  h a v e  
b e e n  s u p p re s s e d . T a b le  7.13 p re s e n ts  e ig e n v a lu e s  a n d  v a r ia n c e . T h e  K a ise r-
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M e y er-O lk in  m e a s u re  o f  s a m p lin g  a d e q u a c y  w a s  .9 0 4 , a b o v e  th e  
r e c o m m e n d e d  v a lu e  o f  .6 , a n d  B a r tle t t ’s  t e s t  o f  s p h e r ic ity  w a s  s ig n if ic a n t 
(3 2 9 4 .7 1 6 , p  < .0 5 ). A p p ly in g  th e  K a ise r -c r ite r io n , a  tw o -d im e n s io n a l  
s o lu t io n  is  a p p ro p r ia te . By e x tra c t in g  a  th i r d  fa c to r , th e  e ig e n v a lu e  w o u ld  
s in k  b e lo w  1. L o o k in g  a t  th e  T a b le  8 .15 b e lo w , i t  c a n  b e  s e e n  t h a t  f a c to r  
lo a d in g s  in d ic a te  a  h ig h  lev e l o f  a s so c ia tio n  b e tw e e n  i te m s  a n d  th e  tw o  
d e r iv e d  fa c to rs . I n  fac t, a ll i te m s  h a v e  m o re  t h a n  a  .70  lo a d in g  lev e l. S ev en  
b e h a v io u rs  lo a d  h ig h  o n  F a c to r  1 w i th o u t  sh o w in g  a n y  s ig n if ic a n t lo a d in g  o n  
F a c to r  2.
Kaiser-Meyer-Olkin Measure o f Sampling Adequacy : .904
Bartlett’s Test of Sphericity: 3294.716
Significance: .000
Scale Factor Loadings
FI F2 Communality
Recommend .923 .852
Right decision .898 .808
Come back .887 .787
Enjoyed .865 .748
Favourite hotel .822 .705
Stay longer .812 .676
Best hotel .789 .662
Spent more .981 .964
Eigenvalue 5.188 1.014
% of Variance 64.85 12.68
Total o f Variance Explained 77.53
Table 8.13 Results of Factor Analysis for the Behavioural Response Scale
T h e  tw o  e x tra c te d  d im e n s io n s  e x p la in e d  77.53%  o f  v a r ia n c e  w ith  F a c to r  1 
e x p la in in g  6 4 .8 5 %  a n d  F a c to r  2  c o n tr ib u t in g  12 .68% . T h e  f i r s t  fa c to r , 
la b e l le d  ‘F a v o u ra b le  b e h a v io u rs ’, c o n ta in e d  7 i te m s ; T w ill r e c o m m e n d  th is
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h o te l  to  f r ie n d s , fa m ily  a n d /o r  w o rk  c o lle a g u e s ’, ‘I m a d e  th e  r ig h t  d e c is io n  to  
s ta y  a t  th is  h o te l ’, ‘I w ill c o m e  b a c k  to  th is  h o te l ’, ‘I e n jo y e d  m y se lf  in  th e  
h o te l ’, ‘T h is  is  o n e  o f  m y  fa v o u r ite  h o te ls  in  L o n d o n ’. T w o u ld  lik e  to  h a v e  
s ta y e d  fo r  lo n g e r ’ a n d  ‘T h is  is  o n e  o f  th e  b e s t  h o te ls  t h a t  I h a v e  s ta y e d  in ’. T h e  
s e c o n d  fa c to r  w a s  la b e lle d  ‘P ro p e n s i ty  to  s p e n d ’ s in c e  i t  h a d  o n ly  o n e  ite m , T 
s p e n t  m o re  th a n  I o r ig in a lly  p la n n e d ’.
S.3.9.2 Reliability o f the Behavioural Response Scale
T a b le  8 .14  s u m m a ris e s  th e  r e s u l t  o f  th e  re lia b ili ty  t e s t  fo r  th e  b e h a v io u ra l  
re s p o n s e  sca le . R e lia b ility  w a s  a lp h a  .9 3 7  fo r  th e  ‘F a v o u ra b le  b e h a v io u r s ’. 
T h is  re l ia b ili ty  m e a s u re  e x c e e d e d  th e  u s u a l  r e c o m m e n d a tio n  o f  a lp h a  .70  fo r  
e s ta b lis h in g  in te r n a l  c o n s is te n c y  o f  th e  sca le . A lth o u g h  i t  is  d iff ic u lt  to  p ro v e  
th e  re l ia b ili ty  o f  a  s in g le  i te m , i t  w a s  d e c id e d  to  r e ta in  f a c to r  ‘P ro p e n s i ty  to  
s p e n d ’, ta k in g  in to  a c c o u n t  th e  im p o r ta n c e  o f  th e  w il l in g n e s s - to - s p e n d -m o re  
fa c e t  c a p tu re d  b y  th is  fac to r.
Construct Name Items
Item-Total
Correlation
Cronbach7
Alpha
Favourable
Behaviours
Recommend .874
.937
Right decision .834
Come back .828
Enjoyed .809
Favourite hotel .787
Stay longer .764
Best hotel .745
Propensity to  
Spend
Spent more
Table 8.14 Reliability o f the Behavioural Response Scale
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8 .4  R ev ised  R e sea rch  M o d el a n d  H y p o th e se s
Based on the factor analysis results, the research model has been revised 
from that originally proposed within section 5.3 of this study (see Figure 5.1). 
The original model suggested that four hotel servicescape factors might best 
explain the complex hotel physical environment. The factor analysis results, 
however, have confirmed the existence of the five hotel servicescape 
dimensions. The effects of these five dimensions on customers’ behavioural 
responses would in some way be mediated by the degree of expressed 
emotional responses. It is with this in mind that the following revised 
research model (Figure 8.6).
Servicescape
^.Aesth et ic .Quality ,___
• Furniture Style
• Fabrics
• Pictures & Photos
• Ornament Style
• Flowers & Plants
• Flooring
» Exterior____________
Functionality______
• Space bt. furniture
• Height of tables etc
• Function Flooring
Atmosphere_________
• Noise
• Music
• Natural Light
• Artificial Light_______
Spaciousness________
• Spaciousness
• Freespace (amount)
Physiological conditions
• Temperature
» Humidity___________
Emotion Behaviour
Pleasure Favourable Behaviours
• P leased-Annoyed
• Happy- Unhappy
• Inspired - Uninspired
• At ease - III at ease
• Recommend
• Right Decision
• Come back
• Enjoyed
• Favourite Hotel
• Stay Longer
• Best Hotel
Arousal______________
• C onfident-Nervous
• Cheerful -  Depressed
• Entertained —Bored
Propensity to Spend 
Spent more
Figure 8. 6 Revised Research M odel
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T h e  fa c to r  a n a ly s is  h a s  p ro v e n  five d im e n s io n s  o f  h o te l  se rv ic esc a p e  
(‘a e s th e tic  q u a li ty ’, ‘fu n c tio n a lity ’, ‘a tm o s p h e re ’, ‘s p a c io u s n e s s ’ a n d  
‘p h y s io lo g ica l c o n d it io n s ’), tw o  d im e n s io n s  fo r  e m o tio n a l  r e s p o n s e s  
(‘p le a s u re ’ a n d  ‘a ro u s a l’) a n d  a lso  tw o  d im e n s io n s  fo r  b e h a v io u ra l  re s p o n s e s  
(‘fa v o u ra b le  b e h a v io u rs ’ a n d  ‘p ro p e n s i ty  to  s p e n d ’). O n e  o f  th e  o b jec tiv e s  o f  
th is  s tu d y  is  to  in v e s tig a te  th e  r e la t io n s h ip  a m o n g  th e  h o te l  se rv ic esc a p e , 
e m o tio n a l r e s p o n s e s  a n d  b e h a v io u ra l  re s p o n s e s . T o  a c h ie v e  th is  g o a l, b a s e d  
u p o n  th e  re v ie w  o f  re s e a rc h  a s  p r e s e n te d  in  C h a p te r  3 (p le a se  r e fe r  to  3 .2  a n d  
3 .3 )  a n d  fa c to r  a n a ly s is  r e s u l ts ,  th e  fo llo w in g  h y p o th e s e s  a re  g e n e ra te d :
• T o  t e s t  th e  r e la t io n s h ip  b e tw e e n  five h o te l  se rv ic e sc a p e  (H S ) d im e n s io n s  
a n d  ‘p le a s u re ’:
H ia: ‘Aesthetic quality’ o f HS will positively affect ‘pleasure’.
H ib: ‘Functionality’ o f HS will positively affect ‘pleasure’.
Hie: ‘Atmosphere’ o f HS will positively affect pleasure’.
H id: ‘Spaciousness’ o f HS will positively affect pleasure’.
Hie: ‘Physiological conditions’ o f HS will positively affect pleasure’.
• T o  t e s t  th e  r e la t io n s h ip  b e tw e e n  th e  five h o te l  s e rv ic e sc a p e  d im e n s io n s  a n d  
‘a ro u s a l’:
H sa: Aesthetic quality’ o f HS will positively affect arousal’.
H sb: Functionality’ of HS will positively affect arousal’.
H2c: ‘Atmosphere’ o f HS will positively affect ‘arousal’.
H sd: Spaciousness’ o f HS will positively affect ‘arousal’.
Hse: ‘Physiological conditions’ o f HS will positively affect arousal’.
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• T o  t e s t  th e  r e la t io n s h ip  b e tw e e n  th e  five h o te l  se rv ic e sc a p e  d im e n s io n s  a n d  
‘fa v o u ra b le  b e h a v io u rs ’:
Hsa: ‘Aesthetic quality’ o f HS will positively affect ‘favourable 
behaviours’.
Hsb: ‘Functionality’ o f HS will positively affect ‘favourable behaviours’. 
H3C1 ‘Atmosphere’ o f HS will positively affect favourable behaviours’. 
H sdi Spaciousness’ o f HS will positively affect ‘favourable behaviours’. 
Hge: ‘Physiological conditions’ o f HS will positively affect ‘favourable 
behaviours’.
• T o  t e s t  th e  r e la t io n s h ip  b e tw e e n  th e  five  h o te l  se rv ic e sc a p e  d im e n s io n s  a n d  
‘p ro p e n s i ty  to  s p e n d ’:
H4a: ‘Aesthetic quality’ of HS will positively affect propensity to spend’. 
H4b: Functionality’ o f HS will positively affect propensity to spend’. 
H4C1 ‘Atmosphere’ o f HS will positively affect ‘propensity to spend’.
H4d: Spaciousness’ o f HS will positively affect propensity to spend’. 
H4e: ‘Physiological conditions’ of HS will positively affect propensity to 
spend’.
• T o  t e s t  th e  r e la t io n s h ip  b e tw e e n  e m o tio n a l re s p o n s e s  a n d  ‘fa v o u ra b le  
b e h a v io u rs ’:
Hga: ‘Pleasure’ will positively affect ‘favourable behaviours’.
H56: Arousal’ will positively affect ‘favourable behaviours’.
• T o  t e s t  th e  r e la t io n s h ip  b e tw e e n  e m o tio n a l re s p o n s e s  a n d  ‘p ro p e n s i ty  to  
s p e n d ’:
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H6a: ‘Pleasure’ will positively affect ‘propensity to spend’.
H6b: ‘Arousal’ will positively affect propensity to spend’.
• T o  t e s t  t h e  e ffec t o f  m e d ia tin g  ro le  o f  e m o tio n a l  re s p o n s e s  b e tw e e n  th e  h o te l  
se rv ic e sc a p e  d im e n s io n s  a n d  b e h a v io u ra l  re sp o n se s :
Hy: Emotional responses will mediate the effect o f HS on behavioural 
responses.
8.5 Im portance-Perform ance Analysis
B a se d  o n  th e  f a c to r  a n a ly s is  re s u l ts ,  th e  n e x t s ta g e  in  th e  a n a ly s is  w a s  to  
c o m p a re  th e  p e rfo rm a n c e  o f  th e  18 h o te l  se rv ic e sc a p e  i te m s  to  th e  
im p o r ta n c e  o f  th o s e  i te m s  p e rc e iv e d  b y  re s p o n d e n ts .  T a b le  7.15 sh o w s  m e a n  
im p o r ta n c e  a n d  p e rfo rm a n c e  sc o re s  fo r  e a c h  o f  th e  18 h o te l  s e rv ic e sc a p e  
a t t r ib u te s .  T h e  m e a n  ra t in g s  fo r  th e  im p o r ta n c e  o f  a t t r ib u te s  w e re  w ith in  th e  
r a n g e  f ro m  3 .2 5  to  4 .5 3 . T h e  m e a n  ra t in g s  fo r  th e  p e r fo rm a n c e  o f  th e  s a m e  
a t t r ib u te s  w e re  fo u n d  to  r a n g e  f ro m  3 .5 8  to  4 .0 3 . F ig u re  8 .7  p r e s e n ts  th e  
Im p o r ta n c e -p e r fo rm a n c e  m a tr ix  re s u l t in g  f ro m  th is  re s e a rc h . T h e  X -ax is  
r e p r e s e n ts  th e  p e rfo rm a n c e  sc o re s  re la y in g  to  c u s to m e rs ’ e x p e r ie n c e  o f  th e  18 
a t t r ib u te s .  T h e  Y -ax is r e p re s e n ts  th e  im p o r ta n c e  sc o re s  o f  th e  s a m e  i te m s . 
A c c o rd in g  to  W e b e r  ( 2 0 0 0 ) ,  th e  lo c a t io n  o f  th e  c ro s s -h a ir s  t h a t  d iv id e  th e  
m a tr ix  in to  q u a d ra n ts  is  c ritic a l s in c e  t h a t  d e te rm in e s  th e  in te r p r e ta t io n  o f  
th e  re s u lts . I n  th is  s tu d y , th e  m e a n  sc o re s  o f  im p o r ta n c e  a n d  p e r fo rm a n c e  
r a t in g s  w e re  u s e d  to  r e p r e s e n t  th e  c ro s s -h a ir s  o f  th e  m a tr ix . T h e  m e a n
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Im p o r ta n c e  ra t in g  fo r  th e  p o o le d  d a ta  w a s  3 .8 1  a n d  th e  m e a n  P e r fo rm a n c e  
ra t in g  w a s  3 .76 .
The P o ss ib le  O verk ill Q u a d ra n t
T h e  a n a ly s is  id e n tif ie d  th e  a t t r ib u te s  (2 ) ‘T h e  a m o u n t  o f  f re e  sp a c e  in  th e  
h o te l ’ a n d  (19) ‘T h e  p ra c tic a li ty  o f  th e  f lo o r in g ’ a s  b e in g  lo w  im p o r ta n c e  w ith  
re la tiv e ly  h ig h  p e rfo rm a n c e . I t  m e a n s  t h a t  th e  h o te ls  p e r fo rm  w ell o n  th e s e  
a t t r ib u te s  b u t  a  lo w  leve l o f  im p o r ta n c e  w a s  a s s ig n e d  to  th e s e  a t t r ib u te s .
The K eep  u p  th e  G ood  W o rk  Q u a d ra n t
(1) ‘T h e  fee lin g  o f  s p a c io u s n e ss ’, (8 )  ‘T h e  s ty le  o f  th e  f u rn i tu r e  u s e d ’, (13) ‘T h e  
f lo o r in g  D e s ig n ’, (21) ‘T e m p e ra tu re ’ a n d  (2 2 ) ‘H u m id ity ’ w e re  id e n tif ie d  in  
th is  q u a d ra n t .  I t  c a n  b e  in te r p re te d  t h a t  n o  f u r th e r  im p ro v e m e n t is  n e c e s s a ry  
fo r  th e s e  a t t r ib u te s  s in c e  th o s e  w e re  c o n s id e re d  s a tis fa c to ry  in  r e s p o n d e n ts ’ 
n e e d s .
The C o n cen tra te  H ere  Q u a d ra n t
T h e  ‘C o n c e n tra te  h e r e ’ c a p tu re d  fo u r  a t t r ib u te s  -  (17) ‘T h e  s p a c e  b e tw e e n  
f u rn i tu r e ’, (2 4 )  ‘N o ise  lev e ls ’, (2 6 ) ‘T h e  a m o u n t  o f  n a tu r a l  l ig h t’ a n d  (27 ) ‘T h e  
a rtif ic ia l l ig h t in g ’. T h e  re s u l t  sh o w n  s u g g e s ts  t h a t  sp e c ia l a t te n t io n  n e e d s  to  
b e  d ire c te d  to  th e s e  a t t r ib u te s .
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Figures.7 I PA Matrix o f  th e  18 Hotel Serv icescap e  item s
Variables
Mean
Importance
Mean
Performance
1 The fee l in g  o f  sp a c io u sn e ss 4.09 4.03
2 Free space in the hotel 3.77 3.93
8 Furniture Style 3.81 3.77
9 Fabrics 3.65 3.71
10 Picture & Photos 3.40 3.60
11 Ornament Style 3.25 3.58
12 Flowers & Plants 3.71 3.66
13 The flooring Design 3.82 3.81
14 Exterior 3.61 3.68
17 The sp a ce  b e t w e e n  furniture 3.89 3.76
18 Height o f  Tables & Chairs 3.69 3.74
19 Practicality o f  th e  f looring 3.78 3.83
21 Temperature 4.53 3.93
22 Humidity 4.23 3.86
24 Noise 4.13 3.73
25 Music 3.34 3.59
26 The a m o u n t  o f  Natural Light 4.11 3.72
27 The artificial lighting 3.83 3.76
Table 8 .1 5  M ean Im portance  P erform an ce  Ratings
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The L o w  P r io r i ty  Q u a d ra n t
(9 ) ‘T h e  fa b r ic s  u s e d ’, (10) ‘T h e  p ic tu re s  a n d  p h o to s  o n  d isp la y ’, (11) ‘T h e  s ty le  
o f  th e  o r n a m e n ts ’, (12) ‘T h e  u s e  o f  f lo w ers  a n d  p la n ts ’, (14) ‘T h e  d e s ig n  o f  th e  
h o te l 's  e x te r io r ’, (18) ‘T h e  h e ig h t  o f  th e  ta b le s  a n d  c h a ir s ’ a n d  (2 5 ) 
‘B a c k g ro u n d  m u s ic ’ w e re  in  th e  ‘L ow  p r io r i ty ’ q u a d r a n t  b e c a u s e  o f  th e  lo w e r  
im p o r ta n c e  a n d  p e r fo rm a n c e  ra tin g s .
8.6 R egression Analysis
S ta n d a rd  m u lt ip le  r e g re s s io n  w a s  e m p lo y e d  to  in v e s tig a te  th e  r e la t io n s h ip  
a m o n g  h o te l  se rv ic e sc a p e , e m o tio n a l  r e s p o n s e s  a s  w e ll a s  b e h a v io u ra l  
r e s p o n s e s  a n d  to  d e te rm in e  th e  m o s t  im p o r ta n t  f a c to r  t h a t  m a d e  a  s tro n g  
c o n tr ib u tio n  c o m p a re d  to  o th e r  fa c to rs .
8.6.1 Assumptions o f Multiple Regression
M u ltip le  re g re s s io n  is  o n e  o f  th e  s ta t is t ic a l  te c h n iq u e s  r e l ie s  u p o n  a  n u m b e r  
o f  a s s u m p tio n s  a b o u t  th e  v a r ia b le s  u s e d  in  th e  a n a ly s is . S pec ifica lly , th e  
a s s u m p tio n s  o f  s a m p le  size , m u ltic o llin e a r ity , o u tlie r s , n o rm a lity  a n d  
l in e a r i ty  w ill b e  d is c u s s e d  in  th e  fo llo w in g  p a ra g ra p h s .
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8.6.1.1 Sample Size
S a m p le  size  d e te rm in e s  w h e th e r  th e r e  is  a  s ig n if ic a n t r e la t io n s h ip  b e tw e e n  
th e  d e p e n d e n t  v a r ia b le  a n d  th e  s e t  o f  in d e p e n d e n t  v a r ia b le s  a n d  th e  is s u e  o f  
g e n e ra lisa b ility . T h e re fo re , s a m p le  s ize  is  a n  im p o r ta n t  c o n s id e ra t io n  to  
c o lle c t e n o u g h  d a ta  to  o b ta in  a  re l ia b le  re g re s s io n  m o d e l.
T h e re  a re  a  lo t  o f  g u id e lin e s  c o n c e rn in g  th e  n u m b e r  o f  c a se s  o r  s u b je c ts  
r e q u ir e d  fo r  m u ltip le  re g re s s io n . S te v e n s  (1 9 9 6 ) re c o m m e n d s  t h a t  a b o u t  15 
su b je c ts  p e r  p re d ic to r  a re  n e e d e d  fo r  a  re lia b le  e q u a tio n . F ie ld  ( 2 0 0 9 )  
s u p p o r ts  th is  ru le , su g g e s tin g  t h a t  th e r e  s h o u ld  b e  10 c a se s  o f  d a ta  fo r  e a c h  
p re d ic to r  in  th e  m o d e l, o r  15 ca se s  o f  d a ta  p e r  p re d ic to r . G re e n  (1991) g ives  a  
fo rm u la  fo r  c a lc u la tin g  a  m in im u m  s a m p le  s ize  o f  5 0  + 8 k , w h e re  k  is  th e  
n u m b e r  o f  in d e p e n d e n t  v a r ia b le s . C o h e n  a n d  C o h e n  (1 9 8 3 ) p ro v id e  a  u se fu l 
ta b le  sh o w in g  sa m p le  r e q u i r e d  fo r  u s e  o f  m u lt ip le  re g re s s io n  (se e  T a b le  8 .16 ). 
T o  in te r p r e t  th e  ta b le , fo r  e x a m p le , i f  th e  r e s e a rc h e r  h a s  tw o  in d e p e n d e n t  
v a r ia b le s  a n d  se le c ts  5 0  su b je c ts , R  S q u a re  v a lu e s  o f  19% a n d  ab o v e . I f  th e  
s a m p le  s ize  is  in c re a s e d  to  2 5 0 , R  S q u a re  v a lu e  is  4%  a n d  i f  in c re a s e d  to  5 0 0  
th e  R  S q u a re  v a lu e  is  3% . I t  m e a n s  t h a t  th e  la rg e r  th e  s a m p le  size , t h e  g re a te r  
l ik e lih o o d  o f  o b ta in in g  a  s ig n if ic a n t r e la t io n s h ip  b e tw e e n  th e  d e p e n d e n t  
v a r ia b le  a n d  th e  tw o  in d e p e n d e n t  v a ria b le s .
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Sample Size
Number of independent Variab es
2 5 10 20
20 39 48 64 NA
50 19 23 29 42
100 10 12 15 21
250 4 5 6 8
500 3 4 5 9
1000 1 1 2 2
Significance Level alpha = 0.05
Table 8.16 Sample Size Required for Use of Multiple regression 
(Source: Cohen and Cohen, 1983)
I f  b a s e d  o n  S te v e n s  (1996 ) a n d  F ie ld  ( 2 0 0 9 )  re c o m m e n d a tio n , th is  s tu d y  
re q u ire s  5 0  o r  75 c a se s  s in c e  th e  p r e s e n t  s tu d y  h a s  five  h o te l  se rv ic e sc a p e  
fa c to rs  a s  in d e p e n d e n t  v a ria b le s . I f  d e p e n d in g  o n  G re e n ’s (1991) fo rm u la , i t  
n e e d s  9 0  cases . A c c o rd in g  to  C o h e n  a n d  C o h e n  (1 9 8 3 ) ta b le , i f  th e  s a m p le  
size  is  2 0  fo r  th is  s tu d y , th e  R  S q u a re  v a lu e  h a s  to  b e  4 8 %  a n d  a b o v e  to  b e  
s ig n if ic a n t a n d  i f  th e  s a m p le  s ize  is  in c re a s e d  to  5 0 0 , th e  R  S q u a re  v a lu e  is  
4%  w h ic h  m e a n s  t h a t  a n y  re la t io n s h ip  o f  5%  a n d  a b o v e  w ill b e  s ig n if ic a n t. 
T h e  sa m p le  s ize  u s e d  fo r  th is  s tu d y  w a s  6 9 6  ca se s  a n d  th u s  i t  w ill su ff ice  w ith  
5 in d e p e n d e n t  v a r ia b le s . M o re o v e r, r e s u l ts  a n d  f in d in g s  o f  th is  s tu d y  c a n  b e  
g e n e ra lis e d  o u ts id e  o f  th e  s a m p le  a n d  h a v e  sc ie n tif ic  v a lu e .
8.6.1.2 Multicollinearity
M u ltic o llin e a rity  re fe rs  to  th e  s i tu a t io n  in  w h ic h  th e  in d e p e n d e n t  v a r ia b le s  
a re  v e iy  h ig h ly  c o r re la te d  w ith  e a c h  o th e r . H a ir  e t  a l. ( 2 0 0 2 )  s ta te  t h a t  th e  
e ffec t o f  h ig h  lev e ls  o f  m u ltic o llin e a r ity  is  to  m a k e  i t  d iff ic u lt  o r  im p o s s ib le  fo r  
th e  re g re s s io n  e q u a tio n  to  s e p a ra te  o u t  th e  in d e p e n d e n t  c o n tr ib u t io n s  o f  th e
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in d e p e n d e n t  o r  p r e d ic to r  v a ria b le s . O n e  w ay  o f  id e n tify in g  m u ltic o llin e a r ity  
is  to  s c a n  th e  P e a r s o n ’s r  in  a  c o rre la t io n  m a tr ix  o f  a ll o f  th e  in d e p e n d e n t  
v a r ia b le s  a n d  c h e c k  w h e th e r  a n y  v a r ia b le s  sh o w  re la tio n s h ip  a t  o r  in  excess 
o f  .8 0 .
SPSS a lso  p ro d u c e s  c o ll in e a r ity  d ia g n o s tic s . I n  th e  s e c tio n  w ith  th e  h e a d in g  
‘C o e ffic ien ts’, tw o  v a lu e s  a re  g iven : T o le ra n c e  a n d  V IF  (v a r ia n c e  in f la tio n  
fa c to r) . T o le ra n c e  is  a n  in d ic a to r  o f  h o w  m u c h  o f  th e  v a r ia b il i ty  o f  th e  
sp e c if ie d  in d e p e n d e n t  is  n o t  e x p la in e d  b y  th e  o th e r  in d e p e n d e n t  v a r ia b le s  in  
th e  m o d e l (P a lla n t, 2 0 0 7 ) . W h e n  th e  to le ra n c e  is  lo w  ( le ss  t h a n  .10), th e  
m u lt ip le  c o rre la t io n  is  h ig h  a n d  th e r e  is  th e  p o ss ib ili ty  o f  m u ltic o llin e a r ity . 
T h e  V IF  is  c a lc u la te d  a s  1 d iv id e d  b y  th e  to le ra n c e  lev e l fo r  t h a t  in d e p e n d e n t  
v a r ia b le  a n d  in d ic a te s  w h e th e r  a n  in d e p e n d e n t  v a r ia b le  h a s  a  s tro n g  h a s  a  
s tro n g  l in e a r  r e la t io n s h ip  w ith  th e  o th e r  in d e p e n d e n t  v a r ia b le (s ) . V IF  v a lu e  
a b o v e  10 im p lie s  d e f in ite  e x is te n c e  o f  m u ltic o llin e a r ity .
F o r  th e  p r e s e n t  s tu d y , e a c h  c o rre la t io n  m a tr ix  o f  r e g re s s io n  m o d e ls  w a s  
sc a n n e d . P e a rs o n  C o rre la tio n  M a tr ix  fo r  e a c h  o f  th e  r e g re s s io n  m o d e ls  
re v e a le d  th a t  th e  c o rre la t io n s  b e tw e e n  th e  in d e p e n d e n t  v a r ia b le s  d id  n o t  
e x c ee d  0 .8 0  o r  m o re . C o llin e a rity  s ta t is t ic s  w e re  a lso  e x a m in e d  fo r  a ll o f  th e  
re g re s s io n  m o d e ls . T h e  to le ra n c e  v a lu e  fo r  e a c h  in d e p e n d e n t  v a r ia b le  o f  a ll 
re g re s s io n  m o d e ls  w a s  g re a te r  t h a n  .10 a n d  V IF  v a lu e s  fo r  a ll in d e p e n d e n t  
v a r ia b le s  in  e a c h  re g re s s io n  m o d e l w e re  w ell b e lo w  th e  c u t-o f f  o f  10. 
T h e re fo re , i t  c a n  b e  c o n c lu d e d  th a t  th e r e  is  n o  v io la tio n  o f  th e  
m u ltic o llin e a r ity  a s s u m p tio n .
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8.6.1.3 Outliers
A n  o u tl ie r  c a n  b e  d e f in e d  a s  a  s c o re  v e ry  d if fe re n t f ro m  th e  r e s t  o f  th e  d a ta . 
A n a ly ses  b a s e d  in  c o rre la t io n s  s u c h  a s  m u lt ip le  re g re s s io n  a n d  s tru c tu r a l  
e q u a tio n  m o d e llin g  a re  v u ln e ra b le  to  o u tlie rs , p a r t ic u la r ly  in  sm a ll  sa m p le s . 
W ith  la rg e  sa m p le s , i t  is  n o t  u n c o m m o n  to  f in d  a  n u m b e r  o f  o u tlie r s .
T h e re  a re  s e v e ra l s ta t is t ic s  t h a t  c a n  h e lp  to  d e te rm in e  w h e th e r  th e  re g re s s io n  
m o d e l is  b ia s e d  b y  a  few  in f lu e n tia l  c a ses . O n e  s ta t is t ic  is  th e  a d ju s te d  
p re d ic te d  v a lu e . I t  is  a  p re d ic tio n  o f  th e  g iv en  o b s e rv a tio n  w h e n  a  p a r t ic u la r  
ca se  is  d e le te d  f ro m  th e  d a ta  se t, a n d  h e n c e  n o t  u s e d  in  th e  e s t im a t io n  o f  th e  
re g re s s io n  e q u a tio n  p a ra m e te rs .  I f  a  c a se  d o e s  n o t  e x e r t  a  la rg e  in f lu e n c e  o v e r  
th e  m o d e l, th e  a d ju s te d  p re d ic te d  v a lu e  w o u ld  b e  v e ry  s im ila r  to  th e  
p re d ic te d  v a lu e  w h e n  th e  c a se  is  in c lu d e d  (F ie ld , 2 0 0 9 ) .
O u tlie rs  c a n  a lso  b e  id e n tif ie d  b y  in sp e c t in g  th e  M a h a la n o b is  d is ta n c e s  a n d  
th e  v a lu e  fo r  C ook ’s d is ta n c e . T h e  M a h a la n o b is  d is ta n c e s  m e a s u r e  th e  
d is ta n c e  o f  c a se s  f ro m  th e  m e a n (s )  o f  th e  in d e p e n d e n t  v a r ia b le (s )  b a s e d  o n  a  
c h i- s q u a re  d is tr ib u t io n , a s se s s e d  u s in g  a n  a lp h a  lev e l o f  .0 0 1 . U s in g  
T a b a c h n ic k  a n d  F id e ll’s (2 0 0 7 )  g u id e lin e s , so m e  o f  th e  c r it ic a l c h i- s q u a re  
v a lu e s  a re  sh o w n  in  T a b le  8.17. T h e  m u lt ip le  re g re s s io n  p ro g ra m m e  p ro d u c e s  
a  n e w  c o lu m n  a t  th e  e n d  o f  th e  d a ta  file  c o n ta in in g  a  M a h a la n o b is  d is ta n c e s  
v a lu e  fo r  e a c h  s u b je c t  b a s e d  u p o n  th e  sp e c if ic  v a r ia b le s  e n te r e d  in to  th e  
a n a ly s is . I f  a  M a h a la n o b is  d is ta n c e s  s c o re  ex c ee d s  a  c r it ic a l v a lu e , i t  is  
c o n s id e re d  a n  o u tlie r .
231
No. Independent Variables Critical Value
2 13.82
3 16.27
4 18.47
5 20.52
6 22.46
7 24.32
8 26.13
9 27.88
10 29.59
Table 8.17 Critical Values for Evaluating Mahalanobis distance Values 
(Source: Pallant, 2007, p.280)
C ook’s d is ta n c e  c o n c e rn s  th e  e ffec t o f  a  s in g le  c a se  o n  th e  m o d e l a s  a  w h o le . 
A c c o rd in g  to  T a b a c h n ic k  a n d  F id e ll (2 0 0 7 ) , c a se s  w ith  C o o k ’s  d is ta n c e  v a lu e s  
la rg e r  t h a n  1 a re  a  p o te n t ia l  p ro b le m .
T h e  o th e r  in fo rm a t io n  in  th e  o u tp u t  c o n s id e r in g  u n u s u a l  c a se s  is  in  th e  ta b le  
t i t le d  C asew ise  D ia g n o s tic s . T h is  sh o w s  a n y  c a se s  t h a t  h a v e  a  s ta n d a r d iz e d  
re s id u a l  le s s  t h a n  -3  o r  g re a te r  t h a n  3 . I n  a n  o rd in a ry  s a m p le , i t  is  e x p e c te d  
th a t  1 % o f  ca se s  fa ll o u ts id e  th is  ra n g e  (P a lla n t, 2 0 0 7 ) .
T h e re  a re  o p t io n s  fo r  d e a lin g  w ith  o u tlie rs . O u tl ie rs  c a n  b e  re m o v e d  f ro m  th e  
d a ta  file , o r  re c o d e d  to  a  v a lu e  t h a t  is  n o t  so  e x tre m e . S o m e  s ta t is t ic s  e x p e r ts  
re c o m m e n d  t r a n s fo rm in g  th e  v a r ia b le  to  c h a n g e  th e  s h a p e  o f  th e  d is t r ib u t io n  
to  b e  m o re  n o rm a l s in c e  o u tl ie r s  t e n d  to  sk e w  th e  d is t r ib u t io n . I t  is  a lso  
p o ss ib le  to  r u n  th e  re g re s s io n  a n a ly se s  w ith  a n d  w i th o u t  o u tlie r s . T h e re  
w o u ld  b e  so m e  d e g re e  o f  d iffe re n c e  a n d  th is  d iffe re n c e  w o u ld  te l l  u s  h o w  
m u c h  in flu e n c e  o u tlie r s  h a v e  o n  th e  p a ra m e te r s  o f  th e  r e g re s s io n  m o d e l.
I n  th is  s tu d y , a ll o f  th e  r e g re s s io n  m o d e ls  w e re  e x a m in e d  fo r  th e  p r e s e n c e  o f  
o u tlie rs . F irs t , th e  a d ju s te d  p re d ic te d  v a lu e  fo r  e a c h  o f  th e  r e g re s s io n  m o d e ls  
w a s  a s se s se d . T h e  d iffe re n c e  b e tw e e n  th e  a d ju s te d  p r e d ic te d  v a lu e  a n d  th e
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p re d ic tiv e  v a lu e  fo r  a ll re g re s s io n  m o d e ls  w a s  q u ite  sm a ll (e.g . 4 .71 a n d  4 .7 3 , 
5 .2 7  a n d  5 .2 9 , 4 .8 2  a n d  4 .8 3 ) . T h is  s u g g e s ts  t h a t  th e  m o d e ls  a re  s ta b le  
w h e th e r  o r  n o t  o u t lie r s  w e re  u s e d  to  c a lc u la te  th e  m o d e ls  a n d  o u tl ie r s  d o  n o t  
c a rry  m u c h  in f lu e n c e  in  th e  m o d e ls .
S eco n d , th e  v a lu e  o f  C ook ’s D is ta n c e  fo r  e a c h  re g re s s io n  m o d e l w a s  in sp e c te d . 
N o n e  o f  th e  v a lu e s  o f  C ook ’s D is ta n c e  in  th is  d a ta  w a s  >1, s u g g e s tin g  n o  
o b v io u s  in f lu e n tia l  d a ta  p o in t.
T h ird , th e  M a h a la n o b is  d is ta n c e  sc o re s  fo r  e a c h  re g re s s io n  e q u a tio n  w e re  
e x a m in e d . I n  th is  s tu d y , five  o r  tw o  in d e p e n d e n t  v a r ia b le s  w e re  in c lu d e d  in  
th e  m u lt ip le  re g re s s io n  a n a ly se s . T h e re fo re , c a se s  w ith  v a lu e s  la r g e r  t h a n  
2 0 .5 2  w ith  five  in d e p e n d e n t  v a r ia b le s  a n d  v a lu e s  a b o v e  13 .82 , in  th e  c a se  o f  
tw o  in d e p e n d e n t  v a r ia b le s  w e re  c a u se  fo r  c o n c e rn . T h e  m in im u m  a n d  
m a x im u m  n u m b e r  o f  ca se s  t h a t  h a v e  sc o re s  e x c ee d in g  th e  c r it ic a l c h i- s q u a re  
v a lu e  w e re  b e tw e e n  2  a n d  11 c ases . I t  w a s  d e c id e d  to  r u n  th e  r e g re s s io n  
a n a ly se s  w ith  o u t lie r s  a n d  th e n  r e r u n  th e  a n a ly se s  w i th o u t  o u t lie r s  to  s e e  h o w  
m u c h  th e y  in f lu e n c e  th e  o u tc o m e  o f  th e  a n a ly se s . T h e re  w e re  n o  s ig n if ic a n t 
d iffe re n c e s  b e tw e e n  th e  r e s u l ts  in  th e  tw o  re g re s s io n  e q u a tio n s . F u r th e rm o re ,  
th e  v a lu e s  in  th e  tw o  e q u a tio n s  w e re  n o t  to o  d iffe re n t.
L astly , th e  C asew ise  D ia g n o s tic s  ta b le  fo r  e a c h  re g re s s io n  m o d e l w a s  
in sp e c te d . A s m e n t io n e d  e a r l ie r , in  a n  o rd in a ry  s a m p le  i t  is  e x p e c te d  99 %  o f  
c a se s  to  h a v e  s ta n d a rd is e d  re s id u a ls  w ith in  a b o u t  ± 3 . T h is  s tu d y  h a d  a  
sa m p le  o f  6 9 6 , th e re fo re  i t  is  r e a s o n a b le  to  e x p e c t a b o u t  7 c a se s  (1%) to  h a v e  
s ta n d a r d is e d  re s id u a ls  o u ts id e  o f  th e s e  l im its . I n  so m e  re g re s s io n  e q u a tio n s , 
n o  c a se s  (0% ) w e re  fo u n d  a n d  in  s o m e  re g re s s io n  e q u a tio n s , 5 (0 .7 2 % ) to  8
233
( i . i5 % )  c a se s  w e re  fo u n d . T h e re fo re , i t  c a n  b e  c o n c lu d e d  t h a t  th e s e  o u tlie r s  
g av e  n o  c a u se  fo r  c o n c e rn  w ith  6 9 6  cases .
F ro m  a ll th e s e  c o n s id e ra t io n s , i t  h a s  b e e n  a s s u m e d  t h a t  th e r e  is  n o  n e e d  to  
d e le te  o u t l ie r s  s in c e  th e y  d o  n o t  h a v e  a  la rg e  e ffec t o n  th e  re g re s s io n  a n a ly s is . 
O b v iously , o u t l ie r s  a re  j u s t  u n u s u a l  v a lu e s , n o t  e r ro r s .  P a l la n t  (2 0 0 7 )  
su g g e s ts  t h a t  i f  th e r e  a re  o n ly  a  few  o u tlie r s , i t  m a y  n o t  b e  n e c e s s a ry  to  ta k e  
a n y  a c tio n . Q u in n  a n d  K eo u g h  (2 0 0 2 )  a rg u e  t h a t  o u t l ie r s  w o u ld  o n ly  b e  
d e le te d  w h e n  th e  r e s e a rc h e r  h a v e  a  p r io r i  r e a s o n s  to  d o  so  - d ro p p in g  
o b s e rv a tio n s  j u s t  b e c a u s e  th e y  a re  m e s s y  o r  re d u c e  th e  c h a n c e  o f  g e tt in g  a  
s ig n if ic a n t r e s u l ts  is  u n e th ic a l .
8.6.1.4 Normality, Linearity and Homoscedasticity
I t  is  a s s u m e d  in  m u lt ip le  re g re s s io n  t h a t  r e s id u a ls  in  th e  m o d e l a re  n o rm a lly  
d is t r ib u te d  v a r ia b le s  a n d  o f  c o n s ta n t  v a r ia n c e  o v e r  s e ts  o f  v a lu e s  o f  th e  
in d e p e n d e n t  v a ria b le s . I n  o rd e r  to  a s se s s  n o rm a lity  o f  th e  d is t r ib u t io n  o f  
re s id u a ls , th e  N o rm a l P ro b a b il ity  P lo t  o f  R e g re ss io n  S ta n d a rd is e d  R e s id u a l 
c a n  b e  ch e ck e d . F o r  d a ta  f ro m  a  n o rm a l d is t r ib u t io n , n o rm a l  p ro b a b il ity  p lo ts  
s h o u ld  a p p ro x im a te  s tr a ig h t  d ia g o n a l l in e s  f ro m  b o t to m  le f t  to  to p  r ig h t. 
L in e a r ity  re fe rs  to  th e  d e g re e  to  w h ic h  th e  c h a n g e  in  th e  d e p e n d e n t  v a r ia b le  is  
r e la te d  to  th e  c h a n g e  in  th e  in d e p e n d e n t  v a r ia b le s  (S a u n d e rs  e t  a l., 2 0 0 9 ) .  I f  
th e  re la t io n s h ip  b e tw e e n  in d e p e n d e n t  v a r ia b le s  a n d  th e  d e p e n d e n t  v a r ia b le  is  
n o t  l in e a r , th e  r e s u l ts  o f  th e  re g re s s io n  a n a ly s is  w ill u n d e r - e s t im a te  th e  t r u e  
re la t io n s h ip  (O sb o rn e  a n d  W a lte rs , 2 0 0 3 ) . L in e a r ity  c a n  b e  e x a m in e d  f ro m  a  
s c a t te rp lo t  o f  re s id u a ls . I n  th e  s c a t te r p lo t  o f  th e  s ta n d a r d is e d  re s id u a ls ,  th e
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r e s id u a ls  s h o u ld  b e  ro u g h ly  re c ta n g lu la r ly  d is t r ib u te d , w ith  m o s t  o f  th e  
sc o re s  c o n c e n tra te d  in  th e  c e n tre  (P a lla n t, 2 0 0 7 ) .
T h e  e x te n t  to  w h ic h  th e  d a ta  v a lu e s  fo r  th e  d e p e n d e n t  a n d  in d e p e n d e n t  
v a r ia b le s  h a v e  e q u a l is  k n o w n  as  h o m o sc e d a s tic i ty  (S a u n d e rs  e t  a l., 2 0 0 9 ) . 
T h is  m e a n s  t h a t  th e  re s id u a ls  a t  e a c h  lev e l o f  th e  in d e p e n d e n t  v a r ia b le (s )  
s h o u ld  h a v e  th e  s a m e  v a r ia n c e  (F ie ld , 2 0 0 9 ) .  V io la tin g  a s s u m p tio n  o f  
h o m o sc e d a s tic i ty  d o e s  n o t  b ia s  th e  re g re s s io n  c o e ff ic ien t a n d  th e  re g re s s io n  
c o e ff ic ien t c a n  b e  sa fe ly  u se d . H o w ev er, i t  d o e s  v io la te  th e  s ta n d a r d  e r r o r  a n d  
th u s  s ig n if ic a n c e  lev e ls  a re  in c o rre c t .
T h e se  a s s u m p tio n s  w e re  c h e c k e d  b y  v isu a lly  in sp e c t in g  th e  N o rm a l P -P lo t  o f  
R e g re ss io n  S ta n d a rd is e d  R e s id u a l, th e  H is to g ra m  a n d  th e  S c a tte rp lo t  fo r  a ll 
re g re s s io n  m o d e ls . A ll n o rm a l  p ro b a b il ity  p lo ts  w e re  a p p ro x im a te ly  s tr a ig h t  
d ia g o n a l l in e s  f ro m  b o t to m  le f t  to  to p  r ig h t  a n d  a ll p o in ts  la y  o n  th e  lin e s . 
C u rv es  o n  th e  h is to g ra m s  w h ic h  sh o w  th e  s h a p e  o f  th e  d is t r ib u t io n  w e re  n o t  
sk ew ed . I n  a ll s c a t te r e d  re s id u a l  p lo ts , th e  r e s id u a ls  w e re  d is t r ib u te d  
r a n d o m ly  a b o u t  th e  0  p o in t  a n d  d id  n o t  s h o w  a  t r ia n g u la r - s h a p e d  p a t te rn .  I t  
in d ic a te s  a  s i tu a tio n  in  w h ic h  th e  a s s u m p tio n s  o f  l in e a r i ty  a n d  
h o m o sc e d a s tic i ty  h a v e  b e e n  m e t.
8.6.2 Interpretation o f Multiple Regression Results
I n te r p re ta t io n  o f  m u ltip le  re g re s s io n  re s u l ts  fo c u se s  o n  d e te rm in in g  th e  
a d e q u a c y  o f  th e  re g re s s io n  m o d e l t h a t  h a s  b e e n  d e v e lo p e d . O u tp u t  c a n  b e  
d iv id e d  in to  th r e e  p a r ts :  M o d e l S u m m a ry , A N O V A  a n d  C o effic ien ts . I n  th e  
M o d e l S u m m a ry  ta b le , R 2 r e p re s e n ts  h o w  m u c h  o f  th e  v a r ia n c e  in  th e
235
d e p e n d e n t  v a r ia b le  is  e x p la in e d  b y  th e  m o d e l. R 2 ra n g e s  f ro m  z e ro  to  o n e  a n d  
a  la rg e r  R 2 in d ic a te s  a  s tro n g e r  r e la t io n s h ip  b e tw e e n  th e  in d e p e n d e n t  
v a r ia b le s  a n d  th e  d e p e n d e n t  v a r ia b le  o f  in te r e s t .  W h e n  m u lt ip l ie d  b y  1 00 , R 2 
c a n  b e  in te r p re te d  a s  th e  p e rc e n ta g e  o f  v a r ia t io n  in  th e  d e p e n d e n t  v a r ia b le  
t h a t  c a n  b e  e x p la in e d  b y  th e  e s t im a te d  re g re s s io n  e q u a tio n .
T h e  A N O V A  ta b le  te l ls  u s  w h e th e r  th e  m o d e l is  a  s ig n if ic a n t f i t  o f  th e  d a ta  
ov e ra ll. I t  p r e s e n ts  F - te s t  a n d  i ts  s ig n if ic a n c e  lev e l ( in  th e  c o lu m n  la b e lle d  
S ig .). F - te s t  is  u s e d  to  f in d  o u t  th e  o v e ra ll p ro b a b il ity  o f  th e  r e la t io n s h ip  
b e tw e e n  th e  d e p e n d e n t  v a r ia b le  a n d  a ll th e  in d e p e n d e n t  v a r ia b le s  o c c u rr in g  
b y  c h a n c e . I f  th e  v a lu e  o f  F  is  s ta t is t ic a lly  s ig n if ic a n t a t  a  leve l o f  0 .0 5  o r  le ss , 
th is  su g g e s ts  a  l in e a r  re la t io n s h ip  a m o n g  th e  v a r ia b le s  a n d  th e re fo re  th e  
m o d e l s ig n if ic a n tly  p re d ic t  th e  d e p e n d e n t  v a ria b le . T h e  c r i te r io n  o f  .0 5  
m e a n s  t h a t  i f  th e r e  is  o n ly  a  5%  c h a n c e  o f  s o m e th in g  o c c u rr in g  b y  c h a n c e  
th e n  i t  c a n  b e  a c c e p te d  a s  a  g e n u in e  effec t.
T h e  C o effic ien ts  ta b le  r e p o r ts  s ta n d a rd is e d  co e ff ic ien ts  (B e ta  o r  (3), t -v a lu e  
a n d  p -v a lu e . S ta n d a rd is e d  co e ff ic ien t (p )  is  a  v a lu e  fo r  th e  re g re s s io n  
e q u a tio n  i f  a ll o f  th e  v a r ia b le s  a re  s ta n d a rd iz e d  to  h a v e  a  m e a n  o f  z e ro  a n d  a  
s ta n d a r d  d e v ia tio n  o f  o n e . By p u t t in g  a ll o f  th e  v a r ia b le s  o n  th e  s a m e  sc a le  
b e fo re  ru n n in g  re g re s s io n , i t  is  p o ss ib le  to  c o m p a re  th e  m a g n i tu d e  o f  th e  
co e ff ic ien ts  to  se e  w h ic h  o n e  h a s  m o re  o f  a n  e ffec t. T h e  h ig h e r  p v a lu e  th e  
g re a te r  th e  im p a c t  o f  th e  in d e p e n d e n t  v a r ia b le  o n  th e  d e p e n d e n t  v a r ia b le .
T h e  t-v a lu e s  in  th e  c o e ffic ien ts  ta b le  in d ic a te  w h e th e r  th e  in d e p e n d e n t  
v a r ia b le s  m a k e  a  s ig n if ic a n t c o n tr ib u tio n  to  th e  m o d e l. G e n e ra lly , a  t -v a lu e  o f  
2 o r  h ig h e r  in d ic a te s  s ta t is t ic a l  s ig n if ic a n ce . I f  th e  p -v a lu e  (S ig .) is  le s s  
t h a n  .0 5 , th e  v a r ia b le  is  m a k in g  a  s ig n if ic a n t u n iq u e  c o n tr ib u t io n  to  th e
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p re d ic tio n  o f  th e  d e p e n d e n t  v a ria b le . T h e  s m a lle r  th e  v a lu e  o f  Sig. a n d  th e  
la rg e r  th e  v a lu e  o f  t ,  th e  g re a te r  th e  c o n tr ib u tio n  o f  th a t  in d e p e n d e n t  v a r ia b le  
(F ie ld , 2 0 0 9 ) .
8.6.3 Results o f Multiple Regression
T o  e x p lo re  th e  re la t io n s h ip  a m o n g  th e  five  h o te l  s e rv ic e sc a p e  d im e n s io n s , 
c u s to m e rs ’ e m o tio n a l s ta te s  a n d  b e h a v io u ra l  r e s p o n s e s  a n d  th e  c o n tr ib u t io n  
o f  e a c h  h o te l  se rv ic e sc a p e  d im e n s io n  to  p le a s u re  a n d  a ro u s a l  a n d  to  
b e h a v io u ra l  re s p o n s e , s ta n d a r d  m u lt ip le  re g re s s io n  w a s  p e rfo rm e d . T h e  
re g re s s io n  m o d e ls  h a d  five  h o te l  s e rv ic e sc a p e  d im e n s io n s  ( a e s th e t ic  q u a lity , 
fu n c tio n a lity , a tm o s p h e re , s p a c io u s n e ss  a n d  p h y s io lo g ica l c o n d it io n s )  a s  
in d e p e n d e n t  v a r ia b le s  , tw o  e m o tio n a l  re s p o n s e  d im e n s io n s  (p le a s u re  a n d  
a ro u s a l)  a s  m e d ia tin g  v a r ia b le s  a n d  to w  b e h a v io u ra l  re s p o n s e  d im e n s io n s  
( fa v o u ra b le  b e h a v io u rs  a n d  p ro p e n s i ty  to  s p e n d )  a s  d e p e n d e n t  v a ria b le s . 
T e s tin g  h y p o th e s e s  re lie s  o n  se v e n  re g re s s io n  a n a ly se s .
T o  c o n d u c t  r e g re s s io n  a n a ly se s , th e  p e r fo rm a n c e  sc o re s  f ro m  th e  18 h o te l  
se rv ic e sc a p e  a t t r ib u te s  w e re  u s e d  s in c e  th e  e m o tio n a l re s p o n s e s  a n d  
b e h a v io u ra l  r e s p o n s e s  a re  b a s e d  o n  th e  r e s u l ts  o f  th e  h o te l  s e rv ic e sc a p e  
a t t r ib u te s ’ p e rfo rm a n c e .
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8 .6 .3 1  Relationship between Hotel Servicescape and 
Pleasure
T o te s t  th e  r e la t io n s h ip  b e tw e e n  th e  five  h o te l  se rv ic e sc a p e  d im e n s io n s  a n d  
‘P le a s u re ’, t h e  fo llo w in g  h y p o th e s e s  w e re  g e n e ra te d :
H ia: ‘A esthetic qu a lity9 o f  hotel servicescape w ill positive ly  affect 
‘p leasu re9.
H ib: ‘Functionality9 o f  hotel servicescape w ill positive ly  effect 
‘p leasu re9.
H ie: ‘A tm osphere9 o f  hotel servicescape w ill p o sitive ly  affect ‘p leasu re9. 
H id: ‘Spaciousness9 o f  hotel servicescape w ill positive ly  affect 
‘p leasu re9.
H ie: ‘Physiological conditions9 o f  hotel servicescape w ill p o sitive ly  
affect ‘p leasu re9.
T o  t e s t  th e s e  h y p o th e s e s , m u lt ip le  re g re s s io n  w a s  u s e d . A s s e e n  in  T a b le  8 .18 , 
th e  o v e ra ll m o d e l s ig n if ic a n tly  p re d ic ts  th e  d e p e n d e n t  v a r ia b le  (F -ra tio  = 
1 2 2 .2 0 9 ; Sig = .0 0 0 ) .  I n  o th e r  w o rd s , th e  r e s u l ts  o f  th e  e q u a tio n  h a rd ly  c o u ld  
h a v e  o c c u rre d  b y  c h a n c e . R 2= .5 0 4  in d ic a te s  t h a t  th is  m o d e l a c c o u n ts  fo r  
5 0 .4 %  o f  v a r ia n c e  in  p le a s u re . T h e  la rg e s t  b e ta  c o e ff ic ien t ((3) is  .3 0 4  
( s ig n if ic a n t a t  th e  .0 0 0  lev e l), w h ic h  is  fo r  ‘S p a c io u s n e s s ’. T h is  m e a n s  t h a t  
‘S p a c io u sn e ss ’ m a k e s  th e  s tro n g e s t  u n iq u e  c o n tr ib u t io n  to  e x p la in in g  
‘p le a s u re ’. T h e  (3 v a lu e  fo r  ‘A tm o s p h e re ’ w a s  lo w e r  ( .194 ), in d ic a tin g  t h a t  i t  
m a d e  le s s  o f  a  c o n tr ib u tio n . T h e  (3 v a lu e  fo r  ‘F u n c tio n a li ty ’ w a s  th e  lo w e s t  
( .0 4 2 )  a n d  w a s  n o t  s ig n if ic a n t (p ro b a b ili ty  lev e l o f  .3 5 8 , w h ic h  is  la r g e r  t h a n
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o .o s ) .  B a se d  o n  th e s e  re s u l ts ,  i t  c a n  b e  c o n c lu d e d  th a t  o n ly  fo u r  (‘A e s th e tic  
q u a li ty ’, ‘A tm o s p h e re ’, ‘S p a c io u sn e ss ’ a n d  ‘P h y sio lo g ica l c o n d it io n s ’) o f  th e  
five  d im e n s io n s  c o n tr ib u te d  to  th e  m o d e l. H e n c e , H ia , H ie , H id  a n d  H ie  
a re  a c c e p te d  b u t  H ib  is  re je c te d .
Independent Variables
Dependent Variable: Pleasure
6 t-value p-value
Aesthetic quality .185 3.786 .000
Functionality .042 .920 .358
Atmosphere .194 4.298 .000
Spaciousness .304 8.263 .000
Physiological
Conditions
.148 4.157 .000
R2=.504 F= 122.209 Sig.=000
Table 8.18 Regression summary: Five Hotel Servicescape Dimensions and Pleasure
S.6.3.2 Relationship between Hotel Servicescape and 
Arousal
T h e  s e c o n d  re g re s s io n  m o d e l a s se s s e s  th e  r e la t io n s h ip  b e tw e e n  th e  five  h o te l  
se rv ic e sc a p e  d im e n s io n s  a n d  ‘A ro u s a l’ a n d  th e  fo llo w in g  h y p o th e s e s  w e re  
g e n e ra te d :
H za: ‘A esthetic qu a lity ’ o f  hotel servicescape w ill p o sitive ly  affect 
‘arousal9.
Hsh: ‘Functionality9 o f  hotel servicescape w ill p o sitive ly  affect ‘arou sa l9. 
Hsc: ‘A tm osphere9 o f  hotel servicescape w ill p o sitive ly  effect ‘arou sa l9. 
H sd: ‘Spaciousness9 o f  hotel servicescape w ill p o sitive ly  affect ‘arou sal9.
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H se: ‘Physiological conditions9 o f  hotel servicescape w ill positive ly  
affect ‘arousal9,
A  s u m m a ry  o f  th e  r e s u l ts  is  p r e s e n te d  in  T a b le  8 .19 . T h e  F - te s t  w as  5 0 .2 3 7  
w ith  a  s ig n if ic a n ce  o f  .0 0 0 . T h is  m e a n s  t h a t  th e  p ro b a b il ity  o f  th e s e  r e s u l ts  
o c c u rr in g  b y  c h a n c e  w a s  le s s  t h a n  0 .0 0 0 5 .  T h e re fo re , a  s ig n if ic a n t 
re la t io n s h ip  w a s  p r e s e n t  b e tw e e n  th e  five  h o te l  s e rv ic e sc a p e  d im e n s io n s  a n d  
‘A ro u sa l’. T h e  R 2 v a lu e  o f  .2 9 8  in d ic a te s  t h a t  th is  m o d e l a c c o u n ts  fo r  a b o u t  
3 0%  o f  v a r ia n c e  in  ‘A ro u s a l’. ‘A e s th e tic  q u a li ty ’ m a k e s  th e  s tro n g e s t  u n iq u e  
c o n tr ib u tio n  to  e x p la in in g  ‘A ro u s a l’(p = .2 2 3 , S ig .= .o o o ) . T h e  t - t e s t  r e s u l ts  fo r  
th e  in d e p e n d e n t  v a ria b le s , ‘A e s th e tic  q u a li ty ’, ‘A tm o s p h e re ’, ‘S p a c io u s n e s s ’ 
a n d  ‘P h y sio lo g ica l c o n d it io n s ’ w e re  3 .8 1 3 , 3 .3 3 0 , 3 .7 8 9  a n d  2 .5 8 0 , 
re sp e c tiv e ly . T h e  p ro b a b il ity  o f  th e s e  r e s u l ts  o c c u rr in g  b y  c h a n c e  w a s  le s s  
t h a n  0 .0 5 . T h is  m e a n s  t h a t  th e  re g re s s io n  co e ff ic ien ts  fo r  th e s e  v a r ia b le s  
w e re  s ta t is t ic a lly  s ig n if ic a n t a t  th e  p < 0 .0 5  level. T h e  t-v a lu e  fo r  
‘F u n c tio n a li ty ’ w a s  th e  lo w e s t ( - .3 8 4 )  a n d  w a s  n o t  s ig n if ic a n t (p ro b a b ili ty  
lev e l o f  .701, w h ic h  is  la rg e r  t h a n  0 .0 5 ) . T h u s , H za, H 2c, H ad a n d  H ae a re  
a c c e p te d  b u t  H ab is  re je c te d .
Independent Variables
De pendent Variable: Arousal
6 t-value p-value
Aesthetic quality .223 3.813 .000
Functionality -.021 -.384 .701
Atmosphere .180 3.330 .001
Spaciousness .167 3.789 .000
Physiological
Conditions
.110 2.580 .010
R2=.298 F= 50.237 Sig.=.000
Table 8.19 Regression summary: Five Hotel Servicescape Dimensions and Arousal
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8.6.3 3 R elationship  betw een H otel Servicescape and  
Favourable B ehaviours
T h e  th i r d  r e g re s s io n  m o d e l a s se s se s  th e  r e la t io n s h ip  b e tw e e n  th e  five  h o te l  
se rv ic e sc a p e  d im e n s io n s  a n d  ‘F a v o u ra b le  b e h a v io u rs ’ a n d  th e  fo llo w in g  
h y p o th e s e s  w e re  g e n e ra te d :
Hga: ‘A esth etic  quality’ o f  h o te l serv icescap e w ill p ositive ly  affect 
‘Favourable beh av iou rs’.
Hgb: ‘F unctionality’ o f  h o te l serv icescap e w ill p ositive ly  affect 
‘Favourable beh av iou rs’.
H sc: ‘A tm osph ere’ o f  h o te l serv icescap e w ill p ositive ly  affect 
‘Favourable beh av iou rs’.
Hgd: ‘S p aciou sn ess’ o f  h o te l serv icescap e w ill p ositive ly  affect 
‘Favourable beh av iou rs’.
Hge: ‘P hysiological con d ition s’ o f  h o te l serv icescap e w ill p ositive ly  
affect Favourable beh aviou rs’.
A s T a b le  8 .2 0  sh o w s, th e  r e s u l ts  o f  th e  e q u a t io n  h a rd ly  c o u ld  h a v e  o c c u rre d  
b y  c h a n c e  s in c e  th e  o v e ra ll m o d e l s ig n if ic a n tly  p re d ic ts  th e  d e p e n d e n t  
v a r ia b le  (F -ra tio  = 1 0 6 .0 7 3 ; Sig = .0 0 0 ) .  T h e re fo re , i t  c a n  b e  s a id  t h a t  th e r e  is  
a  s ig n if ic a n t r e la t io n s h ip  b e tw e e n  th e  five  h o te l  s e rv ic e sc a p e  d im e n s io n s  a n d  
‘F a v o u ra b le  b e h a v io u rs ’. T h e  R 2 v a lu e  s u g g e s ts  t h a t  th e  m o d e l a c c o u n ts  fo r  
4 7 .8%  o f  v a r ia n c e  in  th e  ‘F a v o u ra b le  b e h a v io u r s ’ sc o re s . ‘S p a c io u s n e s s ’ h a s  a  
s ta n d a r d is e d  b e ta  c o e ff ic ien t o f  .415 t h a t  is  s ig n if ic a n t a t  th e  .0 0 0  lev e l. T h e  
c o e ff ic ien ts  fo r  ‘A tm o s p h e re ’ (.149) a n d  ‘’P h y sio lo g ic a l c o n d it io n s ’ (.115) a re
241
a lso  s ig n if ic a n tly  d if fe re n t  f ro m  o  b e c a u s e  th e i r  p -v a lu e  is  .0 0 2 , w h ic h  is  
s m a lle r  t h a n  0 .0 5 . T h e  c o e ff ic ien ts  fo r  ‘A e s th e tic  q u a li ty ’ ( .0 6 9 )  a n d  
‘F u n c tio n a li ty ’ ( .0 8 8 )  a re  n o t  s ig n if ic a n tly  d if fe re n t f ro m  o  a s  th e i r  p -v a lu e s  
a re  la rg e r  t h a n  0 .0 5  (.174 a n d  .0 6 5 ) . I t  in d ic a te s  t h a t  o n ly  ‘S p a c io u s n e s s ’, 
‘A tm o s p h e re ’ a n d  ‘P h y sio lo g ic a l c o n d it io n s ’ c o n tr ib u te d  to  th e  m o d e l. B a sed  
o n  th e s e  re s u lts , H gc, H gd, a n d  H ge a re  a c c e p te d  b u t  H ga a n d  H gb a re  
re je c te d .
Independent
Variables
Dependent Variable: Favourab e Behaviours
6 t-value p-value
Aesthetic quality .069 1.362 .174
Functionality .088 1.849 .065
Atmosphere .149 3.163 .002
Spaciousness .415 10.793 .000
Physiological
Conditions
.115 3.078 .002
r2=.478 F= 106.073 Sig.=.000
Table 8.20 Regression summary: Five Hotel Servicescape Dimensions and 
Favourable Behaviours
S.6.3.4 Relationship between Hotel Servicescape and 
Propensity to Spend
T h e  f o u r th  r e g re s s io n  m o d e l te s t s  w h e th e r  th e  five  h o te l  s e rv ic e sc a p e  
d im e n s io n s  a ffec t ‘P ro p e n s i ty  to  s p e n d ’ th e  fo llo w in g  h y p o th e s e s  w e re  
g e n e ra te d :
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H4a: ‘A esth etic  quality’ o f  h o te l serv icescap e w ill p ositive ly  affect 
‘p ropensity  to  sp en d ’.
H4b: ‘F unctionality’ o f  h o te l serv icescap e w ill p ositive ly  affect 
‘propensity  to  sp en d ’.
H4 c: ‘A tm osph ere’ o f  h o te l serv icescap e w ill p ositive ly  affect 
‘p ropensity  to  sp en d ’.
H4d: ‘S p aciou sn ess’ o f  h o te l serv icescap e w ill p ositive ly  affect 
‘p ropensity  to  sp en d ’.
H4 e: ‘P hysiological con d ition s’ o f  h o te l servicescap e w ill p ositive ly  
affect p ropensity  to  sp en d ’.
T h e  r e s u l ts  (se e  T a b le  8 .21 ) re v e a l t h a t  th e  o v e ra ll m o d e l d o e s  n o t  re lia b ly  
p re d ic t  th e  d e p e n d e n t  v a r ia b le , R 2= .o i5 ,  F =  1.612, Sig. = .155. I n  o th e r  w o rd s , 
th e  five h o te l  se rv ic e sc a p e  d im e n s io n s  d o  n o t  s h o w  a  s ta t is t ic a lly  s ig n if ic a n t 
r e la tio n s h ip  w ith  ‘P ro p e n s i ty  to  s p e n d ’ a s  th e  v a lu e  o f  F  is  n o t  s ig n if ic a n t a t  
th e  p ro b a b il ity  lev e l o f  .155. T h e  R  s q u a re  v a lu e  o f  .015 in d ic a te s  t h a t  th e  
h o te l  s e rv ic e sc a p e  d im e n s io n s  e x p la in  1.5% o f  th e  v a r ia n c e  in  ‘P ro p e n s i ty  to  
s p e n d ’. ‘A e s th e tic  q u a li ty ’ h a s  th e  la rg e s t  b e ta  c o e ff ic ien t (.155) fo llo w e d  b y  
‘A tm o sp h e re ’ ( - .0 9 7 )  a n d  ‘S p a c io u s n e s s ’ ( .0 4 9 ) . H o w ev er, a p a r t  f ro m  
‘A e s th e tic  q u a li ty ’, th e  p -v a lu e s  o f  th e  t - t e s t s  w e re  g re a te r  t h a n  0 .0 5  fo r  o th e r  
fo u r  d im e n s io n s , sh o w in g  th a t  th e y  d o  n o t  m a k e  a  c o n tr ib u t io n  to  th e  
p re d ic tio n  o f  ‘P ro p e n s i ty  to  s p e n d ’. H e n c e , th is  m o d e l c o n f irm s  o n ly  H 4 a  b u t  
d o e s  n o t  c o n firm  H 4 b ,  H 4 C , H 4 d  a n d  H 4 e .
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Independent Variables
Dependent Variable: Propensilty to  Spend
6 t-value p-value
Aesthetic quality .155 2.115 .035
Functionality -.030 -.438 .661
Atmosphere -.097 -1.422 .156
Spaciousness .049 .882 .378
Physiological
Conditions
.019 .349 .727
R2=.015 F= 1.612 Sig.=.155
Table 8.21 Regression summary: Five Hotel Servicescape Dimensions and Propensity 
to  Spend
B.6.3.5 Relationship between Emotional Responses and 
Favourable Behaviours
T o  t e s t  th e  r e la t io n s h ip  b e tw e e n  th e  tw o  e m o tio n a l  re s p o n s e  d im e n s io n s  a n d  
‘F a v o u ra b le  b e h a v io u rs ’, th e  fo llo w in g  h y p o th e s e s  w e re  g e n e ra te d :
Hga: ‘P leasu re’ w ill p ositive ly  affect ‘favourable beh aviou rs’. 
Hgb: ‘A rousal’ w ill positive ly  affect ‘favourable beh av iou rs’.
T h e  f if th  a n a ly s is  u s e d  ‘fa v o u ra b le  b e h a v io u rs ’ a s  th e  d e p e n d e n t  v a r ia b le  a n d  
‘p le a s u re ’ a n d  ‘a ro u s a l’ a s  th e  in d e p e n d e n t  v a r ia b le s . A c c o rd in g  to  th e  r e s u l ts  
o f  th is  a n a ly s is  sh o w n  in  T a b le  8 .2 2 , th e  tw o  e m o tio n a l fa c to rs  to g e th e r  
e x p la in e d  5 8 .5%  o f  th e  v a r ia n c e  in  th e  e v a lu a tio n  o f  ‘fa v o u ra b le  b e h a v io u r s ’, 
w h ic h  w a s  s ig n if ic a n t a s  in d ic a te d  b y  th e  F -v a lu e  (R 2= .5 8 5 , F =  4 1 2 .5 8 9 , Sig. 
= .0 0 0 ) .  T h is  su g g e s ts  a  l in e a r  r e la t io n s h ip  a m o n g  th e  v a r ia b le s  a n d  th e re fo re  
th e  m o d e l s ig n if ic a n tly  p re d ic ts  th e  d e p e n d e n t  v a r ia b le , ‘fa v o u ra b le
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b e h a v io u rs ’. A s th e  p -v a lu e s  o f  th e  t - te s ts  fo r  th e  b o th  d im e n s io n s  o f  
e m o tio n a l r e s p o n s e s  w e re  le s s  t h a n  .0 5 , i t  c a n  b e  s a id  t h a t  ‘p le a s u re ’ a n d  
‘a ro u s a l’ m a k e  a  s ig n if ic a n t u n iq u e  c o n tr ib u tio n  to  th e  p re d ic tio n  o f  
‘fa v o u ra b le  b e h a v io u rs ’ a n d  m o re  im p o r ta n t  f a c to r  in  p re d ic tin g  ‘fa v o u ra b le  
b e h a v io u rs ’ is  ‘p le a s u re ’. C o n se q u e n tly , H ga a n d  Hgb w e re  s u p p o r te d  b y  th e  
r e s u l ts  o f  th e  s ta t is t ic a l  a n a ly s is .
Independent Dependent Variable: Favourable Behaviours
Variables 6 t-value p-value
Pleasure .681 21.577 .000
Arousal .139 4.388 .000
R2=.585 F= 412.589 Sig.=.000
Table 8.22 Regression summary: Two Emotional Dimensions and Favourable 
Behaviours
8.6 .3 .6  Relationship betw een Em otional R esponse and  
Propensity to Spend
T o te s t  th e  r e la t io n s h ip  b e tw e e n  th e  tw o  e m o tio n a l r e s p o n s e  d im e n s io n s  a n d  
‘P ro p e n s i ty  to  s p e n d ’, th e  fo llo w in g  h y p o th e s e s  w e re  g e n e ra te d :
H6a: ‘P leasure’ w ill positive ly  affect ‘p ropensity  to  sp en d ’. 
H6b: ‘A rousal’ w ill positive ly  affect ‘prop en sity  to  sp en d ’.
T h e  s ix th  m u ltip le  re g re s s io n  a n a ly s is  w a s  c o n d u c te d  b y  u s in g  tw o  e m o tio n a l  
d im e n s io n s  a s  in d e p e n d e n t  v a r ia b le s  a n d  ‘p ro p e n s i ty  to  s p e n d ’ a s  d e p e n d e n t
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v a ria b le . T h e  re s u l ts  sh o w e d  in  T a b le  8 .2 3  im p lie d  t h a t  1.2% o f  th e  v a r ia n c e  
in  ‘p ro p e n s i ty  to  s p e n d ’ w a s  e x p la in e d  b y  th e  tw o  e m o tio n a l d im e n s io n s . T h e  
F -v a lu e  o f  3 .154  w a s  s ig n if ic a n t a t  th e  .0 4 3  leve l, in d ic a tin g  th a t  a t  le a s t  o n e  
in d e p e n d e n t  v a r ia b le  is  a  s ig n if ic a n t p r e d ic to r  o f  th e  d e p e n d e n t  v a ria b le . 
W ith  a  p -v a lu e  o f  .120 , t-v a lu e  o f  2 .3 5 3  a n d  s ta t is t ic a l  s ig n if ic a n c e  a t  th e  .019 
leve l, ‘p le a s u re ’ is  fo u n d  to  b e  s ig n if ic a n t in  th e  e x p la n a tio n  o f  ‘p ro p e n s i ty  to  
s p e n d ’. O n  th e  o th e r  h a n d , th e  p -v a lu e  o f  th e  t - t e s t  w a s  g re a te r  t h a n  0 .0 5  fo r  
‘a ro u s a l’, sh o w in g  t h a t  i t  d o e s  n o t  m a k e  a  c o n tr ib u t io n  to  th e  p re d ic tio n  o f  
‘p ro p e n s i ty  to  s p e n d ’. B a se d  o n  th e s e  r e s u l ts ,  s u p p o r t  is  fo u n d  fo r  H 6a, w h ile  
n o  e v id e n c e  s u p p o r ts  H6b.
Independent Variables
Dependent Variable: Propensity to Spend
6 t-value p-value
Pleasure .120 2.353 .019
Arousal -.027 -.525 .600
R2=.012 F= 3.154 Sig.=.043
Table 8.23 Regression summary: Emotional Response and Propensity to  Spend
S.6.3.7 M ediating Role o f Em otional D im ensions
T o  e x a m in e  th e  m e d ia tin g  ro le  o f  e m o tio n s  b e tw e e n  th e  h o te l  s e rv ic e sc a p e  
a n d  b e h a v io u ra l  re s p o n s e s , th e  fo llo w in g  h y p o th e s is  w a s  d e v e lo p e d :
Hy: E m otional resp on ses w ill m ed iate  th e  effect o f  h o te l  
servicescape on  behavioural resp on ses.
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A s in itia lly  s u g g e s te d  b y  J u d d  a n d  K e n n y  (1981) a n d  r e c o m m e n d e d  b y  B a ro n  
a n d  K en n y  (1 9 8 6 ), to  a s se s s  th e  e ffec t o f  m e d ia tio n , th e  fo llo w in g  c o n d it io n s  
m u s t  h o ld : f ir s t,  t h e  in d e p e n d e n t  v a r ia b le  (h o te l se rv ic e sc a p e  d im e n s io n s )  
m u s t  a ffe c t th e  m e d ia tin g  v a r ia b le (e m o tio n a l  d im e n s io n s ) ;  s e c o n d , th e  
in d e p e n d e n t  v a r ia b le  (h o te l se rv ic e sc a p e )  m u s t  b e  sh o w n  to  a ffe c t th e  
d e p e n d e n t  v a r ia b le  (b e h a v io u ra l  re s p o n s e s ) ;  a n d  th ir d ,  th e  m e d ia tin g  
v a r ia b le  (e m o tio n a l r e s p o n s e s )  m u s t  a ffe c t th e  d e p e n d e n t  v a r ia b le  
(b e h a v io u ra l  r e s p o n s e s ) .  W h e n  a  v a r ia b le  m e d ia te s  a  re la t io n s h ip , th e  e ffec t 
o f  th e  in d e p e n d e n t  v a r ia b le  o n  th e  d e p e n d e n t  v a r ia b le  s h o u ld  b e  n o n  
s ig n if ic a n t o r  re d u c e d , w h ile  th e  e ffec t o f  th e  m e d ia to r  m u s t  b e  s ig n if ic a n t. T o  
in v e s tig a te  th e  m e d ia tin g  ro le  o f  e m o tio n a l  re s p o n s e s  b e tw e e n  h o te l  
se rv ic e sc a p e  a n d  b e h a v io u ra l  re s p o n s e s , th r e e  s im p le  re g re s s io n  e q u a tio n s  
w e re  c o n d u c te d .
T h e  r e s u l ts  (se e  F ig u re  8 . 6 ) s h o w e d  t h a t  f ir s t,  th e  h o te l  se rv ic e sc a p e  
( in d e p e n d e n t  v a r ia b le )  s ig n if ic a n tly  a ffe c ts  (p  = .717; Sig. = .0 0 0 )  e m o tio n a l  
r e s p o n s e s  (m e d ia t in g  v a ria b le ) . S e c o n d , th e  h o te l  se rv ic e sc a p e  ( in d e p e n d e n t  
v a r ia b le )  s ig n if ic a n tly  a ffe c ts  (p  = .4 8 8 ; Sig. = .0 0 0 )  b e h a v io u ra l  r e s p o n s e s  
(d e p e n d e n t  v a r ia b le ) . T h ird , e m o tio n a l  r e s p o n s e s  (m e d ia t in g  v a r ia b le )  
s ig n if ic a n tly  a ffe c ts  (p  = .524 ; Sig. = .0 0 0 )  b e h a v io u ra l  re s p o n s e s  (d e p e n d e n t  
v a ria b le ) . T h e se  r e s u l ts  rev e a l t h a t  B a ro n  a n d  K e n n y ’s (1 9 8 6 ) f ir s t ,  s e c o n d  
a n d  th i r d  c o n d it io n s  a re  m e t.
247
.717 .524
.488
H otel  S e r v ic e s c a p e B e hav ioura l  In ten t ion s
Emotional Responses
Figure 8 .8  The Mediat ion  M od el
Finally, a multiple regression was conducted with both hotel servicescape 
(independent variable) and emotional responses (mediating variable) to 
predict behavioural responses (dependent variable). As can be seen in Table 
8.24, both hotel servicescape and emotional responses significantly predict 
behavioural responses. Moreover, the previous effects of the independent 
variable (hotel servicescape) on the dependent variable (behavioural 
responses) were reduced significantly (from (3 = .488; Sig. = .000 to (3 = .232; 
Sig. = .000) in case mediating variable (emotional responses) was added but 
not to zero. Therefore, emotional responses can be viewed as a partial 
mediating variable upon the effect of hotel servicescape on behavioural 
responses. In the light of these findings, Hy is accepted.
In d e p e n d e n t
Variables
D e p e n d e n t  Variable: Behavioural  R e s p o n s e s
6 t -va lue p-value
Hotel  Serv icescape r  .232 4 . 6 7 9 .000
Emotional  R esp ons es .358 7 .2 3 1 . 0 0 0
R2=.301  F= 1 2 6 . 1 9 5  Sig.=.000
Table 8 .2 4  Regression sum mary:  Hotel  Ser vicescape ,  Emotional  R e s p o n s e s  and  
Behavioural  R esp ons es
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S.y Summary
F irs t, to  re d u c e  th e  h o te l  se rv ic e sc a p e  a t t r ib u te s  in to  a  s m a lle r  n u m b e r  o f  
fa c to rs , a  f a c to r  a n a ly s is  w a s  c o n d u c te d . A lth o u g h  th e  r e s u l ts  o f  s e rv ic e sc a p e  
l i te r a tu r e  re v ie w  a n d  th e  Q s o r t  s u g g e s te d  th e  fo u r  fa c to rs , th e  o u tc o m e  o f  th e  
fa c to r  a n a ly s is  r e v e a le d  th e  five  f a c to rs  w ith  18 a tt r ib u te s .
T h e  five f a c to rs  w ere :
• A e s th e tic  q u a lity ;
• F u n c tio n a lity ;
• A tm o sp h e re ;
• S p a c io u sn e ss ; a n d
• P h y sio lo g ica l c o n d it io n s .
‘A e s th e tic  q u a li ty ’ a p p e a re d  to  b e  th e  m o s t  im p o r ta n t  b e c a u s e  i t  e x p la in e d  th e  
la rg e s t  p o r t io n  o f  th e  to ta l  v a ria n c e . S ev en  a t t r ib u te s  lo a d e d  o n to  ‘A e s th e tic  
q u a li ty ’ w ere :
• T h e  p ic tu re s  a n d  p h o to s  o n  d isp lay ;
• T h e  s ty le  o f  th e  o rn a m e n ts ;
• T h e  fa b r ic s  u se d ;
• T h e  s ty le  o f  th e  f u rn i tu r e  u se d ;
• T h e  u s e  o f  f lo w ers  a n d  p la n ts ;
• T h e  f lo o r in g  d e s ig n ; a n d
• T h e  d e s ig n  o f  th e  h o te l 's  e x te r io r .
‘F u n c tio n a li ty ’ w a s  d e f in e d  b y  a t t r ib u te s  s u c h  as:
• T h e  h e ig h t  o f  th e  ta b le s  a n d  c h a irs ;
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• T h e  p ra c tic a li ty  o f  th e  f lo o rin g ; a n d
• T h e  sp a c e  b e tw e e n  f u rn i tu re .
‘A tm o s p h e re ’ c a p tu re d  fo u r  e le m e n ts  a n d  th e y  w ere :
• B a c k g ro u n d  m u sic ;
• T h e  a r tif ic ia l lig h tin g ;
• T h e  a m o u n t  o f  n a tu r a l  l ig h t;  a n d
• N o ise  leve ls .
‘S p a c io u s n e s s ’ in c lu d e d :
• T h e  fee lin g  o f  sp a c io u s n e ss ;  a n d
• T h e  a m o u n t  o f  f re e  sp a c e  in  th e  h o te l.
‘P h y sio lo g ica l c o n d it io n s ’ c o n s is te d  o f  :
• T e m p e ra tu re ;  a n d
• H u m id ity .
I n  a d d it io n , r e s u l ts  s h o w e d  a  s a tis fa c to ry  lev e l o f  re l ia b ili ty  c o e ff ic ie n ts  fo r  
th e  five  su b sc a le s  o f  th e  h o te l  se rv ic e sc a p e  sca le .
S eco n d , th e  l a te n t  s t r u c tu r e  o f  th e  e m o tio n a l  r e s p o n s e  sc a le  w a s  e x p lo re d  
th ro u g h  fa c to r  a n a ly s is . R e su lts  y ie ld e d  a  tw o  fa c to r  s o lu t io n  a n d  th e s e  w e re  
la b e lle d  a s  ‘P le a s u re ’ a n d  ‘A ro u sa l’. ‘P le a s u re ’ in c lu d e d :
• P le a se d -A n n o y e d ;
• H a p p y -U n h a p p y ;
• In s p ire d -U n in s p ire d ;  a n d
• A t e a se - il l  a t  ea se .
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‘A ro u s a l’ c o n s is te d  of:
• C o n fid e n t-N e rv o u s ;
• C h e e rfu l-D e p re s se d ; a n d
• E n te r ta in e d -B o re d .
T h e  e m o tio n a l  r e s p o n s e  sc a le  w a s  v a lid  a n d  re lia b le , b a s e d  o n  th e  re l ia b ili ty  
a n a ly s is .
T h ird , th e  tw o  b e h a v io u ra l  re s p o n s e  d im e n s io n s  e x tra c te d  th ro u g h  fa c to r  
a n a ly s is  w e re  ‘F a v o u ra b le  b e h a v io u rs ’ a n d  ‘P ro p e n s i ty  to  s p e n d ’.
‘F a v o u ra b le  b e h a v io u rs ’ c o n ta in e d  7 i te m s :
• I w ill re c o m m e n d  th is  h o te l  to  f r ie n d s , fa m ily  a n d /o r  w o rk  co lle ag u e s ;
• I m a d e  th e  r ig h t  d e c is io n  to  s ta y  a t  th is  h o te l;
• I w ill c o m e  b a c k  to  th is  h o te l;
• I e n jo y e d  m y se lf  in  th e  h o te l;
• T h is  is  o n e  o f  m y  fa v o u r ite  h o te ls  in  L o n d o n ;
• I w o u ld  lik e  to  h a v e  s ta y e d  fo r  lo n g e r ; a n d
• T h is  is  o n e  o f  th e  b e s t  h o te ls  t h a t  I h a v e  s ta y e d  in .
T h e  re lia b ili ty  a n a ly s is  fo r  ‘F a v o u ra b le  b e h a v io u rs ’ in d ic a te d  t h a t  th e  sc a le  
w a s  re l ia b le  a n d  s ta b le .
‘P ro p e n s i ty  to  s p e n d ’ h a d  o n ly  o n e  i te m , T s p e n t  m o re  t h a n  I o r ig in a lly  
p la n n e d ’.
F o u r th , th e  r e s u l ts  o f  Im p o r ta n c e  P e r fo rm a n c e  A n a ly s is  in d ic a te d  t h a t  th e  
h o te ls  p e r fo rm e d  w ell o n  ‘T h e  a m o u n t  o f  f re e  sp a c e  in  th e  h o te l ’ a n d  ‘T h e  
p ra c tic a li ty  o f  th e  f lo o r in g ’. N o  f u r th e r  im p ro v e m e n t  m a y  b e  n e c e s s a ry  fo r
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‘T h e  fee lin g  o f  s p a c io u s n e s s ’, ‘T h e  s ty le  o f  th e  f u rn i tu r e  u s e d ’, ‘T h e  f lo o r in g  
D e s ig n ’, ‘T e m p e ra tu re ’ a n d  ‘H u m id ity ’ s in c e  th o s e  w e re  id e n t if ie d  in  th e  
“K eep  u p  th e  G o o d  W o rk ” Q u a d ra n t.  M o re o v e r, sp e c ia l a t t e n t io n  n e e d s  to  b e  
d ire c te d  to  ‘T h e  sp a c e  b e tw e e n  f u r n i tu r e ’, ‘N o ise  le v e ls ’, ‘T h e  a m o u n t  o f  
n a tu r a l  l ig h t’ a n d  ‘T h e  a r tif ic ia l l ig h t in g ’ b e c a u s e  th e s e  fo u r  a t t r ib u te s  w e re  
c a p tu r e d  in  th e  “C o n c e n tra te  h e r e ” Q u a d ra n t.  A ttr ib u te s  t h a t  h a d  b o th  a  lo w  
lev e l o f  im p o r ta n c e  a n d  p e rfo rm a n c e  w e re  ‘T h e  fa b r ic s  u s e d ’, ‘T h e  p ic tu re s  
a n d  p h o to s  o n  d isp la y ’, ‘T h e  s ty le  o f  th e  o r n a m e n ts ’, ‘T h e  u s e  o f  f lo w e rs  a n d  
p la n ts ’, ‘T h e  d e s ig n  o f  th e  h o te l 's  e x te r io r ’, ‘T h e  h e ig h t  o f  th e  ta b le s  a n d  
c h a ir s ’ a n d  ‘B a c k g ro u n d  m u s ic ’.
L as t, to  t e s t  h y p o th e s e s  a n d  to  d e te rm in e  th e  c o n tr ib u tio n  o f  e a c h  h o te l  
se rv ic e sc a p e  d im e n s io n  to  ‘P le a s u re ’ a n d  ‘A ro u sa l’ a n d  to  ‘F a v o u ra b le  
b e h a v io u rs ’ a n d  ‘P ro p e n s i ty  to  s p e n d ’, se v e n  re g re s s io n  a n a ly s e s  w e re  
c o n d u c te d . T h e  r e s u l ts  o f  th e  p r e s e n t  s tu d y  sh o w e d  t h a t  ‘S p a c io u s n e s s ’, 
‘A tm o s p h e re ’, ‘A e s th e tic  q u a li ty ’, a n d  ‘P h y sio lo g ica l c o n d it io n s ’, m a d e  a  
c o n tr ib u t io n  to  e x p la in in g  ‘P le a s u re ’ a n d  ‘A ro u s a l’. ‘S p a c io u s n e s s ’ h a d  th e  
m o s t  s ig n if ic a n t im p a c t  o n  ‘P le a s u re ’ a n d  ‘A e s th e tic  q u a li ty ’ h a d  th e  m o s t  
s ig n if ic a n t im p a c t  o n  ‘A ro u s a l’. I n  te r m s  o f  th e  re la t io n s h ip  b e tw e e n  th e  five  
h o te l  s e rv ic e sc a p e  d im e n s io n s  a n d  b e h a v io u ra l  r e s p o n s e s , w h ile  
‘S p a c io u s n e s s ’ w a s  th e  m o s t  im p o r ta n t  d im e n s io n  in  p r e d ic tin g  g u e s ts ’ 
‘F a v o u ra b le  b e h a v io u rs ’, in  th e  c a se  o f  ‘P ro p e n s i ty  to  s p e n d ’, f o u r  d im e n s io n s  
d id  n o t  m a k e  a  c o n tr ib u tio n  a p a r t  f ro m  ‘A e s th e tic  q u a li ty ’. T a b le S .s g  
s u m m a r is e s  th e  h y p o th e s e s  te s t in g  r e s u l ts  o f  th is  s tu d y .
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Hypothesis 6 p-value Results
Hia: 'Aesthetic quality' of HS -^'pleasure'. .185 .000 Accepted
Hib: 'Functionality' of HS -> 'pleasure'. .042 .358 Rejected
Hlc: 'Atmosphere' of HS -> 'pleasure'. .194 .000 Accepted
Hid: 'Spaciousness' of HS -> 'pleasure'. .304 .000 Accepted
Hie: 'Physiological conditions' o f HS-> 
'pleasure'.
.148 .000 Accepted
H2a: 'Aesthetic quality' of HS -> 'arousal'. .223 .000 Accepted
H2b: 'Functionality' of HS -> 'arousal'. -.021 .701 Rejected
H2c: 'Atmosphere' of HS -> 'arousal'. .180 .001 Accepted
H2d: 'Spaciousness' o f HS -> 'arousal'. .167 .000 Accepted
H2e: 'Physiological conditions' o f HS -> 
'arousal'.
.110 .010 Accepted
H3a: 'Aesthetic quality' of HS -^'favourable 
behaviours'.
.069 .174 Rejected
H3b: 'Functionality' of HS -> 'favourable 
behaviours'.
.088 .065 Rejected
H3c: 'Atmosphere' of HS -> 'favourable 
behaviours'.
.149 .002 Accepted
H3d: 'Spaciousness' of HS -> 'favourable 
behaviours'.
.415 .000 Accepted
H3e: 'Physiological conditions' o f HS -> 
'favourable behaviours'.
.115 .002 Accepted
H4a: 'Aesthetic quality' o f HS -> 'propensity 
to  spend'.
.155 .035 Accepted
H4b: 'Functionality' o f HS -> 'propensity to  
spend'.
-.030 .661 Rejected
H4c: 'Atmosphere' of HS -> 'propensity to  
spend'.
-.097 .156 Rejected
H4d: 'Spaciousness' of HS -> 'propensity to  
spend'.
.049 .378 Rejected
H4e: 'Physiological conditions' o f HS -> 
'propensity to spend'.
.019 .727 Rejected
H5a: 'Pleasure' -> 'favourable behaviours'. .681 .000 Accepted
H5b: 'Arousal' -> 'favourable behaviours'. .139 .000 Accepted
H6a: 'Pleasure' -> 'propensity to spend'. .120 .019 Accepted
H6b: 'Arousal' -> 'propensity to  spend'. -.027 .600 Rejected
H7: HS -^Emotional responses Behavioural 
responses.
.232 .000 Accepted
Table 8.25 Summary of Hypothesis Testing
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_Chapter Nine 
D iscussion and 
Conclusion
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• 
•
9.1 Introduction
T h e  in te n t io n  o f  th is  c h a p te r  is  to  p r e s e n t  d isc u s s io n  a n d  c o n c lu s io n  o f  th e  
f in d in g s  f ro m  th e  p r e s e n t  re s e a rc h . T h e  f i r s t  s e c tio n  re m in d s  th e  o b jec tiv e s  o f  
th e  s tu d y . T h e  s e c o n d  se c tio n  d isc u sse s  th e  k e y  f in d in g s  w ith  r e g a r d  to  th e s e  
o b jec tiv e s  a n d  p ro v id e s  f u r th e r  e x p la n a tio n  fo r  th e  r e s u l ts  o f  f a c to r  an a ly s is , 
th e  Im p o r ta n c e -P e r fo rm a n c e  A n a ly s is  a n d  m u lt ip le  re g re s s io n . T h e n , th e  
d is t in c tiv e  f e a tu re s  o f  th is  s tu d y  w ill b e  h ig h lig h te d . T h is  c h a p te r  w ill b e  
c o n c lu d e d  w ith  a n d  m a n a g e r ia l  im p lic a tio n s  a n d  r e s e a rc h  l im ita tio n s .
9.2 Summary and D iscussion o f Findings
T h e  a im  o f  th e  p r e s e n t  s tu d y  w a s  to  in v e s tig a te  th e  im p o r ta n c e  o f  th e  h o te l  
s e rv ic e sc a p e  a n d  i ts  e ffec ts  o n  c u s to m e rs ’ e m o tio n a l  re s p o n s e s  a n d  
b e h a v io u ra l  r e s p o n s e s . T h e  re s e a rc h  o b jec tiv e s  w e re  e s ta b l is h e d  to  g u id e  th e  
s tu d y  a n d  th e y  w ere :
1. T o  p ro v id e  a  n e w  p e rs p e c tiv e  o n  th e  im p o r ta n c e  o f  th e  h o te l  s e rv ic e sc a p e .
2. T o  id e n tify  th e  k e y  d im e n s io n s  o f  th e  h o te l  se rv ic e sc a p e .
3 . T o  d e v e lo p  re lia b le , v a lid  a n d  sp ec ific  m e a s u re s  o f  th e  h o te l  s e rv ic e sc a p e .
4 . T o  d e te rm in e  w h ic h  h o te l  s e rv ic e sc a p e  v a r ia b le s  h a v e  m o re  im p a c t  o n
c u s to m e rs ’ s a tis fa c tio n  a n d  e x p e rie n c e .
5. T o  in v e s tig a te  th e  r e la t io n s h ip  a m o n g  th e  h o te l  s e rv ic e sc a p e , e m o tio n a l
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r e s p o n s e s  a n d  b e h a v io u ra l  r e s p o n s e s .
6 . T o  e x a m in e  th e  ro le  o f  e m o tio n  b e tw e e n  th e  h o te l  se rv ic e sc a p e  a n d  
b e h a v io u ra l  re sp o n se s .
I n  th e  fo llo w in g  se c tio n s , th e  c u r r e n t  s tu d y  is  s u m m a r is e d  r e la te d  to  e a c h  o f  
r e s e a rc h  o b jec tiv es .
9.2.1 The Im portance o f the H otel Servicescape
T o e v a lu a te  th e  im p o r ta n c e  o f  th e  h o te l  s e rv ic e sc a p e , th is  s tu d y  d is c u s s e d  th e  
ro le  o f  h o te l  se rv ic e sc a p e  in  th e  fo rm a tio n  o f  c o rp o ra te  im a g e  a n d  h o w  h o te ls  
c a n  a c h ie v e  th e  d if fe re n tia tio n  a n d  s p e c ia lis a tio n  in  th e  m a rk e t  s e g m e n t  w ith  
th e  se rv ic e sc a p e  w a s  e x p la in e d . M o re o v e r , th e  im p o r ta n c e  o f  th e  h o te l  
se rv ic e sc a p e  in  m a x im is in g  th e  e ffe c tiv e n e ss  o f  h o te l  W eb  s ite s  w a s  p re s e n te d . 
T o  e x a m in e  th e  im p o r ta n c e  a n d  th e  v a r io u s  ro le s  o f  th e  h o te l  se rv ic e sc a p e  
f ro m  th e  c u s to m e rs ’ p e rsp e c tiv e , th is  s tu d y  i l lu s tr a te d  h o w  th e  h o te l  
se rv ic e sc a p e  in flu e n c e s  o n  th e  p u rc h a s e  p ro c e s s , q u a li ty  p e rc e p tio n  a n d  
e x p e c ta tio n . T h e n , th e  ro le  o f  th e  h o te l  s e rv ic e sc a p e  a s  a  c o m m u n ic a t io n  to o l 
a n d  th e  im p o r ta n c e  o f  h o te l  d e s ig n  fo r  th e  g u e s t’s e x p e rie n c e  w e re  a lso  
d isc u sse d . T h e re fo re , th e  f ir s t  re s e a rc h  o b je c tiv e  w a s  re a c h e d .
B a se d  o n  a  rev ie w  o f  th e  l i te r a tu r e  in  th e  c u r r e n t  s tu d y , s e v e ra l k e y  fa c to rs  
w o u ld  a p p e a r  to  ra is e  th e  im p o r ta n c e  o f  th e  se rv ic e sc a p e  w ith in  th e  h o te l  
c o n te x t. T h e se  c a n  b e  s u m m a r is e d  as:
• D irect engagem ent w ith  physical products. T h e  p h y s ic a l 
s u r ro u n d in g s  o f  h o te ls  m a k e  u p  a  s ig n if ic a n t p a r t  o f  th e  p r o d u c t  itse lf .
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A s D u b e  a n d  R e n a g h a n  (2 0 0 0 )  c la im e d , th e  p h y s ic a l p r o p e r ty  is  o n e  o f  
th e  to p  a t t r ib u te s  c o n s id e re d  in  th e  h o te l  p u rc h a s e  d e c is io n  a m o n g  
tra v e lle rs  a n d  i t  c re a te s  v a lu e  fo r  th e  g u e s ts  d u r in g  th e i r  s tay . D u rin g  
t h a t  s ta y , c u s to m e rs  a re  im m e rs e d  w ith in  th e  h o te l  s e rv ic e sc a p e  a n d  
e n g a g e  w ith  i t  a t  a  p e rs o n a l  a n d  so c ia l level.
• T im e sp en t in  th e  operation . T h e  t im e  s p e n t  w ith in  a  se rv ice  
s e tt in g  v a r ie s  e n o rm o u s ly . W h ile  y o u  m ig h t  s p e n d  o n ly  a  few  m in u te s  
in  a  d ry  c le a n e rs , t h a t  m a y  e x te n d  to  a  m a t te r  o f  h o u r s  in  a  
h a ird re s s e r s  o r  a  few  d ay s  in  c e r ta in  h o te ls . W a k e fie ld  a n d  B lo d g e tt 
(1 999 ) su g g e s t t h a t  th e  in f lu e n c e  o f  th e  se rv ic e sc a p e  m ig h t  b e  la rg e r  
w h e n  th e  c u s to m e r  s p e n d s  a n  e x te n d e d  p e r io d  in  a  fac ility . T h e  m o re  
t im e  th a t  is  s p e n t  w ith in  a  p h y s ic a l e n v iro n m e n t, th e  g r e a te r  th e  
o p p o r tu n i ty  o n e  h a s  to  e v a lu a te  a n d  b e  a ffe c te d  b y  t h a t  e n v iro n m e n t  
(B ak e r, 1 986 ). I n  th is  s e n se , in  h o te ls  w h e re  g u e s ts  m a y  s ta y  fo r  j u s t  
o n e  g o o d  n ig h t’s  s le e p , a  few  d a y s  o r  e v e n  w ee k s , c u s to m e r  p e rc e p tio n s  
a re  m o re  lik e ly  to  d e p e n d  o n  th e  k e y  d im e n s io n s  o f  th e  h o te l  p h y s ic a l 
e n v iro n m e n t c o m p a re d  to  o th e r  m o re  u t i l i ta r ia n  se rv ic e s  w h e re  le s s  
t im e  is  s p e n t  in  fac ility  (e .g . b a n k s , d ry -c le a n e rs )  a n d  th e  d iffe re n c e s  
b e tw e e n  le a n  a n d  e la b o ra te  s e rv ic e sc a p e s  b e c o m e  m o re  p ro n o u n c e d .
• Com plexity o f  th e  service environm ent. H o te ls  a re  a  sp e c ia l ca se  
in  t h a t  th e i r  se rv ic e  e n v iro n m e n t  h a s  h ig h e r  c o m p le x ity  t h a n  m a n y  
o th e r  se rv ice  s e tt in g s . By p ro v id in g  a  r a n g e  o f  se rv ic es  o ffe r in g  fo o d , 
d r in k  a n d  a c c o m m o d a tio n  a lo n g s id e  o th e r  b u s in e s s  a n d  le is u re  
se rv ices  s u c h  a s  m e e tin g  ro o m s  o r  s w im m in g  p o o ls , h o te ls  a re
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effec tive ly  p ro v id in g  a  w h o le  s e r ie s  o f  ^ m in f-se rv ic esc a p e s . H o w ev er, 
c u s to m e rs  g ro u p  th e s e  e le m e n ts  o f  th e  se rv ic e sc a p e  to g e th e r  to  fo rm  a  
h o lis tic  im a g e  o f  th e  se rv ic e sc a p e . I n  th is  ca se , s e rv ic e sc a p e s , a re  a n  
im p o r ta n t  so u rc e  o f  e v id e n c e  in  th e  o v e ra ll e v a lu a tio n  o f  th e  o p e ra t io n  
i ts e lf  a n d  th e  se rv ic e  o rg a n iz a tio n  in  g e n e ra l  (L in , 2 0 0 4 ) .  A ch iev in g  a  
c o n s is te n t  im a g e  a c ro s s  th e s e  a re a s  t h a t  is  c o n s o n a n t  w ith  th e  h o te l ’s 
b r a n d in g  o ffe rs  a  s ig n if ic a n t c h a llen g e .
• The natu re o f  th e  hosp ita lity  experience. P in e  a n d  G ilm o re  
(1999 ) s h o w e d  th e  d iffe re n c e s  b e tw e e n  th e  se rv ic e  e c o n o m y  a n d  w h a t  
th e y  c a lle d  th e  ‘e x p e rie n c e  e c o n o m y ’. M e m o ra b le  c u s to m e r  
e x p e rie n c e s  c a n  b e  c re a te d  b y  e x c ee d in g  c u s to m e r ’s  e x p e c ta tio n s . A s a  
re s u lt , th e  c u s to m e r  e x p e rie n c e  is  th e  n e x t  c o m p e tit iv e  b a t t le g ro u n d  
a n d  i t  w ill p ro v id e  a  s o u rc e  o f  s u s ta in a b le  d i f fe re n tia tio n  (S h a w  a n d  
Iv en s , 2 0 0 2 ) .  C u s to m e rs  a re  lo o k in g  fo r  s o m e th in g  sp e c ia l t h a t  g ives 
s u rp r is e  a n d  d e lig h t to  p ro v id e  t h a t  m e m o ra b le  e x p e rie n c e . W h ile  
h o te ls  s h o u ld  p ro v id e  th e  c a re  a n d  c o m fo r t  th e  c u s to m e r  h o p e s  fo r, 
th e y  s h o u ld  a lso  o ffe r  th e  e x tra  to u c h  o f  th e  m e m o ra b le  e x p e rie n c e . I t  
is  th e  e x p e r ie n c e  o f  s ta y in g  in  th e  h o te l , e x p re s s e d  p a r t ly  th ro u g h  th e  
se rv ic esc a p e , w ith  w h ic h  th e  g u e s t  w ill id e n tify  a n d  w ill c a rry  a w a y  a s  
th e i r  m e m o ry  o f  th e  h o te l  (C u rtis , 2 0 0 3 ) . H o te ls  c a n  e n h a n c e  th is  lev e l 
o f  e x p e rie n c e  th ro u g h  c o n s id e ra t io n  o f  th e  e ffec tiv e  a n d  a tt r a c t iv e  
se rv icescap e .
• H edonic asp ects o f  consum ption . I n  th e  re ta il  in d u s try , th e r e  is  a  
g ro w in g  r e a l is a tio n  th a t  e v e n  in  th e  m o s t  b a s ic  o f  s h o p p in g  s i tu a tio n s ,
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t h e r e  a re  b o th  ‘u t i l i ta r ia n ’ a n d  ‘h e d o n ic ’ e le m e n ts  o f  th e  s h o p p in g  
e x p e r ie n c e  (B ab in , D a rd e n  a n d  G riffin , 1994). I n  th e  h o te l  in d u s try , 
w h ic h  is  a rg u a b ly  m u c h  f u r th e r  d o w n  th e  ro u te  to  P in e  a n d  G ilm o re ’s 
‘E x p e r ie n c e  E c o n o m y ’ (P in e  a n d  G ilm o re , 1999 ), e v e n  th e  m o s t  b a s ic  
h o te l  m u s t  a lso  o ffe r  b o th  o f  th e s e  e le m e n ts  o f  th e  h o s p ita l i ty  
e x p e rie n c e . W ith in  h o te l  c u s to m e rs , th e r e  is  g ro w in g  e v id e n c e  o f  a  
d e m a n d  fo r  m o re  in v o lv in g  e x p e rie n c e s . C u s to m e rs  c o n s id e r  a  h o te l  a s  
m o re  t h a n  j u s t  a  p la c e  to  s le e p . I t  is  a  p la c e  to  h a v e  p le a s u re  a n d  
s h o u ld  p ro v id e  a p p e a lin g  s e n s o ry  e x p e rie n c e s . I n  th is  h e d o n is t ic  o r  
e m o tio n a lly  in v o lv in g  c o n te x t, c o n s u m e rs  o f  h o te ls  a re  lik e ly  to  b e  
m o re  s e n s itiv e  to  th e  a e s th e tic  q u a li t ie s  o f  th e i r  s u r ro u n d in g s  
(W a k e fie ld  a n d  B lo d g e tt, 1994 ). T h e  se rv ic e sc a p e  in f lu e n c e s  th e  f lo w  
o f  th is  e x p e rie n c e  a n d  h e n c e  th e  m e a n in g  c u s to m e rs  a t ta c h  to  it, th e i r  
s a tis fa c tio n , a n d  th e i r  e m o tio n a l  c o n n e c tio n s  w ith  th e  c o m p a n y  
d e liv e rin g  th a t  e x p e rie n c e  (Z e ith a m l e t  a l., 2 0 0 6 ) .
9.2.2 H otel Servicescape D im ensions and R eliability and  
Validity o f H otel Servicescape Scale
T h e re  a re  a  n u m b e r  o f  rev iew s o f  th e  se rv ic e sc a p e  in  p a r t ic u la r  se rv ic e  
s e tt in g s  s u c h  a s  th o s e  in  M LB s ta d iu m  (W a k e fie ld  a n d  B lo d g e tt, 1994); m a jo r  
co llege  fo o tb a ll, m in o r  le a g u e  b a s e b a ll  (W a k e fie ld  a n d  B lo d g e tt, 1 996 ); 
p ro fe s s io n a l h o c k e y  g a m e s , a  fa m ily  r e c re a t io n  c e n tre , m o v ie  th e a t r e s  
(W a k e fie ld  a n d  B lo d g e tt, 1999); c a s in o s  (L u cas , 2 0 0 3 ) ;  b a n k s , r e s ta u r a n ts
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(R e im e r  a n d  K u e h n , 2 0 0 5 ) ;  a n d  u p s c a le  r e s ta u ra n ts  (R y u  a n d  J a n g , 2 0 0 7 ) . 
A lth o u g h  se v e ra l s tu d ie s  h a v e  in v e s t ig a te d  v a r io u s  a s p e c ts  o f  th e  se rv ic esc a p e  
in  d if fe re n t ty p e s  o f  th e  se rv ic e  in d u s tr ie s ,  th e r e  h a s  b e e n  v e ry  l i t t le  re s e a rc h  
d e a lin g  w ith  th is  s u b je c t  in  th e  h o te l  in d u s try  c o n te x t. M o re o v e r, p a s t  
se rv ic e sc a p e  r e s e a rc h  is  f ra g m e n te d  a n d  th e r e  is  n o  a g re e m e n t  a s  to  c o n te n t  
o f  th e  d im e n s io n s . T h e re fo re , th e r e  w a s  a  c le a r  n e e d  to  d e v e lo p  a p p ro p r ia te  
a n d  d is t in c t  d im e n s io n s  fo r  th e  h o te l ’s se rv ic esc a p e . In  o r d e r  to  d o  th is ,  f irs t, 
th e  s e rv ic e sc a p e  d im e n s io n s  a n d  e le m e n ts  c a te g o ris e d  in  se v e ra l p re v io u s  
r e s e a rc h  s tu d ie s  w e re  e x p lo re d . B a se d  o n  th is  rev iew , 6 2  s ta te m e n ts  th a t  
c o u ld  re f le c t th e  c h a ra c te r is t ic s  o f  th e  h o te l  se rv ic esc a p e , 8  e m o tio n a l 
r e s p o n s e  ite m s , 8  b e h a v io u ra l  re s p o n s e  i te m s  a n d  fo u r  p re l im in a ry  h o te l  
s e rv ic e sc a p e  d im e n s io n s  w e re  d e v e lo p e d . F o u r  d im e n s io n s  w h ic h  e m e rg e d  
f ro m  th e  l i te r a tu r e  rev ie w  w e re  ‘A e s th e tic  q u a li ty ’, ‘P h y sio lo g ic a l c o n d it io n s ’, 
‘S p a tia l la y o u t’ a n d  ‘F u n c tio n a li ty ’. T h e  n e x t  s ta g e  w a s  to  c la ss ify  6 2  h o te l  
se rv ic e sc a p e  s ta te m e n ts  in to  o n e  o f  fo u r  d im e n s io n s . T h e  m e th o d  a p p lie d  in  
th is  s ta g e  w a s  th e  Q so r t in g . 6 3  s u b je c ts  to o k  p a r t  in  th e  Q s o r t  t e s t  a n d  w e re  
a s k e d  to  p la c e  th e  s ta te m e n t  in to  o n e  o f  th e  d im e n s io n s . T w o  c u t-o f f  
c o n d it io n s  w e re  r e q u i r e d  to  ju d g e  th e  v a lid ity  o f  th e  s ta te m e n ts - 6 0  p e rc e n t  o f  
th e  p a r t ic ip a n ts  h a v e  a llo c a te d  a  s ta te m e n t  to  th e  s a m e  d im e n s io n  a n d  a  
s ta te m e n t  s h o u ld  n o t  b e  a llo c a te d  to  o n e  o f  o th e r  d im e n s io n s  w ith  o v e r  2 0 %  
fre q u e n c y . U n d e r  th e s e  ru le s , 3 6  h o te l  s e rv ic e sc a p e  s ta te m e n ts  w e re  r e ta in e d . 
T h e n , to  re d u c e  th e  h o te l  se rv ic e sc a p e  a t t r ib u te s  in to  a  s m a lle r  n u m b e r  o f  
fa c to rs , a  fa c to r  a n a ly s is  w a s  c o n d u c te d . T h e  o u tc o m e  o f  th e  fa c to r  a n a ly s is  
re v e a le d  th e  five f a c to rs  w ith  18 a t t r ib u te s .  T h e  five  fa c to rs  w e re  ta g g e d  a s
260
‘A e s th e tic  q u a li ty ’, ‘F u n c tio n a li ty ’, ‘A tm o sp h e re ’, ‘S p a c io u s n e s s ’ a n d  
‘P h y sio lo g ica l c o n d it io n s ’.
‘A e s th e tic  q u a li ty ’ a p p e a re d  to  b e  th e  m o s t  im p o r ta n t  b e c a u s e  i t  e x p la in e d  th e  
la rg e s t  p o r t io n  o f  th e  to ta l  v a r ia n c e . ‘T h e  p ic tu re s  a n d  p h o to s  o n  d isp la y ’, 
‘T h e  s ty le  o f  th e  o r n a m e n ts ’, ‘T h e  fa b r ic s  u s e d ’, ‘T h e  s ty le  o f  th e  fu rn i tu r e  
u s e d ’, ‘T h e  u s e  o f  f lo w ers  a n d  p la n ts ’, ‘T h e  f lo o r in g  d e s ig n ’ a n d  ‘T h e  d e s ig n  o f  
th e  h o te l ’s e x te r io r ’ w e re  lo a d e d  o n to  ‘A e s th e tic  q u a li ty ’.
‘F u n c tio n a li ty ’ w a s  d e f in e d  b y  a t t r ib u te s  ‘T h e  h e ig h t  o f  th e  ta b le s  a n d  c h a ir s ’, 
‘T h e  p ra c tic a li ty  o f  th e  f lo o r in g ’ a n d  ‘T h e  sp a c e  b e tw e e n  f u r n i tu r e ’. 
‘A tm o sp h e re ’ c a p tu r e d  ‘B a c k g ro u n d  m u s ic ’, ‘T h e  a r tif ic ia l l ig h t in g ’, ‘T h e  
a m o u n t  o f  n a tu r a l  l ig h t’ a n d  ‘N o ise  le v e ls ’.
‘S p a c io u sn e ss ’ in c lu d e d  ‘T h e  fe e lin g  o f  s p a c io u s n e ss ’, ‘T h e  a m o u n t  o f  f re e  
sp a c e  in  th e  h o te l ’.
‘P h y sio lo g ica l c o n d it io n s ’ c o n s is te d  o f  ‘T e m p e ra tu re ’ a n d  ‘H u m id ity ’.
A n  in te re s t in g  f e a tu re  o f  th e  r e s u l ts  is  t h a t  a t t r ib u te s  c o n s id e re d  to  b e  
c a te g o ris e d  u n d e r  a  s in g le  fa c to r , ‘P h y sio lo g ica l c o n d it io n s ’, w e re  d iv id e d  in to  
tw o  c o n s tru c ts , ‘A tm o s p h e re ’ a n d  ‘P h y sio lo g ica l c o n d it io n s ’. ‘A e s th e tic  
q u a li ty ’ a p p e a re d  to  b e  p a r t ic u la r ly  im p o r ta n t  f a c to r  to  th e  h o te l  se rv ic e sc a p e , 
fo llo w e d  b y  ‘F u n c tio n a li ty ’, ‘A tm o s p h e re ’, ‘S p a c io u s n e s s ’ a n d  ‘P h y s io lo g ic a l 
c o n d it io n s ’. T a b le  9.1 p ro v id e s  a  s u m m a ry  o f  th e  se rv ic e sc a p e  d im e n s io n s  
a n d  a t t r ib u te s  s u g g e s te d  b y  p re v io u s  r e s e a rc h  a s  w ell a s  th e  p r e s e n t  s tu d y .
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I n  o r d e r  to  e s ta b lis h  th e  in te r n a l  c o n s is te n c y  a n d  re lia b ili ty  o f  th e  h o te l  
s e rv ic e sc a p e  sc a le  a n d  i ts  five  su b sc a le s , c o e ff ic ien t a lp h a  w a s  c o m p u te d . I t  
w a s  c o n f irm e d  th a t  th e  i te m s  in  e a c h  fa c to r  w e re  c o n s is te n t  w ith  e a c h  o th e r  
a n d  e a c h  fa c to r  c a n  b e  re g a rd e d  a s  a  re l ia b le  c o n s tru c t.  M o re o v e r, a ll i te m s  
c o r re la te d  v e ry  w ell w ith  th e  sc a le  o v era ll.
T o  id e n tify  a n d  c o n firm  th e  u n d e r ly in g  s t r u c tu r e  o f  th e  e m o tio n a l r e s p o n s e  
i te m s , f a c to r  a n a ly s is  w a s  p e rfo rm e d . R e su lts  o f  f a c to r  a n a ly s is  y ie ld e d  a  tw o  
f a c to r  s o lu tio n , in te rp re ta b le  in  te r m s  o f  tw o  d is t in c t  c o n s tru c ts  o f  e m o tio n a l 
r e s p o n s e  a n d  la b e lle d  a s  ‘P le a s u re ’ a n d  ‘A ro u s a l’. ‘P le a s u re ’ in c lu d e d  
‘P le a se d -A n n o y e d ’, ‘H a p p y -U n h a p p y ’, ‘In s p ir e d -U n in s p ir e d ’ a n d  ‘A t e a se -111 
a t  e a se ’. ‘A ro u s a l’ c o n s is te d  o f  ‘C o n f id e n t-N e rv o u s ’, ‘C h e e rfu l-D e p re s s e d ’ a n d  
‘’E n te r ta in e d -B o re d ’. T h e  r e s u l ts  o f  th e  re l ia b ili ty  a n a ly s is  in d ic a te d  t h a t  th e  
e m o tio n a l r e s p o n s e  sc a le  w ith  tw o  fa c to rs  a n d  7 i te m s  a p p e a rs  to  b e  v a lid  a n d  
re lia b le , b a s e d  o n  th e  fa c to r  a n a ly s is  a n d  re lia b ili ty  a n a ly s is .
T h e  la te n t  s t r u c tu r e  o f  th e  b e h a v io u ra l  re s p o n s e  sc a le  w a s  a lso  e x p lo re d  
th ro u g h  fa c to r  a n a ly s is . T h e  tw o  e x tra c te d  d im e n s io n s  w e re  ‘F a v o u ra b le  
b e h a v io u rs ’ a n d  ‘P ro p e n s ity  to  s p e n d ’. ‘F a v o u ra b le  b e h a v io u rs ’ c o n ta in e d  7 
i te m s ; T w ill re c o m m e n d  th is  h o te l  to  f r ie n d s , fa m ily  a n d /o r  w o rk  c o lle a g u e s ’, 
T m a d e  th e  r ig h t  d e c is io n  to  s ta y  a t  th is  h o te l ’, T w ill c o m e  b a c k  to  th is  h o te l ’, 
T e n jo y e d  m y se lf  in  th e  h o te l ’, ‘T h is  is  o n e  o f  m y  fa v o u r ite  h o te ls  in  L o n d o n ’. 
T w o u ld  lik e  to  h a v e  s ta y e d  fo r  lo n g e r ’ a n d  ‘T h is  is  o n e  o f  th e  b e s t  h o te ls  t h a t  I 
h a v e  s ta y e d  in ’. ‘P ro p e n s i ty  to  s p e n d ’ h a d  o n ly  o n e  i te m , T s p e n t  m o re  t h a n  I 
o r ig in a lly  p la n n e d ’. A lth o u g h  i t  is  d iff ic u lt  to  p ro v e  th e  re l ia b ili ty  o f  a  s in g le  
ite m , i t  w a s  d e c id e d  to  r e ta in  fa c to r  ‘P ro p e n s i ty  to  s p e n d ’, b e c a u s e  o f  th e  
im p o r ta n c e  o f  th e  w illin g n e s s - to -s p e n d -m o re  fa c e t  c a p tu r e d  b y  th is  fa c to r .
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H o w e v er, th e  re l ia b ili ty  a n a ly s is  fo r  ‘F a v o u ra b le  b e h a v io u r s ’ in d ic a te d  th a t  
th e  sc a le  w a s  re lia b le  a n d  s ta b le .
T o  s u m m a ris e , th is  s tu d y  id e n tif ie d  th e  re l ia b le  a n d  v a lid  c o n s tru c ts  o f  th e  
h o te l  se rv ic esc a p e , e m o tio n a l a n d  b e h a v io u ra l  re s p o n s e s  o f  c u s to m e rs  
c o n s tru c ts . I n  o th e r  w o rd s , th e  r e s u l ts  o f  th e  p r e s e n t  s tu d y  c o n f irm e d  th a t  
th e  w h o le  m e a s u re m e n t  m o d e l w a s  v a lid , re l ia b le  a n d  s o u n d . T h e re fo re , th e  
s e c o n d  a n d  th i r d  o b jec tiv e s  h a v e  b e e n  m e t.
9.2.3 Identify Key H otel servicescape Attributes
T h e  f o u r th  re s e a rc h  o b jec tiv e  w a s  to  d e te rm in e  w h ic h  h o te l  se rv ic e sc a p e  
v a r ia b le s  h a v e  m o re  im p a c t  o n  c u s to m e rs ’ s a tis fa c tio n  a n d  e x p e rie n c e . I t  w a s  
a c h ie v e d  th ro u g h  th e  a p p lic a tio n  o f  Im p o r ta n c e -P e r fo rm a n c e  A n a ly s is . 
Im p o r ta n c e -P e r fo rm a n c e  A n a ly s is  a llo w e d  th e  re s e a rc h e r  to  e v a lu a te  
e ffe c tiv en e ss  o f  th e  18 h o te l  se rv ic e sc a p e  a t t r ib u te s  in  th e  h o te ls  s e le c te d  fo r  
th e  s tu d y . Im p o r ta n c e -P e r fo rm a n c e  A n a ly s is  a lso  p ro v id e d  re la tiv e  to  
p ro b le m  a re a s  a n d  a re a s  r e q u ir in g  a t te n t io n .
F ro m  th e  re s u l ts  o f  Im p o r ta n c e  P e r fo rm a n c e  A n a ly s is , i t  w a s  fo u n d  th a t  th e  
re s p o n d e n ts  o f  th is  s tu d y  w e re  s a tis f ie d  w ith  ‘T h e  fe e lin g  o f  s p a c io u s n e s s ’, 
‘T h e  s ty le  o f  th e  f u rn i tu re  u s e d ’, ‘T h e  f lo o r in g  d e s ig n ’, ‘T e m p e r a tu r e ’ a n d  
H u m id ity  o f  th e  h o te ls . T h e se  is s u e s  c a n  b e  re c o g n is e d  a s  th e  h o te ls ’ m a jo r  
s tr e n g th s . T h e se  w e re  a lso  c o n s id e re d  v e ry  im p o r ta n t  b y  c u s to m e rs . T h u s , th e  
h o te ls  n e e d  to  m a in ta in  th e i r  g o o d  p e r fo rm a n c e  o n  th o s e  a t t r ib u te s .  
M o re o v e r, th e  re s p o n d e n ts  o f  th is  s tu d y  w e re  s a tis f ie d  w ith  ‘T h e  a m o u n t  o f  
f re e  sp a c e  in  th e  h o te l ’ a n d  ‘T h e  p ra c t ic a li ty  o f  th e  f lo o r in g ’ a l th o u g h  th e y  h a d
264
a  lo w  re g a rd  fo r  th e s e  a t t r ib u te s .  Im p o r ta n c e -P e r fo rm a n c e  A n a ly s is  re g a rd s  
s u c h  a t t r ib u te s  ( lo w  im p o r ta n c e  w ith  h ig h  p e rfo rm a n c e )  a s  ‘o v e rk ill’. I n  th e  
c a se  o f  a n y  o th e r  in d u s try , i t  m a y  in d ic a te  t h a t  th e  f irm  d o e s  n o t  n e e d  to  p u t  
m o re  e ffo r t  o n  th o s e  a t t r ib u te s .  H o w ev er, in  th e  c a se  o f  th e  h o te l  in d u s try , i t  
d o e s  n o t  m e a n  t h a t  th e s e  a t t r ib u te s  m a y  re q u ir e  le s s  m a n a g e m e n t  a t te n tio n . 
In  th e  h o te l  b u s in e s s , e x tra  p e r fo rm a n c e  o f te n  y ie ld s  c u s to m e r  s a tis fa c tio n  
w ith o u t  c o m m itt in g  th e  o v e rk ill o f  r e s o u rc e s  (O h , 2 0 0 1 ).
‘T h e  sp a c e  b e tw e e n  f u r n i tu r e ’, ‘N o ise  lev e ls ’, ‘T h e  a m o u n t  o f  n a tu r a l  l ig h t’ 
a n d  ‘T h e  a r tif ic ia l l ig h tin g ’ w e re  p e rc e iv e d  to  b e  v e ry  im p o r ta n t ,  b u t  th e  lev e l 
o f  p e r fo rm a n c e  w a s  re la tiv e ly  low . T h e se  a t t r ib u te s  c a n  b e  s e e n  a s  t h e  m a jo r  
w e a k n e s se s  o f  th e  h o te ls  in  th is  re s e a rc h . T h e re fo re , th e s e  a t t r ib u te s  n e e d  
sp e c ia l a t te n t io n  f ro m  th e  h o te ls ’ m a n a g e m e n t.
T h e re  w e re  a t t r ib u te s  w h ic h  h a d  b o th  a  lo w  lev e l o f  im p o r ta n c e  a n d  
p e rfo rm a n c e  - ‘T h e  fa b r ic s  u s e d ’, ‘T h e  p ic tu re s  a n d  p h o to s  o n  d isp la y ’, ‘T h e  
s ty le  o f  th e  o r n a m e n ts ’, ‘T h e  u s e  o f  f lo w e rs  a n d  p la n ts ’, ‘T h e  d e s ig n  o f  th e  
h o te l 's  e x te r io r ’, ‘T h e  h e ig h t  o f  th e  ta b le s  a n d  c h a ir s ’ a n d  ‘B a c k g ro u n d  m u s ic ’. 
T h e  re s p o n d e n ts  o f  th is  re s e a rc h  m ig h t  c o n s id e r  th e s e  a t t r ib u te s  a s  th e  b a s ic  
e le m e n ts  o r  se rv ice  p ro v is io n s  w ith o u t  c o n s id e r in g  th e i r  im p o r ta n c e . 
T h e re fo re , th e  h o te ls  d o  n o t  n e e d  to  r e d u c e  th e i r  e ffo r t  o n  th e s e  se v e n  
a t t r ib u te s .
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9.2.4 The Relationship am ong the H otel Servicescape, 
Em otional R esponses and Behavioural Responses
T h e  p r e s e n t  s tu d y  su c ce ss fu lly  d e te rm in e d  th e  r e la t io n s h ip  a m o n g  th e  five 
h o te l  se rv ic e sc a p e  d im e n s io n s , c u s to m e rs ’ e m o tio n a l s ta te s  a n d  b e h a v io u ra l  
re s p o n s e s . F u r th e rm o re ,  th e  c o n tr ib u t io n  o f  e a c h  h o te l  se rv ic e sc a p e  
d im e n s io n  to  ‘P le a s u re ’ a n d  ‘A ro u s a l’ a n d  to  b e h a v io u ra l  r e s p o n s e s  s u c h  a s  
‘F a v o u ra b le  b e h a v io u rs ’ a n d  ‘P ro p e n s i ty  to  s p e n d ’ w e re  a lso  e x p lo re d . 
T h e re fo re , th e  la s t  o b jec tiv e  w a s  a lso  a c h ie v e d .
P re v io u s  s tu d ie s  h a v e  d e m o n s t ra te d  t h a t  th e  se rv ic e sc a p e  in f lu e n c e s  
c u s to m e r  a t t r ib u t io n s  a n d  s a tis fa c tio n  (B itn e r , 1992), th e  in fe re n c e s  t h a t  
c u s to m e rs  m a k e  a b o u t  th e  s to r e ’s m e rc h a n d is e  a n d  se rv ic e  q u a li ty  (B a k e r  e t  
a l., 1994), re -p a tro n a g e  in te n t io n s  (W a k e fie ld  a n d  B lo d g e tt, 1996 ) a n d  w o rd  
o f  m o u th  (L ucas , 2 0 0 3 ) . T h e  f in d in g s  o f  th e  p r e s e n t  s tu d y  a re  c o n s is te n t  
w ith  th o s e  p re v io u s  s tu d ie s  a n d  s h o w  t h a t  h o te l  s e rv ic e sc a p e  s ig n if ic a n tly  
a ffec ts  b o th  e m o tio n a l  a n d  b e h a v io u ra l  r e s p o n s e s . T o  b e  m o re  sp ec ific , 
a m o n g  th e  five  h o te l  s e rv ic e sc a p e  d im e n s io n s , fo u r  o f  th e  five  d im e n s io n s , i.e . 
‘S p a c io u s n e s s ’, ‘A tm o s p h e re ’, ‘A e s th e tic  q u a li ty ’, a n d  ‘P h y s io lo g ic a l 
c o n d it io n s ’, m a k e  a  c o n tr ib u tio n  to  e x p la in in g  ‘P le a s u re ’ a n d  ‘A ro u s a l’. 
‘S p a c io u sn e ss ’ h a s  th e  m o s t  s ig n if ic a n t im p a c t  o n  ‘P le a s u re ’. I n  th e  c a se  o f  
‘A ro u sa l’, ‘A e s th e tic  q u a li ty ’ m a k e s  a  s tro n g e s t  u n iq u e  c o n tr ib u tio n . H o w e v er, 
th e  e ffec t o f  ‘F u n c tio n a li ty ’ o n  ‘P le a s u re ’ a n d  ‘A ro u s a l’ w e re  n o t  c o n firm e d . I t  
is  in c o n s is te n t  w ith  W a k efie ld  a n d  B lo d g e tt’s  (1 9 9 4 ) s tu d y  w h ic h  sh o w e d  t h a t  
fu n c tio n a lity  a n d  la y o u t w e re  k ey  fa c to rs  in  le is u re  se rv ic es , m a in ly  fo c u s e d  
o n  a  M a jo r  L eag u e  B aseb a ll (M L B ) s ta d iu m . I t  m a y  b e  d u e  to  th e  fa c t  t h a t  th e
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p r e s e n t  s tu d y  in v e s tig a te d  th e  s e rv ic e sc a p e  in  u p sc a le  h o te ls  a n d  th e  r e s u l ts  
re f le c te d  c u s to m e r ’s  p e rc e p tio n s  in  th is  c o n te x t. T h e re fo re , th e r e  is  a  s tro n g  
p o ss ib ili ty  t h a t  ‘F u n c tio n a li ty ’ p lay s  a n  im p o r ta n t  ro le  in  o th e r  h o te l  
s e g m e n ts , fo r  in s ta n c e , m id sc a le  h o te ls  a n d  b u d g e t  h o te ls , o r  o th e r  se rv ic e  
s e tt in g s  s u c h  a s  r e s ta u ra n ts ,  r e ta i l  s to re s . F ive  d im e n s io n s  e m e rg e d  f ro m  th is  
s tu d y  m a y  b e  s tra te g ic a lly  m a n a g e d  a n d  c o n tro l le d  b y  m a n a g e m e n t  
d e p e n d in g  o n  th e  ty p e s  o f  h o te ls  a n d  in d u s tr ie s .  M o re o v e r, e a c h  ty p e  o f  
h o te ls  c a n  p u t  e m p h a s is  o n  p a r t ic u la r  d im e n s io n (s )  to  m e e t  th e i r  c u s to m e r  
n e e d s . I t  is  im p o r ta n t  t h a t  h o te l  m a n a g e rs  s h o u ld  h a v e  in s ig h ts  in to  h o w  
th e s e  five  d im e n s io n s  o f  h o te l  s e rv ic e sc a p e  c a n  b e  p e rc e iv e d  a n d  e v a lu a te d  b y  
th e i r  g u e s ts .
T h e n , th e  re la t io n s h ip  b e tw e e n  th e  five  h o te l  se rv ic e sc a p e  d im e n s io n s  a n d  
‘F a v o u ra b le  b e h a v io u rs ’ w a s  e x a m in e d . I t  w a s  fo u n d  t h a t  ‘S p a c io u s n e s s ’ w a s  
th e  m o s t  im p o r ta n t  d im e n s io n  in  p re d ic tin g  g u e s ts ’ ‘F a v o u ra b le  b e h a v io u r s ’ 
a n d  th e n , ‘A tm o s p h e re ’ a n d  ‘P h y sio lo g ic a l c o n d it io n s ’ w e re  fo llo w ed . W h ile  
D a rd e n , O rh a n  a n d  D a rd e n  (1 9 8 3 ) fo u n d  th a t  c o n s u m e rs ’ b e lie fs  a b o u t  th e  
p h y s ic a l a t t r a c t iv e n e s s  o f  a  s to re  h a d  a  h ig h e r  c o r re la t io n  w ith  p a tro n a g e  
re s p o n s e , ‘A e s th e tic  q u a li ty ’ h a d  n o  s ig n if ic a n t im p a c t  o n  ‘F a v o u ra b le  
b e h a v io u rs ’ in  th is  s tu d y . I n  a d d it io n , th e  f in d in g s  o f  th is  s tu d y  sh o w e d  t h a t  
‘F u n c tio n a li ty ’ a lso  h a d  n o  s ig n if ic a n t im p a c t  o n  ‘F a v o u ra b le  b e h a v io u r s ’. I t  is  
in c o n s is te n t  w ith  B a k e r’s  (1987) s tu d y  w h ic h  in d ic a te d  th a t  fu n c t io n a l i ty  
fa c ili ta te d  th e  c u s to m e rs ’ b e h a v io u r .
N ex t, th e  in f lu e n c e  o f  th e  five  h o te l  se rv ic e sc a p e  d im e n s io n s  o n  ‘P ro p e n s i ty  to  
s p e n d ’ w a s  te s te d . T h e  r e s u l ts  re v e a le d  t h a t  th e  o v e ra ll  m o d e l d id  n o t  re l ia b ly
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p re d ic t  ‘P ro p e n s ity  to  s p e n d ’. A p a r t  f ro m  ‘A e s th e tic  q u a li ty ’, o th e r  fo u r  
d im e n s io n s  d id  n o t  m a k e  a  c o n tr ib u tio n  to  th e  p re d ic tio n  o f  ‘P ro p e n s ity  to  
s p e n d ’.
T h e  re la t io n s h ip  a m o n g  th e  tw o  e m o tio n a l r e s p o n s e  d im e n s io n s , ‘F a v o u ra b le  
b e h a v io u rs ’ a n d  “P ro p e n s i ty  to  s p e n d ’ w a s  a lso  te s te d . B o th  ‘P le a s u re ’ a n d  
‘A ro u s a l’ h a d  a  p o s itiv e  in f lu e n c e  o n  ‘F a v o u ra b le  b e h a v io u rs ’. O n  th e  o th e r  
h a n d , o n ly  ‘P le a s u re ’ w a s  fo u n d  to  b e  s ig n if ic a n t in  th e  e x p la n a tio n  o f  
‘P ro p e n s i ty  to  s p e n d ’.
F in a lly , th e  m e d ia tin g  ro le  o f  e m o tio n s  b e tw e e n  th e  h o te l  s e rv ic e sc a p e  a n d  
b e h a v io u ra l  r e s p o n s e s  w a s  e x a m in e d . T h e  r e s u l ts  in d ic a te d  th a t  f ir s t;  th e  
h o te l  s e rv ic e sc a p e  s ig n if ic a n tly  a ffe c te d  e m o tio n a l  re s p o n s e s , s e c o n d ; th e  
h o te l  se rv ic esc a p e  s ig n if ic a n tly  a ffe c te d  b e h a v io u ra l  r e s p o n s e s  a n d  th ir d ;  
e m o tio n a l re s p o n s e s  s ig n if ic a n tly  a ffe c te d  b e h a v io u ra l  re s p o n s e s . T h e  re s u l ts  
in d ic a te d  th a t  th e  h o te l  s e rv ic e sc a p e  a ffe c te d  b o th  e m o tio n a l r e s p o n s e s  a n d  
b e h a v io u ra l  re s p o n s e s . I n  a d d it io n , w h e n  th e  e m o tio n a l re s p o n s e s  w e re  
in c lu d e d  a s  a  c o v a ria te , th e  e ffec t o f  th e  h o te l  s e rv ic e sc a p e  o n  b e h a v io u ra l  
re s p o n s e s  w a s  re d u c e d . T h u s , e m o tio n a l  r e s p o n s e s  c a n  b e  v ie w e d  a s  a  p a r t ia l  
m e d ia tin g  v a r ia b le  u p o n  th e  e ffec t o f  h o te l  s e rv ic e sc a p e  o n  b e h a v io u ra l  
re s p o n s e s . T h is  s u p p o r ts  th e  f in d in g s  o f  p re v io u s  s tu d ie s  t h a t  s u g g e s t  th e  
m e d ia tin g  ro le  o f  e m o tio n s  in  th e  in f lu e n c e  o f  e n v iro n m e n t  o n  b e h a v io u r  
(M e h ra b ia n  a n d  R u sse ll, 1974; D o n o v a n  a n d  R o ss ite r , 1982 ; S h e rm a n , 
M a th u r  a n d  S m ith , 1997).
In  s h o r t ,  th e  r e s u l t  o f  th is  s tu d y  c o n f irm e d  t h a t  th e  h o te l  se rv ic e sc a p e  
in f lu e n c e d  o n  b e h a v io u ra l  r e s p o n s e s  b o th  d ire c tly  a n d  th ro u g h  e m o tio n a l
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re s p o n s e s  a n d  e m o tio n a l  r e s p o n s e s  p la y  a n  im p o r ta n t  ro le  b e tw e e n  th e  h o te l  
s e rv ic e sc a p e  a n d  b e h a v io u ra l  re s p o n s e s .
9.3 Lim itations o f the Study and Areas for 
Future W ork
T h e re  a re  l im ita tio n s  w h ic h  c a n  b e  id e n tif ie d  in  th is  s tu d y . T h e  r e s u l ts  o f  th is  
r e s e a rc h  w e re  l im ite d  b y  th e  s a m p le  s ize  g a th e re d  d u e  to  th e  c o n s tr a in ts  o f  
t im e  a n d  l im ite d  re s o u rc e s . F irs t , a l th o u g h  th e  s a m p le  s ize  u s e d  fo r  th is  
s tu d y  w a s  la rg e  e n o u g h  to  sa tis fy  th e  c r i te r ia  s u g g e s te d  b y  m a n y  a u th o r s  o f  
in f lu e n tia l  m e th o d s  b o o k s  a n d  a r tic le s , i t  m a y  n o t  b e  a b le  to  r e p r e s e n t  th e  
e n ti r e  p o p u la tio n .
S eco n d , c a u tio n  a lso  n e e d s  to  b e  ta k e n  w ith  i ts  g e n e ra lis a b il i ty  to  o th e r  
c o n te x ts  a n d  in d u s tr ie s .  T h is  is  b e c a u s e  th is  r e s e a rc h  w a s  c o n d u c te d  o n ly  a t  
u p s c a le  h o te ls  in  L o n d o n . T h e re fo re , i t  m a y  b e  p o s s ib le  t h a t  b ia s  e x is ts  in  
so m e  d e g re e  w ith in  th e  s a m p le  a n d  th e  r e s u l ts  a re  sp e c if ic  to  B r itish  c u ltu re  
a n d  th e  h o te ls  w h e re  th e  s tu d y  w a s  c o n d u c te d . H o w ev er, i t  s h o u ld  b e  n o te d  
th a t  th e  m e th o d o lo g y  a n d  th e  sc a le s  d e s ig n e d  to  m e a s u re  th e  h o te l  
s e rv ic e sc a p e  fo r  th is  s tu d y  c a n  b e  e m p lo y e d  re lia b ly  a n d  e ffec tiv e ly  b y  o th e r  
u p s c a le  h o te ls  a s  w ell a s  o th e r  h o te l  s e g m e n ts  o r  h o te ls  in  o th e r  lo c a tio n s . 
F u tu re  s tu d ie s  s h o u ld  b e  a p p lie d  to  d if fe re n t  h o te l  s e c to rs  a n d  to  d if fe re n t  
re g io n s  a n d  c o u n tr ie s .
T h ird , a n o th e r  l im ita tio n  is  t h a t  th is  re s e a rc h  fo c u se d  m a in ly  o n  th e  c u s to m e r  
p e rsp e c tiv e  o f  th e  h o te l  s e rv ic e sc a p e . H o w e v er, th e r e  m ig h t  b e  th e
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d iffe re n c e s  b e tw e e n  th e  p e rc e p tio n s  o f  th e  g u e s ts  a n d  th e  e m p lo y e e s  to w a rd  
th e  h o te l  se rv ic esc a p e . P re v io u s  r e s e a rc h  s u g g e s te d  th a t  th e  p h y s ic a l s e tt in g  
c a n  in flu e n c e  e m p lo y e e  s a tis fa c tio n , p ro d u c tiv ity  a n d  m o tiv a t io n  (D av is , 
1984 ; S u n d s tro m  a n d  S u n d s tro m , 1986 ; S u n d s tro m  a n d  A ltm a n , 1 9 8 9 ). A  
c o m fo r ta b le  a n d  sa fe  h o te l  se rv ic e sc a p e  m a y  im p ro v e  e m p lo y e e  sa tis fa c tio n . 
T h e re fo re , f u tu re  w o rk  is  n e e d e d  to  in v e s tig a te  th is  is s u e  fu r th e r .
F o u r th , o n e  o f  th e  c o n s tru c ts  o f  th e  h o te l  s e rv ic e sc a p e  sca le , ‘A tm o s p h e re ’ 
h a d  lo w  fa c to r  lo a d in g s  (a lp h a  v a lu e  .6 9 3 ). H o w ev er, i t  is  o n ly  m a rg in a lly  
b e lo w  .7. C ro n b a c h  a lp h a  v a lu e s  a re  q u i te  s e n s itiv e  to  th e  n u m b e r  o f  i te m s  in  
th e  sc a le  (P a lla n t, 2 0 0 7 ) . W ith  s h o r t  sc a le s  (e .g . sc a le s  w ith  fe w e r  t h a n  t e n  
ite m s ) , i t  is  c o m m o n  to  f in d  q u i te  lo w  C ro n b a c h  v a lu e s  s u c h  a s  .5. K line  
(1 9 9 9 ) n o te s  t h a t  w h e n  d e a lin g  w ith  p sy c h o lo g ic a l c o n s tru c ts  v a lu e s  b e lo w  
e v e n  .7 c an , re a lis tic a lly , b e  e x p e c te d  b e c a u s e  o f  th e  d iv e rs ity  o f  th e  
c o n s tru c ts  b e in g  m e a s u re d . I n  a d d it io n , a c c o rd in g  to  H a ir  e t  a l ( 2 0 0 6 ) ,  in  
e a r ly  s ta g e s  o f  re s e a rc h , re l ia b ili t ie s  o f  .5 to  .6  c a n  b e  c o n s id e re d  su ff ic ie n t. 
H a ir  e t  a l. (2 0 1 0 ) a lso  s u g g e s t  t h a t  th e  g e n e ra lly  a g re e d  u p o n  lo w e r  l im it  fo r  
C ro n b a c h ’s a lp h a  is  0 .7 0 , a l th o u g h  i t  m a y  d e c re a s e  to  0 .6 0  in  e x p lo ra to ry  
re s e a rc h .
F ifth , th is  s tu d y  u s e d  a  s in g le - i te m  sc a le  to  m e a s u re  ‘P ro p e n s i ty  to  s p e n d ’. 
T h is  f a c to r  h a d  o n ly  o n e  i te m , T s p e n t  m o re  t h a n  I o r ig in a lly  p la n n e d ’. I t  h a s  
to  b e  m e n t io n e d  th a t  th e  p r e s e n t  s tu d y  re c o g n ise s  t h a t  e s t im a t in g  re lia b ili ty  
fo r  s in g le -ite m  fa c to rs  is  d iff icu lt. I n  s p ite  o f  th a t ,  i t  w a s  d e c id e d  to  r e ta in  
fa c to r  ‘P ro p e n s ity  to  s p e n d ’, ta k in g  in to  a c c o u n t  th e  im p o r ta n c e  o f  th e  
w illin g n e s s - to -s p e n d -m o re  fa c e t  c a p tu r e d  b y  th is  fa c to r . I n  a d d it io n , 
a c c o rd in g  to  W a n o u s , R e ic h e rs  a n d  H u d y  (1997), w h e n  th e  c o n s tr u c t  o f
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in te r e s t  is  re la tiv e ly  n a r r o w  o r  is  u n a m b ig u o u s  to  r e s p o n d e n ts , a  s in g le -ite m  
m e a s u re  m a y  b e  a p p ro p r ia te .  I n  th e  p r e s e n t  s tu d y , r e s p o n d e n ts  d id  n o t  h a v e  
a n y  m a jo r  p ro b le m s  s u c h  a s  a m b ig u ity , a n d  u n d e rs ta n d in g  th e  c o n te x t o f  th e  
q u e s tio n . T h e re fo re , a  s in g le - ite m  m e a s u re  fo r  f a c to r  ‘P ro p e n s i ty  to  s p e n d ’ 
w a s  k e p t. A d d it io n a l  s tu d ie s  m a y  d e s ire  to  in c lu d e  o th e r  d e te r m in a n ts  to  th is  
c o n s tru c t.
L astly , th e  p r e s e n t  s tu d y  u s e d  m u lt ip le  re g re s s io n  a n a ly s is  to  e x p lo re  th e  
r e la t io n s h ip  a m o n g  th e  h o te l  se rv ic e sc a p e  d im e n s io n s , e m o tio n a l re s p o n s e s  
a n d  b e h a v io u ra l  re s p o n s e s  a n d  to  in v e s tig a te  th e  c o n tr ib u t io n  o f  e a c h  h o te l  
s e rv ic e sc a p e  d im e n s io n  to  p le a s u re  a n d  a ro u s a l  a n d  to  b e h a v io u ra l  r e s p o n s e s . 
R e g re ss io n  m o d e ls  t e s t  h y p o th e s e s  a b o u t  th e  s tr e n g th  a n d  d ire c tio n  o f  
r e la tio n s h ip s  b e tw e e n  p re d ic to r  v a r ia b le s  a n d  a n  o u tc o m e  v a ria b le .
T h e  d a ta  c a n  a lso  b e  a n a ly s e d  u s in g  s tr u c tu r a l  e q u a tio n  m o d e llin g  (S E M ). 
U s in g  SE M , th e  h y p o th e s is e d  m o d e l c a n  b e  te s te d  s ta t is t ic a lly  in  a  
s im u lta n e o u s  a n a ly s is  o f  th e  e n t i r e  sy s te m  o f  v a r ia b le s  to  d e te rm in e  th e  
e x te n t  to  w h ic h  i t  is  c o n s is te n t  w ith  th e  d a ta  (B y rn e , 2 0 1 0 ). O n  th e  o th e r  
h a n d , SE M  is  a  c o m p le x  m e th o d  o f  d a ta  a n a ly s is  a n d  a s  W e rn e r  a n d  
S c h e rm e lle h -E n g e l (2 0 0 9 )  p o in te d  o u t,  a s s u m p tio n s  o n  th e  d a ta  m a y  b e  
h ig h e r , a n d  th e  p ro c e s s  o f  in te r p re t in g  th e  r e s u l ts  is  m o re  c o m p le x  c o m p a re d  
to  o th e r  m e th o d s  o f  d a ta  a n a ly s is . M o re o v e r, SE M  p ro v id e s  n o  
s tr a ig h tfo rw a rd  te s t s  to  d e te rm in e  m o d e l f it  (S u h r, 2 0 0 6 ) .  A lth o u g h  th e  
p r e s e n t  s tu d y  d id  n o t  u s e  SEM  fo r  r e a s o n s  m e n t io n e d  ab o v e , f u tu r e  r e s e a rc h  
c o u ld  u s e  SE M  a n d  r e p re s e n t  th e  r e la t io n s h ip s  b e tw e e n  th e  in d e p e n d e n t  a n d  
d e p e n d e n t  v a r ia b le s  b y  a  sy s te m  o f  s im u lta n e o u s  l in e a r  e q u a tio n s .
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9*4 Theoretical Contributions
T h e re  a re  a  n u m b e r  o f  th e o re tic a l  c o n tr ib u tio n s  o f  th e  p r e s e n t  s tu d y  th a t  
s h o u ld  b e  h ig h lig h te d .
F irs t , th is  re s e a rc h  e x a m in e d  th e  c o m b in a tio n s  o f  h o te l  se rv ic e sc a p e  
a t t r ib u te s  a n d  th e i r  in f lu e n c e s  o n  h o te l  c u s to m e rs ’ e m o tio n a l r e s p o n s e s  a n d  
b e h a v io u ra l  re s p o n s e s . P re v io u s  s tu d ie s  h a v e  t e n d e d  to  d e a l w ith  th e  
se rv ic e sc a p e  a s  th e  s u b s e ts  o f  se rv ic e  q u a li ty  o r  h a v e  fo c u se d  m a in ly  o n  th e  
e ffec t o f  a  s in g le  se rv ic e sc a p e  e le m e n t. M o re o v e r, th e r e  w a s  d iff ic u lty  in  
u n d e rs ta n d in g  th e  c o m p le x ity  o f  th e  ta n g ib le  a s p e c ts  o f  h o te ls . T h e re fo re , 
c lea rly , sp ec ific , a p p ro p r ia te  a n d  c o m p re h e n s iv e  d im e n s io n s  o f  th e  h o te l ’s 
s e rv ic e sc a p e  e le m e n ts  w e re  n e e d e d  to  d ev e lo p . I n  th is  c o n te x t, i t  is  
im p o r ta n t  to  n o te  t h a t  th e  p r e s e n t  s tu d y  h a s  t r i e d  to  v iew  th e  e n t i r e  
se rv ic e sc a p e  in  a  h o lis t ic  m a n n e r  a lth o u g h  th e  e ffec ts  o f  m u lt ip le  h o te l  
se rv ic e sc a p e  e le m e n ts  w e re  e x a m in e d .
S eco n d , th e  Q -S o r t te c h n iq u e  w a s  e m p lo y e d  in  th e  i te m  d e v e lo p m e n t s ta g e  
b e fo re  m o v in g  to  th e  f u r th e r  a n a ly s is  to  t e s t  th e  c o n te n t  a d e q u a c y . I n  
a d d it io n , th e  Q -S o rt te c h n iq u e  w a s  a  p ra c tic a l  m e th o d  o f  e n h a n c in g  th e  fac e  
v a lid ity  o f  th e  n e w ly  d e v e lo p e d  h o te l  se rv ic e sc a p e  d im e n s io n s  a n d  h o te l  
s e rv ic e sc a p e  a t t r ib u te s .  T h e  p r e s e n t  s tu d y  a t te m p te d  to  id e n tify  th e  h o te l  
s e rv ic e sc a p e  a t t r ib u te s  a n d  c a te g o rise  th e m  in to  o n e  o f  th e  h o te l  s e rv ic e sc a p e  
d im e n s io n s . H o w e v er, a n  u l t im a te  g o a l o f  th is  s tu d y  w a s  n o t  m e re ly  
c a te g o ris in g  a t t r ib u te s  b u t  in v e s tig a tin g  a n d  in te r p re t in g  e a c h  c u s to m e r ’s
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v ie w p o in ts  o n  th e  h o te l  s e rv ic e sc a p e . In  th e  p r e s e n t  s tu d y , th e  Q s o r t  te s ts  
h e lp e d  to  re d u c e  p o te n t ia l  re lia b ili ty  a n d  v a lid ity  p ro b le m s  a n d  m o re  
im p o r ta n t ly , i t  w a s  a  s y s te m a tic  to o l fo r  o b jec tiv e ly  d e s c r ib in g  h u m a n  
su b je c tiv ity  th ro u g h  th e  c o m b in a tio n  o f  q u a li ta t iv e  a n d  q u a n ti ta t iv e  a n a ly s is  
(B ro w n  1996).
T h ird , th e  c u r r e n t  s tu d y  a p p lie d  th e  Im p o r ta n c e -P e r fo rm a n c e  A n a ly s is  
te c h n iq u e  to  k e y  a t t r ib u te s  o f  th e  h o te l  se rv ic esc a p e  a n d  e x a m in e d  
re s p o n d e n ts ’ p e rc e iv e d  im p o r ta n c e  o f  th e s e  a t t r ib u te s  a n d  th e i r  lev e l o f  
p e rfo rm a n c e . I t  re v e a le d  d iffe re n c e s  in  th e  s tr e n g th s  a n d  w e a k n e s se s  o f  th e  
h o te l  se rv ic esc a p e . I t  s h o u ld  b e  e m p h a s is e d  th a t  th e  Im p o r ta n c e -  
P e r fo rm a n c e  A n a ly s is  id e n tif ie d  th e  im p o r ta n c e  a n d  th e  lev e l o f  p e r fo rm a n c e  
o f  th e  h o te l  s e rv ic e sc a p e  a t t r ib u te s  f ro m  th e  c u s to m e r ’s  p o in t  o f  v iew . 
M o re o v e r, a s  W a d e  a n d  E a g les  (2 0 0 3 )  m e n tio n e d , th is  te c h n iq u e  w a s  
s u p e r io r  to  t h a t  o f  a  p e r fo rm a n c e -o n ly  a p p ro a c h , w h ic h  c a n  le a d  to  in c o r re c t  
in te rp re tiv e  a s s u m p tio n s , s in c e  th e  im p o r ta n c e  d im e n s io n  is  n o t  m e a s u re d . 
L ast, d a ta  w a s  c o lle c te d  f ro m  a  s u ff ic ie n t s a m p le  size. W h ile  th e r e  is  l i t t le  
a g re e m e n t  a m o n g  a u th o r s  c o n c e rn in g  a  s a m p le  size , g e n e ra lly  th e  
r e c o m m e n d a tio n  is  “th e  la rg e r , th e  b e t t e r ” (P a lla n t, 2 0 0 7 ) . I n  t e r m s  o f  th e  
a d e q u a c y  o f  th e  i te m s , th e  s a m p le  s h o u ld  su ff ic ie n tly  la rg e  to  e l im in a te  
s u b je c t  v a r ia n c e  a s  a  s ig n if ic a n t c o n c e rn . D evellis  (2 0 0 3 )  p o in ts  o u t  tw o  
m a jo r  p itfa lls  o f  sm a ll s a m p le  size . O n e  o f  th e  r is k s  in  u s in g  fe w  s u b je c ts  is  
t h a t  th e  p a t te rn s  o f  c o v a r ia tio n  a m o n g  th e  i te m s  m a y  n o t  b e  s ta b le . S e c o n d , 
th e  s a m p le  m a y  n o t  r e p r e s e n t  th e  p o p u la t io n  fo r  w h ic h  th e  sc a le  is  c o n c e rn e d . 
T h e re  a re  se v e ra l v a r io u s  su g g e s tio n s  o n  s a m p le  s ize  d e te rm in a t io n . C o m re y  
a n d  L ee (1992 ) su g g e s t  t h a t  3 0 0  a s  g o o d , 100  a s  p o o r  a n d  1 0 0 0  a s  a n
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e x c e lle n t s a m p le  size . C o n s id e rin g  th e  n u m b e r  o f  i te m s  o r  th e  r a t io  o f  
s u b je c ts  to  i te m s , N u n n a lly  (1978) re c o m m e n d s  a  10 to  1 ra t io , o n  th e  o th e r  
h a n d , K ass a n d  T in s le y  (1979) r e c o m m e n d e d  b e tw e e n  5 a n d  10 p a r t ic ip a n ts  
p e r  v a ria b le . D e p e n d in g  o n  s ta t is t ic a l  a n a ly se s  u se d , T a b a c h n ic k  a n d  F id e ll 
(2 0 0 7 )  su g g e s t  a t  le a s t  3 0 0  c a se s  fo r  f a c to r  a n a ly s is . F o r  re g re s s io n , S te v en s  
(1996 ) r e c o m m e n d s  a b o u t  15 su b je c ts  p e r  p re d ic to r  a n d  F ie ld  (2 0 0 9 )  
su g g e s ts  10 c a se s  o f  d a ta  fo r  e a c h  p re d ic to r  in  th e  m o d e l, o r  15 c a se s  o f  d a ta  
p e r  p re d ic to r .  T h e  s a m p le  s ize  u s e d  fo r  th is  s tu d y  w a s  6 9 6  ca se s  a n d  i t  w as  
la rg e  e n o u g h  to  s a tis fy  a ll th e  c r i te r ia  m e n t io n e d  ab o v e . T h e re fo re , w ith  s u c h  
a  su ff ic ie n tly  la rg e  s a m p le  size , r e s u l ts  a n d  f in d in g s  o f  th is  s tu d y  p ro v id e d  
m o re  s ta b le  o u tc o m e s . I n  a d d it io n , th e  f in d in g s  c a n  b e  g e n e ra lis e d  o u ts id e  o f  
th e  s a m p le  a n d  h a v e  sc ie n tif ic  v a lu e .
9.5 M anagerial Im plications
H o te lie rs  n e e d  to  e ffec tiv e ly  a t te m p t  to  c re a te  a  h o te l  s e rv ic e sc a p e  t h a t  w ill b e  
a t t r a c t iv e  to  th e  ta r g e te d  c u s to m e r  g ro u p s . I n  th is  re s p e c t, t h is  s tu d y ’s 
f in d in g s  m a y  h a v e  im p o r ta n t  im p lic a tio n s  fo r  m a n a g e rs .
F irs t , th e  c u r r e n t  s tu d y  c o n s ta n t ly  e m p h a s is e d  th e  im p o r ta n c e  o f  th e  
se rv ic e sc a p e  fo r  h o te ls . T h e  re s u l ts  s u g g e s t  t h a t  ‘A e s th e tic  q u a li ty ’ is  th e  m o s t  
im p o r ta n t  d im e n s io n  a m o n g  th e  five  h o te l  se rv ic e sc a p e  d im e n s io n s  a n d  h a s  
th e  m o s t  s ig n if ic a n t im p a c t  o n  ‘A ro u s a l’ a n d  ‘P ro p e n s i ty  to  s p e n d ’. W ith  
a e s th e tic  f a c to rs  o f  th e  h o te l  se rv ic e sc a p e  s u c h  a s  in te r e s t in g  in te r io r  d e s ig n  
id e a s  (e.g . f u rn i tu r e  s ty le , fa b r ic s  u se d , p ic tu r e s /p h o to s ,  o r n a m e n t ,  f lo w ers ,
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f lo o r in g )  a n d  im p re ss iv e  a rc h i te c tu ra l  f e a tu re s  (e.g . e x te r io r ) , m a n a g e m e n t  
c a n  c re a te  a  h o te l  a llo w in g  m o re  m e m o ra b le  g u e s t  e x p e rie n c e s .
H o w ev er, a c h ie v in g  a  b a la n c e  b e tw e e n  o ffe r in g  a e s th e tic  a p p e a l  a n d  a  
c o m fo r ta b le  a tm o s p h e re  m a y  b e  a  c h a lle n g e  fo r  h o te ls . I n  th is  c o n te x t, th e  
p r e s e n t  r e s e a rc h  te s te d  th e  in f lu e n c e  o f  n o t  o n ly  th e  a e s th e tic  a s p e c t  b u t  a lso  
th e  v a r io u s  f a c to rs  o f  th e  h o te l  se rv ic e sc a p e  s u c h  a s  ‘F u n c tio n a li ty ’, 
‘A tm o s p h e re ’, ‘S p a c io u sn e ss ’ a n d  ‘P h y s io lo g ic a l c o n d it io n s ’ o n  c u s to m e rs ’ 
e m o tio n  a n d  b e h a v io u r . M o re o v e r, th e  18 i te m  h o te l  se rv ic e sc a p e  sc a le  w a s  
p ro v e d  to  b e  a  re l ia b le  a n d  e ff ic ie n t in s t r u m e n t  to  m e a s u re  th e  in f lu e n c e s  o f  
th e  h o te l  se rv ic e sc a p e  o n  c u s to m e rs ’ e m o tio n a l  r e s p o n s e s  a n d  b e h a v io u ra l  
re s p o n s e s . T h u s , th is  s tu d y  c a n  b e  h e lp fu l  fo r  m a n a g e m e n t  to  b e t te r  
u n d e r s ta n d  h o w  to  u til is e  th e  h o te l  se rv ic e sc a p e  a s  a n  e ffec tiv e  a n d  p o w e rfu l 
m e a s u re m e n t  to o l. C a re fu lly  d e s ig n e d  a n d  m a n a g e d  h o te l  se rv ic e sc a p e  w ill 
h a v e  a  p o s itiv e  im p a c t  o n  c u s to m e rs ’ p h y s ic a l a n d  e m o tio n a l re s p o n s e s  a s  
w ell a s  b e h a v io u r , s in c e  th e  h o te l  is  n o t  j u s t  a  p la c e  t h a t  o ffe rs  a  u n iq u e  
in te r io r  d e s ig n  b u t  is  c re a tin g  th e  fee lin g  o f  c o m fo r t  a n d  p le a s u re .
S eco n d , th is  s tu d y  c o u ld  g ive  m a n a g e rs  s o m e  id e a s  o f  w h ic h  h o te l  
s e rv ic e sc a p e  a t t r ib u te s  a re  m o s t  a n d  le a s t  im p o r ta n t .  A s u s e d  in  t h e  c u r r e n t  
s tu d y , th e  Im p o r ta n c e -P e r fo rm a n c e  A n a ly s is  m a tr ix  c a n  p ro v id e  m a n a g e rs  
w ith  a  c le a re r  p ic tu re  o f  th e  s ta tu s  o f  th e  h o te l ’s  se rv ic e sc a p e  a s  p e rc e iv e d  b y  
th e i r  g u e s ts . I f  c u s to m e rs ’ r e q u ir e m e n ts  a re  c le a rly  id e n tif ie d  a n d  u n d e rs to o d , 
th e  h o te l  c a n  b e  in  a  b e t te r  p o s it io n  to  c a te r  fo r  th e i r  c u s to m e rs ’ d e s ire s  a n d  
n e e d s  a n d  th e  h o te l , in  tu r n ,  c a n  a c h ie v e  a  c o m p e tit iv e  a d v a n ta g e . T h e re fo re , 
i t  c a n  b e  s a id  t h a t  th is  r e s e a rc h  r e s u l ts  su g g e s t  w ay s in  w h ic h  h o te ls  c a n
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e n h a n c e  th e i r  c o m p e tit iv e n e s s  a n d  a re a s  in  w h ic h  e le m e n ts  s h o u ld  b e  
fo c u s e d  to  im p ro v e  th e i r  se rv ic e sc a p e .
T h ird , u s in g  th e  18 i te m  h o te l  s e rv ic e sc a p e  sc a le  a n d  th e  5 h o te l  se rv ic e sc a p e  
d im e n s io n s , m a n a g e rs  o f  a ll d if fe re n t  ty p e s  o f  h o te ls  c a n  ta i lo r -m a k e  
m a rk e tin g  s tra te g ie s  s in c e  th e  sp e c if ic  r e q u ir e m e n ts  fo r  se rv ic e sc a p e  
a t t r ib u te s  o r  d im e n s io n s  fo r  e a c h  ty p e  o f  th e  h o te l  a re  d iffe re n t. E a c h  h o te l  
h a s  a  d if fe re n t  g oa l a n d  ta r g e t  m a r k e t  d e p e n d in g  o n  i ts  ty p e , th e re fo re , th e  
im p o r ta n c e  o f  e a c h  h o te l  se rv ic e sc a p e  d im e n s io n  o r  a t t r ib u te  m a y  b e  
d e p e n d e n t  u p o n  th e  c h a ra c te r is t ic  o f  th e  h o te l. F o r  in s ta n c e , a l th o u g h  
‘F u n c tio n a li ty ’ m a y  n o t  c r it ic a lly  in f lu e n c e  c u s to m e r  e m o tio n a l re s p o n s e s  a n d  
b e h a v io u ra l  re s p o n s e s  in  th e  lu x u ry  h o te l  c o n te x t a s  sh o w n  in  th is  s tu d y , th is  
d im e n s io n  c o u ld  b e  a  c ru c ia l f a c to r  fo r  o th e r  ty p e s  o f  h o te ls  s u c h  a s  
c o n v e n tio n  h o te ls , e x te n d e d  s ta y  h o te ls  a n d  c o n d o m in iu m s .
S ince  h o te ls  a im  to  sa tis fy  a  p a r t ic u la r  t ie r  o f  th e  m a rk e t,  th e  h o te l ’s 
se rv ic e sc a p e  s h o u ld  re f le c t th is  a im . I t  is  im p o r ta n t  fo r  m a n a g e m e n t  to  
u n d e r s ta n d  th e  n a tu r e  o f  e a c h  d im e n s io n  o f  th e  h o te l  se rv ic e sc a p e  r e q u i r e d  
fo r  th e i r  fo rm  o f  th e  h o te l. I n  so  d o in g , h o te ls  c a n  c le a rly  d i f fe re n tia te  
th e m s e lv e s  w ith in  id e n tif ie d  m a rk e t  s e g m e n ts .
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Appendix i  Q uestionnaire
Dear Guests
Thank you for participating in this survey. This questionnaire has been designed 
to find out your views on the importance of our hotel’s physical environment and 
how this affects you.
We would greatly appreciate you giving your time to complete the following 
questionnaire which should take only a few minutes. There are no right or wrong 
answers so please give the answers that most reflect your opinion. All information 
you provide will be treated as strictly confidential and will only be used for 
research purposes.
Thank you for your co-operation.
International Customer Insights Team
Q l. W hat w as th e  reason  fo r you r m o st recen t stay?
1. □  Business
2. D  Leisure
3. D  Flight stop over
299
4. □  Other Please specify
Q2. W as th is  you r first stay?
1. □  Yes
2. □  No
Don't ask Q6 21~27 if Answer is YES.
Q3. A pproxim ately  how  m any tim es  have you s tay ed ?
1. □  2 to 5
2. □  6 to 10
3. □  11 to 20
4. □  More than 20
Q4. W hat is you r g en d er?
1. □  Female
2. □  Male
3. □  Prefer not to say
Q5. How old a re  you?
1. □  Under 18
2. □  18 to 29
3. O  30 to 39
4. □  40 to 49
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5. 0 50 to 59
6. □  60 or over
7. □  Prefer not to say 
Q6. Im portance  Section
The next few questions will address how much importance you attach to  a hotel 
environment.
„ _ . 3. Neither
1. 2. Fair 5. Very
important or 4. Important 
Unimportant unim portant im portant
unimportant
9. The fabrics 
used
□ □ □ □ □1. The feeling of 
spaciousness
2. The am ount
of free space in □  □  □  □  □
th e  hotel
3. The ease  of 
access to  all 
areas of the  
hotel
4. The layout of 
th e  guest rooms
5. The décor of 
th e  hotel's 
public areas e.g. 
lobby
6. The décor of 
th e  guest rooms
7. The colour 
scheme(s) used
8. The style of 
th e  furniture 
used in th e  
public areas
□ □ □ □ □
□ □ □ □ □
□ □ □ □ □
□ □ □ □ □
□ □ □ □ □
□ □ □ □ □
O O D O O
10. The pictures
and photos on 0  0  O D D
display
11. The style of 
th e  o rnam ents
12. The use of
flowers and 0  0  0  0  0
plants
0  0  0  0  0
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□ □ □ □ □
areas
25. Background 
music
26. The amount 
of natural light
27. The artificial 
lighting
□ □ □ □ □
13. The flooring 
in public areas 
e.g. lobby and 
corridors
14. The design
of the hotel's □  □  □  □  □
exterior
15. The hotel's 
interior signs
(e.g. directions □  □  □  □  □
to restaurants, 
bars etc.)
16. The 
furniture 
arrangements in 
the public areas
17. The space
between □  □  □  □  □
furniture
18. The height 
of the tables 
and chairs in the 
public areas
19. The 
practicality of 
the flooring in 
the public areas
20. The feeling 
of safety and 
security in the 
hotel
□ □ □ □ □
□ □ □ □ □
□ □ □ □ □
21. Temperature □  □  □  □  □
22. Humidity □  □  □  □  □
2\ Fragrances O D O D Oused
24. Noise levels
in the public □  □  □  □  □
□ □ □ □ □
□ □ □ □ □
□ □ □ □ □
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Q7. Satisfaction Section
The next few questions will address how satisfied you were with the hotel environment.
1. The feeling of 
spaciousness
2. The am ount of 
free space in th e  
hotel
3. The ease  of 
access to  all 
areas of th e  
hotel
4. The layout of 
th e  guest room s
5. The décor of 
th e  ho te l's 
public areas e.g. 
lobby
6. The décor of 
th e  guest room s
7. The colour 
schem e(s) used
8. The style of 
th e  furniture 
used in th e  
public areas
9. The fabrics 
used
10. The pictures 
and photos on 
display
11. The style of 
th e  ornam ents
12. The use of 
flowers and 
plants
13. The flooring 
in public areas 
e.g. lobby and 
corridors
1. Very 
dissatisfied
□
□
□
□
□
□
□
□
□
□
□
□
□
2. Fairly 
dissatisfied
□
□
□
□
□
□
□
□
□
□
□
□
□
3. Neither 
satisfied or 
dissatisfied
□
□
□
□
□
□
□
□
□
□
□
□
□
4. Satisfied
□
□
□
□
□
□
□
□
□
□
□
□
□
5.Completely 
satisfied
□
□
□
□
□
□
□
□
□
□
□
□
□
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14. The design of
th e  ho te l's □ □ □ □ □
exterior
15. The ho te l's
interior signs
(e.g. directions □ □ □ □ □
to  restauran ts.
bars etc.)
16. The furn itu re
arrangem ents in □ □ □ □ □
th e  public areas
17. The space
betw een □ □ □ □ □
furniture
18. The height of
th e  tab les and 
chairs in th e
□ □ □ □ □
public areas
19. The
practicality of 
th e  flooring in
□ □ □ □ □
th e  public areas
20. The feeling
of safety and 
security in th e
□ □ □ □ □
hotel
21. T em perature □ □ □ □ □
22. Humidity □ □ □ □ □
23. Fragrances 
used
□ □ □ □ □
24. Noise levels
in th e  public □ □ □ □ □
areas
25. Background 
music
□ □ □ □ □
26. The am ount 
of natural light
□ □ □ □ □
27. The artificial
□ □ □ □ □
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Q8. Thinking specifically o f th e  h o te l en v iro n m en t, p lease  ra te  how  th e  ho tel 
m ad e  you  feel:
3. Neither
disagree
2. Disagree agree or 
disagree
4. Agree
agree
1. Pleased □ 0 □ 0 □
2. Inspired 0 □ □ □ D
3. Disappointed □ 0 0 0 □
4. At ease □ 0 D 0 □
5. Depressed D □ D 0 □
Q9. P lease ra te  your level o f a g re e m e n t w ith  th e  follow ing s ta te m e n ts  a b o u t your 
s tay  a t  th e  ho tel:
3. Neither
1. Strongly ^ rN. , . 5. Strongly
2. Disagree agree or 4. Agree 
disagree agree
disagree
□  □  □  □  □
1. This is one of 
th e  best hotels 
th a t I have 
stayed in
2. This is one of
my favourite 0  0  0  0  0
hotels
3 . 1 enjoyed
myself in th e  0  0  0  0  0
hotel
4 . 1 m ade th e
right decision to  D D □ D □
stay  a t this hotel
5 . 1 will
recom m end this
hotel to  friends, 0  0  0  0  0
family an d /o r 
work colleagues
6 . 1 will com e
back to  this 0  0  0  0  0
hotel
7 . 1 would like to
have stayed for D D D D D
longer
8 . 1 spen t m ore
than  I originally 0  0  0  0  0
planned
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Appendix 2-B. Correlation Matrix: Em otional Responses
Correlation Matrix
Plsd­ Hppy- Insprd- Ateas- Dlght- Cnfdnt­ Chfl­ Entrtnd­
Annyd Unhppy Uninsprd lllateas Dsppnt Nrvs Dprssd Brd
PlsdAnnyd 1.000 .790 .578 .758 .592 .359 .531 .497
HppyUnhp
py
.790 1.000 .551 .687 .533 .326 .458 .477
Insprllnins
P
.578 .551 1.000 .492 .373 .149 .277 .321
Correia
tion
A teaslllate
as
.758 .687 .492 1.000 .533 .365 .477 .453
DlghtDspp
nt
.592 .533 .373 .533 1.000 .487 .660 .654
CnfdntNrvs .359 .326 .149 .365 .487 1.000 .640 .563
ChflDprssd .531 .458 .277 .477 .660 .640 1.000 .659
EntrtndBrd .497 .477 .321 .453 .654 .563 .659 1.000
PlsdAnnyd .000 .000 .000 .000 .000 .000 .000
HppyUnhp
py
.000 .000 .000 .000 .000 .000 .000
InsprUnins
P
.000 .000 .000 .000 .000 .000 .000
Sig. (1- 
ta iled)
Ateaslllate
as
.000 .000 .000 .000 .000 .000 .000
DlghtDspp
nt
.000 .000 .000 .000 .000 .000 .000
CnfdntNrvs .000 .000 .000 .000 .000 .000 .000
ChflDprssd .000 .000 .000 .000 .000 .000 .000
EntrtndBrd .000 .000 .000 .000 .000 .000 .000
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Appendix 2-C. Correlation Matrix: Behavioural 
Responses
Correlation Matrix
Bsth
tl
Fvrte
htl
Enjy
ed
Rghtdec
sn
R ecom m e
nd
C om eba
ck
Stayedlon
ger
Spentm o
re
Correlati Bsthtl 1.00 .747 .630 .623 .639 .585 .638 .151
on Fvrtehtl :747 1.000 .632 .635 .704 .674 .638 .147
Enjyed .630 .632 1.00 .799 .753 .694 .666 .068
Rghtdecsn .623 .635 .799 1.000 .838 .811 .636 .063
R ecom m e .639 .704 .753 .838 1.000 .859 .706 .061
nd
C om eback .585 .674 .694 .811 .859 1.000 .663 .073
Stayedlong .638 .638 .666 .636 .706 .663 1.000 .136
er
Spentm ore .151 .147 .068 .063 .061 .073 .136 1.000
Sig. (1- Bsthtl .000 .000 .000 .000 .000 .000 .000
tailed) Fvrtehtl .000 .000 .000 .000 .000 .000 .000
Enjyed .000 .000 .000 .000 .000 .000 .060
Rghtdecsn .000 .000 .000 .000 .000 .000 .076
R ecom m e .000 .000 .000 .000 .000 .000 .081
nd
Com eback .000 .000 .000 .000 .000 .000 .049
Stayedlong .000 .000 .000 .000 .000 .000 .001
er
Spentm ore .000 .000 .060 .076 .081 .049 .001
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Appendix 3-A.
Scree Plot: the Emotional Responses Scale
Scree Plot
Component Number
Appendix 3-B.
Scree Plot: the Behavioural Response Scale
Scree Plot
rs>c
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Component Number
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Appendix 4-A. 
Histogram: Hotel Servicescape and Pleasure
Histogram
D epen dent Variable: M eanPleasure
Mean = 4.21 E-4 
Std. Dev. = 1.001 
N = 604
100 -
60-
40-
20-
■2 0■6 -4 2 4
R eg ressio n  S tan dard ized  Residual
Appendix 4-B. 
Histogram: Hotel Servicescape and Arousal
Histogram
D ependent Variable: MeanArousal
Mean = -0.01 
Std. Dev. = 0.991 
N = 595
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Appendix 4-C.
Histogram: Hotel Servicescape and Favourable 
Behaviour
Histogram
Dependent Variable: MeanFavourableBehaviour
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Appendix 4-D.
Histogram: Hotel Servicescape and Propensity to Spend
Histogram  
D ependen t Variable: S pentm ore R
Mean = -0.01 
Std. Dev. = 0.999 
N = 530
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80-
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Appendix 4-E. Histogram: Emotional Responses and 
Favourable Behaviour
H istogram
D e p e n d e n t V ariable: M eanF avourab leB ehav iou r
Mean = -0.05 
Std. Dev. = 0.996 
N = 589
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Appendix 4-F. Histogram: Emotional Responses and 
Propensity to Spend
H istogram
D ep e n d en t V ariable: S p en tm o re  R
Mean = -0.01 
Std. Dev. = 0.998 
N = 534
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A p p e n d ix  4 -G . H is to g r a m :  H o t e l  S e r v ic e s c a p e  a n d
B e h a v io u r a l  R e s p o n s e
Histogram 
D ependent Variable: M ean2Behaviour
Mean = -0.03 
Std. Dev. = 0.993 
N = 590
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Appendix 4-H. Histogram: Hotel Servicescape and 
Emotional Responses
H istogram  
D ependen t Variable: M ean2Emotional
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A p p e n d ix  4 -I . H is to g r a m :  H o t e l  S e r v ic e s c a p e ,  E m o t io n a l
R e s p o n s e s  a n d  B e h a v io u r a l  R e s p o n s e
H istogram  
D e p e n d e n t V ariable: M ean2B ehav iour
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Appendix 4-J. Histogram: Emotional Responses and 
Behavioural Response
Histogram  
D ependent Variable: Mean2Behaviour
Mean = -0.04 
Std. Dev. = 0.999 
N = 591
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Appendix 5-A. P-P Plot: Hotel Servicescape and Pleasure
Normal P-P Plot of Regression Standardized Residual
Dependent Variable: MeanPleasure
0 .6 -
0 .2 -
o.o-
0.20.0 0.4 0.6 0.8 1.0
Observed Cum Prob
Appendix 5-B. P-P Plot: Hotel Servicescape and Arousal
Normal P-P Plot of R egression Standardized Residual
Dependent Variable: MeanArousal
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A p p e n d ix  5 -C . P -P  P lo t :  H o t e l  S e r v ic e s c a p e  a n d
F a v o u r a b le  B e h a v io u r
Normal P-P Plot of R egression Standardized Residual
D ependent Variable: MeanFavourableBehaviour
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Appendix 5-D. P-P Plot: Hotel Servicescape and 
Propensity to Spend
Normal P-P Plot of Regression Standardized Residual
Dependent Variable: Spentmore R
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Appendix 5-E. P-P Plot: Emotional Responses and 
Favourable Behaviour
Normal P-P Plot of Regression Standardized Residual
D ependent Variable: M eanFavourableBehaviour
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Appendix 5-F. P-P Plot: Emotional Responses and 
Propensity to Spend
Normal P-P Plot of R egression  S tandardized Residual
D ependent Variable: Spentm ore R
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A p p e n d ix  5 -G . P -P  P lo t :  H o t e l  S e r v ic e s c a p e  a n d
B e h a v io u r a l  R e s p o n s e
Normal P-P Plot of Regression Standardized Residual
D ependent Variable: Mean2Behaviour
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Appendix 5-H. P-P Plot: Hotel Servicescape and 
Emotional Responses
Normal P-P Plot of R egression  S tandardized Residual
D ependent Variable: Mean2Emotional
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A p p e n d ix  5 -I . P -P  P lo t :  H o t e l  S e r v ic e s c a p e ,  E m o t io n a l
R e s p o n s e s  a n d  B e h a v io u r a l  R e s p o n s e
Normal P-P Plot of Regression Standardized Residual
D ependent Variable: Mean2Behaviour
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Appendix 5-J. P-P Plot: Emotional Responses and 
Behavioural Response
Normal P-P Plot of R egression  S tandard ized  Residual
D ependent Variable: M ean2Behaviour
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Appendix 6-A. Scatter Plot: Hotel Servicescape and 
Pleasure
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Appendix 6-B. Scatter Plot: Hotel Servicescape and 
Arousal
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A p p e n d ix  6 -C . S c a t t e r  P lo t :  H o t e l  S e r v ic e s c a p e  a n d
F a v o u r a b le  B e h a v io u r
Scatterplot
Dependent Variable: MeanFavourableBehaviour
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Appendix 6-D. Scatter Plot: Hotel Servicescape and 
Propensity to Spend
Scatterplot 
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Appendix 6-E. Scatter Plot: Emotional Responses and 
Favourable Behaviour
Scatterplot
Dependent Variable: MeanFavourableBehaviour
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Appendix 6-F. Scatter Plot: Emotional Responses and 
Propensity to Spend
Scatterplot 
D ependent Variable: S pentm ore R
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A p p e n d ix  6 -G . S c a t t e r  P lo t :  H o t e l  S e r v ic e s c a p e  a n d
B e h a v io u r a l  R e s p o n s e
Scatterplot 
D ependent Variable: M ean2Behaviour
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Appendix 6-H. Scatter Plot: Hotel Servicescape and 
Emotional Responses
Scatterplot 
Dependent Variable: Mean2Emotional
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A p p e n d ix  6 -1 . S c a t t e r  P lo t :  H o t e l  S e r v ic e s c a p e ,
E m o t io n a l  R e s p o n s e s  a n d  B e h a v io u r a l  R e s p o n s e
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D ependent Variable: M ean2Behaviour
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Appendix 6-J. Scatter Plot: Emotional Responses and 
Behavioural Response
Scatterplot 
D ependent Variable: M ean2Behaviour
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